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From Director’s Desk 


Prof. Pradipta Banerji 
Director IIT Roorkee 


I am pleased to know that the Department of Management Studies is holding an International 
Conference on Research and Sustainable Business. An International Conference signifies the 
development at the level of the academic contributions of a Department. I congratulate the 
Department of Management Studies for consistently putting this step forward and inviting research 
scholars as well as industry associates from all the parts of the world to contribute in this academic 
endeavour. In the current academic environment, sustainability is the most crucial aspect to 
examine the facets of business and needed to embed in the mainstream of business-related 
education. 


I welcome you all and extend my best wishes to all participants, invited dignitaries, and 
International Conference organizers for the grand success of this event. 


From the Desk of Chairman 


Dr. Santosh Rangnekar 
HOD DoMS 


Today International business is facing the common challenge of sustainability. The different 
dimensions of management are in the major areas of Human Resource Management, Financial 
Management, Knowledge Management, Marketing Management, Technology Management, 
Operations Management and so on. The solutions require in depth research at national and 
international level. The academicians are trying to develop new models and theorizing solutions to 
meet competitive advantage. 


The research provides fundamental connect between industry and academia. It requires strong 
techno managerial approach. Organizational effectiveness requires servant leadership and sense of 
stewardship will prevail. Cooperation will be the right strategy and we have to think boundary less 
organizations with flexibility. A sense of organizational citizenship behavior amongst the employees 
is to be nurtured and to be taken care of servant leaders of business world. The productivity 
demands new methods and processes. 


An altruistic behavior, organizational commitment are the key factors for best performance 
.Managerial and organizational effectiveness can be improved by way of adapting organizational 
culture suited for developing human capital. The focus requires strong sense of IQ, EQ and SQ. The 
spirituality makes a long time effect and relatively permanent. The change management owns 
personal efficacy and employee engagement. The knowledge management research is supposed to 
guide us new practices through innovations. The application of research will enhance speed of 
practices to organizational climate ultimately leading to job satisfaction and job involvement. 


Managers are ready to remove emotional baggage and make psychological contract to win over 
the challenges before the business. I am sure the academic research presentations in this 
International Conference will address above issues and competent enough to provide solutions to 
emerging issues of sustainability. 


My best wishes for success of International Conference of Sustainable Business. 


Message from the Desk of Organizing Secretary 


Dr. Zillur Rahman 
Organizing Secretary 


It is a matter of great pride for us that Department of Management Studies, IIT Roorkee is 
organising its 1“ International Conference on International Conference on Research and Sustainable 
Business (ICRSB14). 


We have already organized two national conferences very successfully in the last two years and 
now we started thinking on organizing an International Conference. 


The first aspect which we had to discuss was that would we be able to make it meaningful and 
fulfil the expectations of the participants, aspirants, and the sponsors. 


This took us around a year to think over the issues to be floated, the format, the key 
participants, their orientation, and the key speakers. 


But I feel content that we could generate good participation. It makes me enthusiastic to think 
on increasing the span. I am sure that you will gain from this event and please forgive us of any 
shortcomings. 


I hope that the International Conference on Research and Sustainable Business will be able to 
become an annual event where we can bring ideas and concept to a platform for all the stakeholders 
in this field. 


I look forward for the active participation of you all and for the grand success of the First 
International Conference organised by this Department. 


Message from the Convener 


P 


Dr. Mukesh Kumar Barua 
Convener 


Today Sustainability is all about living within the means of our environment and ensuring that our 
lifestyle doesn’t harm other people, society and culture. A sustainable business practice means 
organizations participates in environmentally friendly or green activities to ensure that all processes, 
products, and manufacturing adequately address current environmental concerns while maintaining 
a profit. 


This International Conference concept made me fortunate enough to know many of you, since 
you had decided to participate. I could see the magnitude and the endeavour of prospective 
participant attending ICRSB14. 


I hope you will have the most pleasant and memorable academic event. You will also witness 
here the rich cultural heritage of Roorkee. I do hope this Conference will open the doors of 
academic research for new frontiers such as going beyond the borders, bringing together the expert 
in research and to the people in large to an emphasis on the quality of research deliberated. 


Most of all I thank all the participants—academicians, students, publishers and various other 
stakeholders for their support of this Conference. 


I wish you all the very best for the Conference and your stay and thank once again all of you for 
taking a meaningful part. 


Keynote Speaker 


— 


—_h 


Prof. Namjae Cho 
School of Business, Hanyang University 
17 Haengdang-dong, Seongdong-gu 
Seoul-133-791, Korea 


Namjae Cho is the professor of MIS at the School of Business of Hanyang University. He received 
his Bachelor’s degree in Industrial Engineering from Seoul National University, Master’s degree in 
Management Science from KAIST, and Doctoral degree in MIS from Boston University, U.S.A. 
He has published research papers in Industrial Management and Data Systems, Asia Pacific 
Management Review, International Journal of Information Technology and Decision Making, 
International Journal of Management Digest, Management Insight, Journal of Contemporary 
Management, etc. 


He also published several books and over 50 papers domestically. He has provided extensive 
consulting to the government and well-known companies such as Microsoft, SK, POSCO, Sun 
Microsystems, LG, and Samsung. His research interests includes IT planning, analysis of IT 
impacts, strategic alignment between IT and business, IT governance, e-business strategy, 
knowledge management, and industry policy. 


Guest Speaker 


Prof. Sushil 
Department of Management Studies 
Indian Institute of Technology Delhi 
Vishwakarma Bhawan, Shaheed Jeet Singh Marg 
New Delhi—110016 


Sushil is the Professor of Strategic, Flexible Systems and Technology Management at the 
Department of Management Studies, Indian Institute of Technology Delhi. He served as Visiting 
Professor at The Centre for the Development of Technological Leadership, University of 
Minnesota, Minneapolis, MN, USA in the year 2008-09. He has nearly twenty books to his credit in 
the areas of Flexibility, Systems Thinking, and Technology Management. He has over 200 papers in 
various refereed journals and conferences. He is Editor-in-chief of Global Journal of Flexible 
Systems Management. He has pioneered the area of ‘Flexible Systems Management’ and made 
original contributions to the field of knowledge in the form of SAP-LAP models and linkages. 
He has evolved the concept and framework of ‘Flowing Stream Strategy’ as strategic flexibility to 
manage continuity and change. He has also provided mantras for continuous organizational 
vitalization and a model for execution excellence. He has acted as consultant to both governmental 
and private industrial organizations; a few representative ones are LG Electronics, Rockwell 
International, Tata Consultancy Services, Tata InfoTech Ltd., CMC Ltd., James Martin & Co., 
Gas Authority of India Ltd. and Sona Koyo Steering Systems. He is the Founder President of the 
Global Institute of Flexible Systems Management. 
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Abstract—"Meeting the needs of the present without compromising the ability of future generations to meet their own 
needs”, enunciated in the Brundtland Report calls for a broad-based alliance between industry and society to combat 
poverty, environmental degradation and promote development. The Indian Mutual fund Industry hires fund manager as 
Surrogate Mother who rear and bear the economic structure of investors. 


The Researcher analyses how the current state of the Indian mutual Fund industry resembles with surrogacy and highlights 
the key challenges and issues. The findings of the research suggest that there is a need for more collaborative efforts across all 
stakeholders to harness the future growth potential. Customer awareness is the pre requisite to increase in the share of 
mutual funds in household savings. The researcher is still in the process to find the causal relationship between the 
penetration level and the share of Mutual Fund in household savings. 
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INTRODUCTION 


Over the past few decades Mutual Funds started itself as one of the most demanded investment 
tools. Indian economy is emerging as the biggest investment destination for AMCs as high savings 
and huge investment rate opens Door for tremendous untapped market. Mutual Fund being one of 
the youngest investment vehicle functions with the help of specialized fund managers. Small 
investors pool their money at one place. Fund Managers manage the pooled money and invest in 
Equity, Debt or Balanced funds. Investment returns of mutual fund resembles surrogacy and fund 
managers resembles as surrogate mothers who extend their expertise to those who are lacking 
behind of it. Therefore, it becomes important for AMCs to tap the untapped market with 
sustainability so that the mutual fund expertise knowledge and efficiency reaches to the needy. 


In this paper researcher shows the journey of mutual fund and its way ahead with solutions for 
sustainable growth. 


WAY TO MUTUAL FUND 


Mutual funds captured public attention in 1980’s and 90’s. Mutual Fund investment recorded high 
returns during that time and investors saw tremendous increase in the value of their investments. 
However the idea of pooling money for common objective has been during second half of 18" 
century investment vehicles were quite similar characteristics with present mutual funds but it was 
not actually a form of today’s mutual fund. The first investment trusts that created tradable 
ownership of financial securities were: 


1. Life Annuities—Tontins. 
2. Plantation Loans. 


Life annuities were the financial loans were borrowers pay interest vehicle among the middle 
ages of France and northern Europe in 17" & 18" centuries. The life annuities come with a variation 
as—Tontins that bears some characteristics resemblance to today’s mutual fund. In tontins borrowers 
promises to pay to the group of people an annuity that is divided among the surviving members. As 
member die the return to the survivors increases. Early tontins were organized by the government. 
There also exist private tontins payment for early tontins were backed by the power of taxation. And 
private tontins have association with 17" century collateral security. These private tontins guarantee 
the periodic payments to their participants. Private tontins resemble investment trust in the joint 
ownership of financial securities. Private tontins invested its contribution in a portfolio of securities. 
Private tontins invested its contribution in a portfolio of securities that closely resembled with early 
mutual funds. The share of tontins were associated with the lives of its participants. 
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Plantation Loans:-The second type of security shows similar characteristics with 18th century 
investment tools known as plantation loans. Investor mortgages to planters were not securities in 
themselves which do not resembles as mutual fund. These 18th century Plantation Loans roots lie to 
the Deutz & co. 1695 were the emperor called loans from the public against the revenues from his 
mercury mines. Subsequent loans to the emperor were financed by organizing a negotiate under the 
direction of his heirs who issued bonds in the Dutch capital market. 


In 1753 the same techniques were applied to mortgage loans to west Indies Plantation owner. 
Between 1753 &1776 about 200 plantation loans were in the market in west Indies that amounted 
for the majority of new collateral securities were introduced during this period. Many of the early 
mutual funds allocated large portion of their portfolios to plantation loans. 


GENESIS OF MUTUAL FUND 


Palaeographers are not certain of the origin of professionally managed Investment funds. Some have 
cited the closed ended investment companies launched in Netherland in 1822 by king William I as 
the first mutual funds. Others pointed out that Investment trust created in 1774 by a Dutch 
merchant Adrian Van Ketwich would have given the king the idea of developing professionally 
managed investment funds. 


After the financial crisis of 1772—73 the trust formed by Adrian Van Ketwich aimed to provide 
investment diversification at low cost to small investors. In 1774 Ketwich invited subscription from 
investor to form an investment trust under the name of Eendragt maakt Mast. Spreading of risk was 
achieved by investing in Austria, Denmark, Germany, Spain, Sweden and a variety of colonial 
plantations in Central and South America. During 18" century very few equities were listed on the 
Amsterdam Stock exchange therefore, the trust only invested in bonds. Beside this some historians 
marked that the foreign and colonial government trust in 1868 as the beginning of modern day 
mutual funds. 


After the existence of investment trust in Holland for almost a century next wave of mutual fund 
included as investment trust launched in Switzerland in 1849 followed by Sweden in 1850, Great 
Britain, France and US in 1890’s. 


NINETEENTH CENTURY MF 


The investment trust formed in 1868 paved way to globe into a new type of investment option, 
present day Mutual Fund. The goal of the trust was to provide moderate means of investors some 
advantage as the large capitalist in diminishing the risk of investing in foreign and colonial 
government stock by investment over a number of different stocks. During 19 century in U.S. 
many of the early investment trust were closed-end funds. Repurchase or issue of these closed-ended 
funds were not frequent. This trend of low repurchase or infrequent issue of these funds changed in 
1924, when the Massachusetts Investors trust came into existence with an ope-ended capitalization. 
The open ended investment trust allows for the continous issue and redemption of shares at 
proportional prices to the value of the underlying investment portfolio. Since then open-ended funds 
were preferred more than other available investment model. 


INDIAN SCENARIO: MUTUAL FUND 


The economic turmoil and the wars in the early sixties de-pressed the financial markets, making it 
difficult for both existing and new entrepreneurs to raise fresh capital. The then Finance Minister, T 
T Krishnamachari, set up the idea of a Unit Trust which would mobilise savings of the community 
and invest these savings in the capital market. His ideas took the form of the Unit Trust of India, 
which commenced operations from July 1964 ‘with a view to encouraging savings and investment 
and participation in the income, profits and gains accruing to the Corporation from the acquisition, 
holding, management and disposal of securities’. The regulations passed by the Ministry of Finance 
(MOF) and the Parliament from time to time regulated the functioning of UTI. Different provisions 
of the UTI Act laid down the structure of management, scope of business, powers and functions of 
the Trust as well as accounting, disclosures, and regulatory requirements for the Trust. 
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At the initiative of the Government of India and Reserve Bank of India mutual funds in India 
started. The Industry has evolved from a single player in 1964 to a fast growing competitive market. 
UTI as a single played paved the way to 44 others to enter into the industry. 


AUM Growth 
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Fig. 1: Current Mutual Fund State AUM Growth 


The AUM have grown at a rapid pace over the past 5 decades at 24.45% for 46 year period from 
Mar 1965 to Mar 2011. This growth was despite of two falls when the industry managed to cover 
them and achieve the tremendous growth. 


lnstitutionalInvestors Individuals MNRIs MFIs 


4.86 1.65 


Fig. 2: Investors Profile of Mutual Fund 


Institutional Investors have significantly high ownership in mutual fund industry with 56.55% 
followed by Individual investors with 36.93%, 4.86% share is of NRIs and 1.65% holding is of FIIs 
during 2008. 


KEY CHALLENGES AND ISSUES 


Since the inception in 1964 Mutual Fund Industry has been encouraged to develop from 25 crores 
(AUM) to 592250 crores (AUM) in March 2011. Industry has travelled a long path, adapting itself 
continuously to changing economic structure of the country. In today’s volatile market mutual 
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funds are looked upon as a transparent low cost investment vehicle that attracts investors’ attention. 
After reviewing various literature it is found that even after travelling a long journey since 1964 
mutual fund industry faces several challenges and have to dealt with several issues harnessing to 
industry’s growth potential: 

India is a densely populated market with very little financial inclusion that creates large space 
for further penetration. For savings to be streamlined into the capital market investors needs to first 
and foremost be made available. The mutual fund industry is yet to spread its reach beyond top 
cities. 


AUM Contribution (Mar 2013) 


=Top5 cities mNext 10 cities Next 20cities mNext 75 cities Others 


Fig. 3: AUM According to Geographical Areas 


The huge untapped market shows large opportunities for market players to sell their products and 
place them up, to their optimum potential. Some basic challenges that are created by these untapped 
market structure are due to: 

e Low customer awareness / lesser financial literacy rate, 

e Limited focus on distribution network in rural areas, 

e Multiple regulatory frameworks that varies within the financial services sectors. 

These market challenges have to be challenged and taken care off by the industry in order to 
reach the optimum potentials. 


FINDINGS 


In a densely populated country like India where mutual fund Industry came down 5 decades ago but 
still major concentration lies on top 5 cities only. The data signifies that there is still long way to go 
for mutual fund industry. Therefore it was found that this huge untapped market can be tapped by: 


CUSTOMER AWARENESS INITIATIVES 


To create Pull strategy in mutual fund industry national awareness campaigns for mutual funds 
needs to be the prime focus for Asset Management Companies. More and more financial literacy 
programmes have to be conducted so that investors are aware about the schemes that are available, 
the sectors in which their money is being invested and tentative returns out of it. Tentative returns 
become important because whatever may be the objective of investment but all the objectives rest on 
returns from the investment. 


FOCUS ON DISTRIBUTION CHANNELS 


Awareness campaigns are to increase the demand side of the industry. AMC’s need to explore more 
distribution channels. Fund houses can also look at the possibility of investing in more active sales 
force. 


A Study on the Correlation between Mandatory Capital Sustainable Surrogate Investment / 7 


RETAIL PENETRATION 


Untapped rural markets are the new target markets of the industry. To increase penetration into the 
rural market. Fund houses can take the form of microfinance institutions. MFIs have encountered 
success in reaching out to customers at the bottom of the pyramid. When the fund houses & 
financial literacy programs along with rigorous distribution channels will make penetration into the 
rural market a success story. 


CLEAR REGULATORY FRAMEWORK 


The regulators vary across verticals within the industry. The mutual fund industry lacks a level 
playing field in comparison with other verticals within the financial services sector. Number of 
parties are involved in formation of mutual fund that makes it difficult to understand for investors. 
Regulatory restrictions such as mandatory PAN card requirement, restricts small investors from 
investing. 


CONCLUSION 


The outlook of the mutual fund industry is governed to a great extent on the economic & political 
situation of our country. The changing economic scenario of the nation will influence the mutual 
fund industry provides huge untapped market and large opportunity for growth. Sustainability in 
growth can be achieved by meeting the challenges and issues of the industry in more systematic and 
organized way. 
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Abstract—ZJnstability in the capital market is increasing very rapidly and because of huge revolution in the commercial 
money, bank and investment funds, the call for financial innovations to balance risk and returns cannot be overlooked. 
Today the financial institutions are replacing their long-established product mix with more multiple products. This practice 
has given birth to a new area in finance which is called financial engineering. Innovation in the existing product line by 
financial institutions can be brought through financial engineering in order to remain significant and sustainable in the 
market to win large market share. This is beneficial to all nationalized banks, commercial banks, corporative banks, 
insurance companies and other financial institutions. This paper researches various financial innovations through financial 
engineering in the field of Indian banking, insurance, capital market and mutual funds sector. We have also tried to find 
out the characteristics, advantages and disadvantages of various financial products and processes which are designed 
through financial engineering. In the concluding section, paper discusses the way forward in the field of financial 
innovations to remain sustainable in the financial market. 
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INTRODUCTION 
FINANCIAL INNOVATION 


Last twenty-five years have witnessed a process of growing change in the financial markets in the 
world. The process of liberalization and innovation has removed regulations, new products have 
developed and line between financial intermediaries has been blurred. In the financial services 
sector “fundamental innovation” has changed the whole picture of financial markets in the world, 
while some “incremental innovations” act as fillers to correct market imperfections. The market 
participants are searching for new ways to make greater profits. Financial innovations provide the 
most favorable solutions to various basic problems of financial market. The set of choices of 
financial assets and liabilities available to customers has been greatly enlarged. The costs of 
financial intermediation have been reduced and risk management tools have become increasingly 
sophisticated. By using financial innovation, developing countries have found new ways to activate 
their domestic and international savings. 


OBJECTIVE OF THE PAPER 


The basic objective of the paper is to investigate various financial innovations through financial 
engineering in India the field of banking, insurance, capital market and mutual funds. The paper 
also figures out various features and advantages of the various financial products and processes 
designed through financial engineering. At last, paper discusses the way forward in the field of 
financial innovations to remain sustainable. 


REVIEW OF LITERATURE 


Silber (1983) identified that most innovations in finance emerge as a response of firms to financial 
constraints they face, including but not limited to regulation. He found that inflation, instability of 
interest rates; technology, legislative initiatives and internationalization are the factors responsible 
for financial innovations. Silber concluded that financial innovations improved the ability to bear 
risk and lower transaction cost. "Innovations in financial institutions and practices have improved 
the ability to bear risk (futures markets), lowered transaction costs (ATMs), and circumvented 
outmoded regulations (money market mutual funds and Regulation Q)," according to Silber. "This, 
the process of financial innovation described here yields economic benefits that are no less real in a 
welfare sense than improvements in physical technology." 
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Finnerty (1988) identified that financial engineering brought revolutionary change in financial 
instruments and process. He analyzed some factors which are responsible for financial revolution. 
These factors are tax benefits, low transaction cost, low agency cost, risk reallocation, increased 
liquidity, regulatory and legal factors, level and instability in prices and interest rates, accounting 
benefits and technological developments in the area of finance. 


Verghese (1990) identified that there are some gaps and deficiencies Indian financial system. 
These gaps need to be filled in. India cannot afford rapid outburst of financial products. Regulated 
financial innovations increases significant systemic risk which can't be ignored. This practice also 
provides opportunities for hedging risk and reducing individual transaction cost of financial 
processes. 


FINANCIAL ENGINEERING 


According to Finnerty, “Financial Engineering is design, development and implementation of 
innovative financial instruments and processes, and formulation of solutions to the problems in 
finance.” Innovative financial products include new financial instruments such as payment card, 
biometric ATMs, arbitrage fund, Micro Insurance, insurance for poor and women etc. or new 
processes such as Mobile payment service, DMA facility, ABSA process, stock exchange for 
SMEs, etc. 


Financial Engineering is an area of finance that deals with the method of implementing 
financial innovations to find better solutions to specific financial problems. It would generally be 
carried out with the diagnosis of a problem, analysis of the possible solutions understanding 
therewith a possibility a new financial instrument, producing or evolving of a new financial 
instrument. It also involves the activity of pricing and customizing this new financial instrument 
when the solution is felt to be relevant to more than one client. It has also been defined as the use of 
derivatives to manage risk and create customized financial instruments. 


FINANCIAL INNOVATIONS THROUGH FINANCIAL ENGINEERING 
The different types of financial innovations are done in the area of financial engineering which are 
as follows: 


e New financial intermediaries like that of venture capitalists, hedge funds, private equity 
firms. 


e New type of electronic exchange for trading securities. 
e New financial instruments like CMO, CDO, etc. 


e New financial markets like that of commodity derivatives, real option markets, insurance 
derivatives. 


e New financial services such as e-trading or e-banking. 
e New financial techniques such as Value At Risk. 


FINANCIAL ENGINEERING IN INDIA 


India is a budding nation which is rising in innovations in the area of financial engineering. 
Financial engineering provides the high return investment opportunities for the investors. These 
financial innovations are an outcome of regulations of government, several tax policies, 
globalization, liberalization, privatization, incorporation with the international market and 
increasing risk in the national market. Financial institutions play an important role in the society 
because they create, develop and distribute new financially engineered products according to their 
desire and need. 


Innovations in the Insurance Sector 


The innovation in Indian insurance industry at this point has a hunger for modification because of 
boom in insurance market. There are following financial innovations in this sector. 
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Jeevan Aastha 


A hybrid product launched by LIC India called "Jeevan Aastha" is a combination of Fixed Deposits 
and life insurance. This product is a closed ended single premium product which offers guaranteed 
return to the policy holder on maturity and death whichever is earlier. The product offers income 
tax benefits under section 80C and section 10(10D) to attract Indian middle class. The policy holder 
can take loan can on the policy after one year. The product offers "Cooling off Period” to the policy 
holder by which he can return the policy within 15 days if he is not satisfied with the features 
of the policy. 


Market Linked Pension Product 


By using this pension product the policy holder can fight against inflation. This product permits the 
policy holder to increase or decrease the premium with the fluctuation in income. The product 
facilitates the creation of larger wealth because this product is a market linked product; it provides 
benefits for long term and gives good standard of living to the policy holder. 


Insurance Linked Education Loan 


This is a model education loan product engineered by The Indian Banks' Association which offers a 
higher quantum of loan. The product provides loan up to Rs.4, 00,000 for further studies for 
students. If the student wants to take loan above Rs.4, 00,000 the rate of interest will not be more 
than100 basis point on the BPLR. This product is linked with an insurance policy which facilitates 
the bank to recover the loan in case of the death of the student. This product help the student to 
take the loan if his family’s financial condition is not good. 


Insurance for Poor 


The Universal Health Insurance Scheme, in association with the Indian Government started 
providing insurance cover for 10 lakh people from families below the poverty line. This product 
provides hospitalization facility and medical care in rural India. An individual has to pay Rs. 300 
as annual insurance premium. An annual premium of Rs. 450 is paid for a family of five and Rs. 
600 for a family of seven. 


Micro Insurance Products 


There are several micro insurance products designed by financial engineering in the area of health 
insurance, personnel accident cover, crop insurance for farmers and insurance for machine and 
equipment for low income groups. Under this scheme by paying a premium of Rs 200 to Rs. 500 
one can get an insurance cover of Rs 5,000 to 50,000. Aam Aadmi Bima Yojana and Rashtriya 
Swasthya Bima Yojana are some examples of micro insurance products. 


Micro Insurance for Women 


LIC, PNB and Govt. of India are jointly providing life and permanent disability cover for credit 
linked women Self Help Groups. Under this insurance scheme an annual premium of Rs 200 will be 
paid, of which 50% will be given by the insured and the rest will come from the social security fund 
of the Central Government. Over 30 lakh Self Help Group will be benefited under this scheme. 


Innovations in Capital Market 


There is always instability in the capital market. There is a huge need of financial innovations in 
this sector to balance risk and returns. The latest financial innovations in the Indian capital market 
are as follows: 


Currency Futures 


This is a future contract which comes under the derivative market where the essential is specific 
foreign money and funds. Gains and losses are result of simultaneous actions of two foreign 
currencies. This product facilitates the investors to reduce their risk and increase their return in the 
derivative market. 
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Direct Market Access (DMA) Facility 


To increase transparency in the transaction, DMA has enabled the broker to reduce his manual 
intervention. This facility offers direct client access to the trading system of the exchange to the 
brokers. It controls client over orders and reduces time in executing client orders. 


Financial Innovations in Mutual Fund Sector 


In 2008 there was a quick fall in stock market. So, mutual fund industry entered into the stock 
market to pick up the market disorders by using the financial innovations. The following are the 
innovations in Indian mutual fund sector: 


Arbitrage Fund 


This fund is a mix of equity and derivative fund. This fund provides a better way of getting high 
returns from equities by hedging risk by financial derivatives. The fund gives returns by getting the 
arbitrage opportunities. The returns can be generated through the overall financial market activities. 
The main concern of the fund is how to balance the assets between spot and derivative market. 
These funds provide good returns during unpredictable periods. 


Mutual Funds and Derivative Strategy 


To cope up with the global financial calamity, equity linked fixed maturity plan mutual fund was 
designed by the financial engineers who arranges solutions for minimal market risk. The fund 
hedges the risk by purchasing one stock and sells another by using derivative strategy. This activity 
is done by identifying the condition of financial market. This process is beneficial for one company 
and at the same time detrimental to another company. 


Financial Innovations in Banking Sector 

Various innovations in Indian Banking Sector are made to facilitate the customers for saving their 
time and money: 

Electronic Fund Transfer 


This facility enables the customers to make their transactions from one bank to the other within 
short time period. There are three types of electronic payment: 


e Real Time Gross Settlement (RTGS). 
e National Electronic Fund Transfer (NEFT) System. 
e Electronic Clearing Service (ECS). 
A customer can use NEFT facility for banking transaction below Rs.1,00,000 and RTGS 
facility for banking transactions over Rs.1,00,000. 
Prefunded Cheque 


Financial engineering have designed a facility of prefunded cheques. By this facility the customer 
can gift the prefunded cheques to any of his/her relatives or friends who can encash it at the time of 
any festival. 


Cheque Truncation System (CTS) 


To reduce the time taking encashment of the small amount cheques Banks have started the CTS 
facility. By this facility the bank customers can get their clearance on the same date. Earlier this 
facility was only available to high value cheques. Through this facility the customers will get their 
collection in 1-2 days through banking channels. 
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Biometric ATMs for National Rural Employment Guarantee Act (NREGA) 


This act is greatly beneficial for Indian rural people. By using this facility rural people can register 
their thumb impression at the biometric ATMs, in case of any type of financial transactions. 
General biometric ATMs provide security and convenience in the banking transactions. 


SCOPE FOR FINANCIAL ENGINEERING FOR SUSTAINABLE DEVELOPMENT 


Due to the Liberalized and faster growing financial market, innovation of new products and services 
has developed a tough market competition. Sometimes the Investors find themselves unprepared to 
cope up with the market. Every market player is eager to get the first launch advantage and is under 
the threat of copying of their products’ featurs and adding new product in their existing product 
mix. A more controlled and better understood form of financial engineering will continue to thrive. 
The financial institutions should make valid patents and copyrights to overcome the undue 
competitions, so as to benefits of their financial engineering research for a long time. This will stop 
competitors from offering parallel or same financial products and services. Investors should 
continue to demand innovative wealth-management products which better balance their tolerance 
for risk, expectations for return and needs for liquidity. Efforts are being made to bring the ‘best 
parts’ of financial engineering best-practice to bear in the creation of structured hedges which will 
significantly moderate the operating cost uncertainties and add shareholder value as a result. 


CONCUSION 


The paper is an attempt to explain the relevance of financial engineering in the Indian financial 
markets i.e in banking, insurance, capital market and mutual fund sectors. The literature review 
converses the elements that have added to the enlargement and development of financial 
engineering and the instruction India can learn from its regular practice. The positives that comes 
out from the banking, insurance and capital market and mutual fund are: 


e Banking innovations aims at low transaction cost, customer friendly funds, safety and 
security of funds and improved operations in banks. 


e The insurance sector provides guaranteed return, inflation safety, and insurance for rural 
people and enhancement of self help groups. 


e The capital market innovations have the characteristics of protection of investor against 
inflation, transparency in transactions, enhanced liquidity, low cost and low risk. 


e The mutual fund innovations offer the features of diversification, risk reduction and higher 
return in the volatile stock market. The current innovative financially engineered products 
lack the protection against inflation. 


So, there is a large need for innovations especially for senior citizens, poor people, women, 
rural people as well as a large middle class in India as they are being ignored for a long time. 
However, regulation, growth in knowledge, improvements in technology, are sensible reasons to 
believe that the process of financial innovation will continue to grow, as new and innovative 
financial products and services are being launched and financial engineers’ ability to introduce new 
products to their portfolios is increasing. There is no reason for suspicion that there will be a 
continuing growth in financial engineering research and research into marketing of derivative 
products in the foreseeable future. 
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Abstract—Superior prediction and classification in determining firm’s performance are the major concern for a 
practitioners and academicians because it helps the stakeholders in making their investment decisions. A_firm’s performance 
may be analyzed on the basis of reported financial information. In this study, an attempt has been made to identify the 
most significant indicators of firm’s financial performance and develop a model for financial performance prediction. In this 
paper, cluster analysis and stepwise probit method have been used for developing prediction model. The study is carried out 
on Indian Steel Industry for the year 2011. It has been observed that PAT (Profit After Tax), DTR (Debtor Turnover 
Ratio), SFTA (Shareholders Fund to Total Asset) are important predictors of firm’s financial performance. It indicates that 
profitability, efficiency of management and fund composition are the important predictors of corporate performance. 


Keywords: Financial Performance, Cluster, Probit, Earning Power 


INTRODUCTION 


Measurement of performance is important for any organization because efficiency of an 
organization is judged through performance. Prediction of financial performance is a major concern 
for shareholders of business, at the same time classification of companies based on financial 
performance is vital for potential for investors of the companies. Superior prediction and 
classification of companies helps the investors to make rational investment decisions. It will help the 
firms to measure their operating efficiency and relative position in the industry. It helps them in 
sharpening their competitive edge and regulating their goal in proper way. Financial performance of 
companies in an industry can be analysed based on annual reports reported by them. But this report 
provides huge information related to the performance of the companies. For predicting the financial 
performance of different companies, financial ratios are used. Some of the ratios are relevant; some 
are irrelevant for measuring financial performance. In addition to, ratios used for one study differ 
from another study, one researcher to another researcher. In this study, an attempt has been made to 
predict corporate financial performance based on financial ratios. 

The objectives of the study are: 

e To form performance groups (high performing and low performing) based on financial 


performance. 
e To determine the classification rule and identify the important predictors of corporate 
performance. 
LITERATURE REVIEW 


In this context the work of Beaver (1966) is important one. He carried out the univariate analysis on 
one hundred fifty eight firms and developed a model for classification of firms (failed firms and non 
failed firms) using simple t test. The study was conducted for the period 1954 to 1964.From his 
study it was revealed that mean ratios of two type firms are significantly different. 


Edward I Altman (1968) in his study used Multiple Discriminant Analysis technique for 
predicting bankruptcy. For developing prediction model Altman conducted the study on sixty six 
firms for the period 1946 to 1964.Five variables were selected for his study. Altman classified the 
firms as bankruptcy and non bankruptcy based on Z score of the firms. 


In another study Ohlson (1980) conducted his experiment with the help of 105 bankrupt and 
2058 non bankrupt companies over a period of 1970-1976.As per his study it has been observed that 
financial structure (Total liabilities to Total Asset), current liquidity were major predictors of 
bankruptcy. 
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Mohamed et al (2001) have carried out a comparative analysis between MDA model and Logit 
model. In this study, it has been revealed that debt equity ratio and total asset turnover ratio were 
found to be significant in MDA model but when logit analysis was applied for prediction of 
corporate failure, an additional variable 1.e. Interest coverage ratio was considered to be statistically 
significant. 


Puagwatana and Gunawardana (2005) developed a model for predicting bankruptcy by selecting 
four ratios from the model of Altman and introducing one additional variable. The study is carried 
out on forty seven companies for the year 2001.For developing prediction model, t test and stepwise 
logistic regression have been used. They compared the mean ratios of both the groups and found 
significant difference between the two groups. They also observed that logistic regression have 
relevance in regard to developing prediction model. 


Erdogan (2008) developed a prediction model using logistic regression. The study has been 
carried out forty two commercial banks. It was found that 80% of the failed firms could be predicted 
a priori using this model. Six important ratios (a capital ratio, two profitability, two income 
expenditure and provision for loan losses variables) have identified as important predictors of 
financial distress in Turkey. 


Abdullah et al (2008) carried out a study for identifying the predictors of financial distress using 
multiple discriminant analysis (MDA), logistic regression and the hazard model. Fifty two 
companies have been selected for that study. The study revealed that hazard model has better 
predictive ability in case of estimation sample, but MDA gives better results in case of hold out 
sample. Debt to total asset ratio has been identified as significant variable for corporate distress. 


DATA SET AND SELECTION OF VARIABLES 


The study is conducted on selected large cap Steel Companies because Steel Industry is a basic 
industry and the performance of this industry affects the performance of the other industries. There 
are fifty seven listed large cap steel companies in BSE. Out of fifty companies, twenty eight 
companies have been selected for the study randomly. For collection of financial information CMIE 
PROWESS database and for collection of share price, BSE website was used. The study is 
conducted depending on financial information for the year 2011. Twenty eight companies have 
been selected for the study, out of which eighteen companies have been identified as high 
performing and ten companies have been identified as low performing companies. Financial 
information is collected from CMIE PROWESE data base Dependent variable is binary type, that is 
1 is allotted for high performing companies and 0 is allotted for low performing companies. 


Financial Ratios have been used as explanatory variables in predicting corporate performance. 
There are so many ratios which can be used in predicting corporate financial performance. In this 
study, eight important ratios were selected for study. They are: 


1. Current Ratios (CR): Current Asset/ Current Liabilities. It measures the debt paying 
capacity of the firm. A high current ratio indicates that solvency position of the company is 
sound , on the other hand low current ratio indicates worse solvency position. 


2. Interest Coverage Ratio (ICR): Earning Before Interest and Taxes/Total Interest. Generally 
high interest coverage ratio indicates long term solvency for the firm. 


3. Debtor Turnover Ratio (DTR): Cost of Goods Sold/ Average Debtors. Debtor turnover 
which measures whether the amount of resources tied up in debtors is reasonable and 
weather the company has been efficient in converting debtors in cash. It is the ratio between 
credit sales and average debtors. A high debtor turnover ratio indicates the efficiency of 
collection department. 


4. Total Asset Turnover Ratio (FATR): Sales/Fixed Asset. The ratio indicates the extent to 
which the investments in total assets contribute towards sales. Higher the total asset 
turnover ratio indicates better utilization of fixed asset. 
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5. Current Asset to Total Asset (CATA): Current Asset/ Total Asset. It is the ratio between 
current assets to total asset. This ratio indicates amount of fund invested in current asset out 
of total fund 


6. Profit After Tax (PAT): Profit After Tax/ Sales. This ratio is a measure of profit earning 
capacity of the organization. It is an important ratio because using this ratio overall 
efficiency of the business can be measured. 


7. Shareholder Fund to Total Asset (SFTA): Shareholders fund/ Total asset. This ratio 
indicates amount of shareholders fund in total asset of the organization. It is a structural 
ratio of the organization. 


8. Debt—Equity Ratio (DE): Total debt/ Shareholders Equity. It also indicates the relationship 
between loan funds and the net worth of the company. A company with high debt capital 
compared to its equity is known as high geared and vice-versa. This ratio is used to know 
the capital structure of the organization. 


Average monthly return (last six years) and selected ratios of 28 companies for the year 2011 has 
been shown in APPENDIX. 


METHODOLOGY 


A priori knowledge of classification of companies is required for developing a prediction model. 
From the earlier study, it has been observed that classification of companies into two groups is done 
by following a definite rule or based on certain parameters. But in this study, initially companies are 
classified by applying hierarchical cluster analysis. By applying cluster analysis, classification of 
companies is done based on average return of companies. For identifying significant variables and 
for model development, stepwise probit model is used in this study. According to Probit Model, the 
probability for the high companies can be defined as 


Pr (y =1| xX )- phage Pa egs + Rin Xn are =? a 


= 9 [By +B, x, + stay +B Sal 


Parameters of this equation are to be estimated from financial information. is to be estimated from 
the sample. The probability value varies from 0 to 1. Thus, for any companies with P>0.50, we may 
classify the companies as high performing. Stepwise procedure is to be adopted for incorporating the 
most significant variables in the model. 


ANALYSIS AND RESEARCH FINDINGS 
This section consists of two parts: cluster analysis, probit model . 
CLUSTER ANALYSIS 


In Table 1, classifications of companies in two groups (high performing companies and low 
performing companies) is done by applying hierarchical cluster analysis. Out of twenty eight 
companies, eighteen companies are classified as high performing companies and ten companies are 
classified as low performing companies on the basis of average monthly return .This classification is 
presented in Table 1. 


Table 1: Classification of Companies by Cluster Analysis on the basis of Average Return 


S1. No. Name of the Company Average Monthly Return Classification of Companies 
1 ISMT Ltd 2.106 High performance 
2 Usha Martin Ltd 2.544 High performance 
3 Zenith Birla (India) Ltd 0.706 Low performance 
4 Welspun Corporation Ltd 2.581 High performance 
2 Vallabh Steels Ltd 0.309 Low performance 
6 Tulsyan NEC Ltd 1.829 High performance 


Table 1 (Contd.)... 
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7 Surya Roshni Ltd 2.688 High performance 
8 Jindal Saw Ltd 1.861 High performance 
9 Kalyani Steels Ltd 2.416 High performance 
10 Mukand Ltd 0.792 Low performance 
11 Mahindra UGINE Steel CO Ltd 0.178 Low performance 
12 Panchmahal Steel Ltd 2.499 High performance 
13 Uttam Galva Steel Ltd 2.703 High performance 
14 Shah Alloys Ltd -1.062 Low performance 
15 Tata Steel Ltd 2.294 High performance 
16 Sunflag Iron & Steel Co Ltd 2.458 High performance 
17 JSW Steel Ltd 3.343 High performance 
18 Steel Authority of India Ltd 2.739 High performance 
19 Bhuwalka Steel Industries Ltd 1.556 High performance 
20 Bhushan Steel Ltd 3.505 High performance 
21 Kanishk Steel Industries Ltd 0.247 Low performance 
22 Steel Co Gujarat Ltd 0.42 Low performance 
23 Steel Exchange India Ltd 3.603 High performance 
24 Rathi Steel & Power Ltd 2.009 High performance 
25 Ratnamani Metal & Tubes Ltd 3.520 High performance 
26 PSL Ltd 0.468 Low performance 
27 National Steel & Agroindustries Ltd 0.835 Low performance 
28 Modern Steels Ltd 0.966 Low performance 
PROBIT ANALYSIS 


Stepwise probit model is applied to develop the prediction model. Dependent variable is binary 
classification and valued 0 and 1. Based on the classification of companies based on cluster analysis, 
1 is allotted for high performing companies and 0 is allotted for low performing companies. Initially, 
the probit analysis is conducted with eight independent variables. First step of probit analysis is 
shown in Table 2. From the table it is depicted that the variable PAT is powerful variable and the 
coefficient is also significant at 5% level. It also reveals that it has maximum Mcfadden R? (0.390). 
Therefore, PAT emerges as most powerful factor for predicting corporate performance. 


Table 2: Stepwise Probit Analysis (Step 1) 


Intercept CR ICR DTR TATR CATA PAT SFTA R2 LR % of 
Correct 
-0.287 0.524 0.019 0.711 64.29 
(0.724) (0.404) (0.399) 
-1.428 0.939 0.355 12.945 71.43 
(.127) (0.103) (.001) 
1.487 -0.023 0.115 4.213 67.86 
(0.020) (0.051) (0.040) 
1.304 -0.698 0.080 2.950 75.00 
(0.036) (0.095) (0.080) 
3.063 -5.244 0.223 8.14 82.14 
(0.010) (0.018) (.004) 
-0.936 0.584 0.390 14.243 71.43 
(0.100) (0.031) (.001) 
-0.775 4.199 0.148 5.385 64.29 
(0.200) (0.039) (0.020) 


Step 2 of probit analysis has been shown in Table 3. In step 2 of probit analysis, PAT is treated as 
first powerful predictor.In this stage, Probit analysis is carried out by taking PAT as first variable 
and by selecting any one of the remaining variables (i.e. CR, ICR, DTR, TATR, CATA, SFTA) 
separately. Then we examine the value of Mcfadden R?’ for finding out the combination that has 
contributed maximum R’. From the table it has been observed that PAT and DTR has contributed 
maximum R’ (0.560).The coefficients of PAT is and DTR are significant at 1% level and 10% level 
respectively. Therefore, PAT and DTR have identified as two powerful variables for the step 3. 
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Table 3: Stepwise Probit Analysis (Step 2) 


Intercept PAT CR ICR DTR TATR CATA SFTA R LR % of 
Correct 
-0.121 0.657 -0.776 0.406 | 14.827 75.00 
(.919) (0.024) (0.450) (.001) 
-1.651 0.434 0.593 0.422 | 15.406 75.00 
(0.118) (0.146) (0.368) (.001) 
1.111 0.866 -0.051 0.560 | 20.436 85.71 
(0.324) (0.055) (0.077) (.001) 
-1.754 0.696 0.400 0.400 | 14.608 67.86 
(0.243) (0.044) (0.550) (.001) 
3.127 0.447 -6.764 0.519 | 18.946 82.14 
(0.142) (0.152) (0.057) (.001) 
-0.585 0.688 -2.206 | 0.401 | 14.613 71.73 
(0.463) (0.037) (0.532) (.001) 


In the next step, Probit analysis is carried out by selecting PAT and DTR as major variable and by 
taking each of the remaining variables (i.e CR, ICR, TATR, CATA, SFTA) separately. This step 
has been presented under Table 4.Based on significance level and value of R* SFTA is selected in 
step 3. From the table it is revealed that if SFTA is added with PAT and DTR in probit analysis 
then Mcfadden R’ value increases from 0.560 to 0.718. The model could accurately 92.86% of 
cases. It means 73.80% of the corporate performance is predicted by this model. 


Table 4: Stepwise Probit Analysis (Step 3) 


Intercept PAT DTR CR ICR TATR CATA SFTA RX % of 
Correct 

5.378 1.529 -0.097 -2.710 0.63 | 23.017 92.86 
(0.094) (0.032) (0.050) | (0.127) 0 (.001) 

0.631 0.730 -0.049 0.329 0.56 | 20.596 85.71 
(0.706) (0.169) (0.093) (0.714) 4 (.001) 

1.279 0.842 -0.052 -0.073 0.56 | 20.441 85.71 
(0.551) (0.90) (0.075) (0.927) 0 (.001) 

8.686 0.930 -0.064 -11.940 0.73 | 26.922 89.29 
(0.064) (0.186) (0.057) (0.091) 8 (.001) 

5.873 2.454 -0.126 -16.946 | 0.71 | 26.188 92.86 
(0.075) (0.036) (0.041) (0.10) 8 (.001) 


Final step of probit analysis has been shown under Table 5 In final step of probit analysis, PAT, 
DTR and SFTA are emerged as important variables. .In this stage, Probit analysis is done by taking 
PAT, DTR and SFTA variables and by selecting any one of the remaining variables (i.e. CR, 
ICR,DTR,TATR,CATA,SFTA) separately, after that, addition of variables is not justifiable 
because it is not enhancing predictive capability of model. Therefore, based on R’ value and 
significance of level of variables, three variables-namely PAT,DTR and SFTA are selected for the 
model. The coefficients of PAT and DTR are significant at 5% level and SFTA is significant at 10% 
level. Value of R’ is 0.718. The model could accurately predict 92.86 cases. 


Table 5: Stepwise Probit Analysis (Final Step) 


Intercept PAT DTR SFTA CR ICR TATR | CATA R % of 
Correct 

5.232 2.915 -0.139 | -25.311 2.069 0.732 26.714 92.86 
(0.174) (0.071) | (0.057) | (0.158) | (0.480) (.001) 

5.255 2.653 -0.156 | -27.859 2.457 0.756 27.576 92.86 
(0.205) (0.163) | (0.135) | (0.210) (0.471) 

6.456 2.348 -0.127 | -16.526 -0.269 0.719 26.257 92.86 
(0.111) (0.04) | (0.041) | (0.094) (0.792) (.001) 

9.509 1.881 -0.097 | -10.711 -9.270 0.775 28.314 92.86 
(0.074) (0.132) | (0.107) | (0.315) (0.262) 
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The probability of success may be modeled as 


Pr (v =11X i: (eo Pisin Pate 


= O[5.873+2.454PAT-0.126DTR-16.946SFTA] 


In Table 6, Z values and probabilities are computed with the help of probit function. Based on 
probability, companies were classified as high performing and low performing companies. In Table 
6, predicted Z values, classification of companies based on cluster and classification of companies 
based on probit analysis has been presented and compared. From the classification table as depicted 
under Table 7, it has been revealed that the model correctly predicted the performance of twenty six 
companies out of twenty eight companies(i,e 92.86%) with the help of the financial indicators of the 


1 1 2 
exp | ——t~ |.dt 
V2 F 2 


year 2011. 
Table 6: Predicted Z Value and Group Membership 
Sl. Name of the Company Cluster Analysis Probit Analysis 
No. Classification of | Predicted Z | Predicted Classification of 
Companies based on Values Probability | Companies Based on 
Cluster Analysis Probit Analysis 
1 | ISMT Ltd High performance 2.29906 0.99 High performance 
2 | Usha Martin Ltd High performance 5.48316 1.00 High performance 
3__| Zenith Birla (India) Ltd Low performance -2.27228 0.01 Low performance 
4 | Welspun Corporation Ltd High performance 7.2483 1.00 High performance 
5 | Vallabh Steels Ltd Low performance -9.16048 0 Low performance 
6 | Tulsyan NEC Ltd High performance -1.04004 0.14 Low performance 
7 | Surya Roshni Ltd High performance 3.51934 0.99 High performance 
8 | Jindal Saw Ltd High performance 10.8918 1.00 High performance 
9 | Kalyani Steels Ltd High performance 1.00538 0.84 High performance 
romance 
10 | Mukand Ltd Low performance -5.36228 0 Low performance 
11_ | Mahindra UGINE Steel Co Ltd Low performance -7.01474 0 Low performance 
12 | Panchmahal Steel LTD High performance 2.4394 0.99 High performance 
13 | Uttam Galva Steel Ltd High performance 1.3924 0.92 High performance 
14 | Shah Alloys Ltd Low performance -35.1969 0 Low performance 
15 | Tata Steel Ltd High performance 49.03456 1 High performance 
16 | Sunflag IRON & Steel Co Ltd High performance 5.65056 1 High performance 
17 | JSW Steel Ltd High performance 17.27128 1 High performance 
18 | Steel Authority of India Ltd High performance 19.36712 1 High performance 
19 | Bhuwalka Steel Industries Ltd High performance 2.04352 0.98 High performance 
20 | Bhushan Steel Ltd High performance 30.7978 1 High performance 
21 | Kanishk Steel Industries Ltd Low performance -0.9858 0.16 Low performance 
22 | Steel Co Gujarat Ltd Low performance -0.0421 0.48 Low performance 
23 | Steel Exchange India Ltd High performance 0.3949 0.65 High performance 
24 | Rathi Steel & Power Ltd High performance 1.38396 0.92 High performance 
25 | Ratnamani Metal & Tubes Ltd. High performance 13.20588 1 High performance 
26 | PSL Ltd Low performance 0.16498 0.55 High performance 
27 | National Steel & Agroindustries Ltd| Low performance 0.01056 0.49 Low performance 
28 | Modern Steels Ltd Low performance -1.55898 0.06 Low performance 


Table 7: Classification 


Classification based on Prediction based on Probit Analysis Total 
Cluster analysis Low Performance High Performance 
Low Performance 9 01 10 
High Performance 01 17 18 
Total 10 18 28 


Overall accuracy percentage 


92.86% 
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CONCLUSION 


From the analysis it becomes crystal clear that corporate performance can be predicted with the 
help of probit analysis with reasonable degree of accuracy. Further, these results may provide 
information to stakeholders of companies. From the study, it has been observed that important 
factors of prediction of corporate performance are Profit After Tax (PAT), Debtor Turnover Ratio 
(DTR), Shareholders Fund to Total Asset(SFTA). Profit After Tax (PAT) is an indicator of 
profitability and Debtor Turnover Ratio (DTR) focuses on efficiency of management regarding 
collection of receivables. Third important factor is Shareholders Fund to Total Asset (SFTA) that 
represents proportion of shareholders fund out of total assets Therefore, the study revealed that 
profitability, efficiency of management and leverage are important determinants of corporate 
financial performance. 
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APPENDIX 

Average monthly returns (last six year) and selected ratios of 28 companies for the year 2011 
INAME RETURN CR ICR IDTR TATR CATA IPAT SFTA IDE 
ISMT 2.106 1.1 2.3 80.4 0.7 (0.4 4.26 0.23 1.95 
IUSHA 2.544 0.8 1.8 32.1 0.6 0.29 3.63 0.31 1 
ZENITH 0.706 1.7 1.6 45.2 (0.9 0.76 2.04 0.44 0.4 
IWELSPUN 2.581 1.8 eal 48 0.9 0.36 5.98 0.37 0.9 
IVALLABH 0.309 1.2 1.3 79.8 1.9 0.72 0.25 0.33 1.1 
TULSYAN 1.829 1 1.5 59 1.8 0.57 1.11 0.13 3.8 
SURYA RO 2.688 1.6 2.2 34.6 1.9 0.44 2.82 0.29 1.7 
JINDAL 1.861 1.6 14.6 89 0.7 0.5 10.62 0.58 0.4 
IKALYANI 2.416 1.8 4.5 59.8 1.8 0.55, 3.78 0.39 0.7 
IMUKUND 0.792 Led, 0.8 106.9 0.9 0.42 1.67 0.11 3.2 
IMUSCU 0.178 0.8 0.7 67.4 1.8 0.56 0.41 0.2 2.1 
IPANCHMAH 2.499 1 4.1 24.5 1.3 0.56 2.69 0.41 0.4 
JUTTAM 2.703 1 1.7 38.6 1.1 0.45 1.33 0.17 2.2 
SHAH ALL +1.062 0.8 -1.1 43.8 0.8 0.33 -15.73 0.18 (0 
TATA ST 2.294 0.7 6.8 D.1 0.4 0.07 21.51 0.53 0.6 
SUNFLAG 2.458 1.8 0.9 28.6 1.6 (0.5 4.14 0.4 3.4 
JSW 3.343 0.7 4.4 10.4 0.7 0.17 8.01 0.41 0.7 
SAIL 2.739 1.6 16.5 30.9 0.7 0.47 10.4 0.48 0.5 
IBHULWAL 1.556 1 1.3 26.7 2.2 0.62 0.57 0.11 5.9 
IBHUSHAN 3.505 2.1 9.5 29.7 0.4 0.18 13.27 0.23 2.81 
IKANISHK 0.247 1.5 1.9 30.8 1.9 0.6 0.72 0.28 0.9 
STEEL CO 0.42 0.8 1:2 43.8 2.3 0.51 0.46 0.09 (0 
STEE EXC 3.603 1.1 1.8 40.2 1.7 0.56 1.42 0.23 Toh, 
IRATHI 2.009 1.3 1.3 30.3 1.4 0.43 1.66 0.28 2 
IRATNAMON 3.52 1.6 12 68.8 0.9 0.57 9.49 0.43 0.6 
IPSL 0.468 0.8 1.6 74.3 0.7 0.62 2.87 0.2 2 
INATIONAL 0.835 1.3 1.5 40.7 2.5 0.81 1.22 0.22 1.9 
IMODERN 0.966 1.2 2 63.2 2 0.69 2.15 0.28 1.8 
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Maintaining a minimum level of Capital Adequacy has been the most important pillar for the Basel 
II. It had gained its importance since implementation of Basel I in 1988. The main reason for 
implementation of Basel Accord was to establish an improved credit-risk management policy for the 
banks. Reserve Bank of India (RBJ) initiated the adoption of such regulation as a tool for managing 
high quantum of non-performing assets (NPA) among the domestic banks in India. Indian banks 
accumulated huge NPA, which became a noticeable figure after 1992 wave of liberalisation, 
privatisation and globalisation. Since then RBI has taken up policies for controlling NPA in the 
sector. One of such efforts meant for internationalisation and managing the credit-risk has been 
adopting Basel regulation. 


The following paper endeavours to study a relationship between the mandatory Capital 
Adequacy Ratio (CAR) as per Basel II and its effect on the magnitude of NPA. The paper also 
includes a primary survey based on the views and opinions of the higher level management in 
several nationalised banks in India involved on the risk-management and debt-recovery department. 


The first section of the paper deals with the problem of growing NPA in the Indian banks. The 
second section deals with the importance of CAR as a primary pillar of Basel II. It also considers the 
important factors that it includes for calculating such CAR. The third section deals with the 
analysis, incorporating the relationship between CAR and NPA. It also analyses how an improved 
credit-risk management controls the growth of NPA. The final section establishes impact of CAR on 
the growth of NPA and the possible measures that may be adopted for restricting the growth of 
NPA in the domestic banks. 


INDIAN BANKING AND NPA 


Post-nationalisation era in the Indian Banking Industry, focussed mainly on attaining the objectives 
as proposed in the Five-year plans time to time. The Banking industrial growth rested on three main 
pillars: 


e Branch expansion. 
e Deposit mobilization. 


e Loan maximisation (especially to the priority sectors and other areas that were deemed 
important). 


24 / Research and Sustainable Business 


These objectives were however achieved, but in doing so, the banks disbursed loans either at 
subsidised interest rates or without keeping any collateral securities. Indian Public sector banks were 
mainly focussing towards social development through priority sector lending and rural 
development. However, in doing so, proper monitoring of these loans took a back seat in this era of 
“mass banking”. This unfortunately led to the accumulation of NPAs, which eventually rose to a 
notable figure in 1990s. 


Public Sector Banks FY 2006 FY 2007 FY 2008 FY 2009 FY 2010 FY2011 
Gross NPA (%) 3.6 2.7 2.2 2.0 2.2 2.3 
Net NPA (%) 1.3 1.1 1.0 0.9 1.1 1.1 
Net NPA/Net Worth (%) 13.1 12.1 11.2 11.4 13.5 13.4 

Private Sector Banks FY 2006 FY 2007 FY 2008 FY 2009 FY 2010 FY2011 
Gross NPA (%) 2.1 2.1 2.4 2.9 2.7 2:3 
Net NPA (%) 0.9 0.9 1.1 1.3 1.0 0.6 
Net NPA/Net Worth (%) 6.3 7.8 6.1 765: 2.3 3.2 
Compiled from Annual Reports of Banks, RBI, ICRA Research 
Figure I, NPA Ratio (2006-2011) for Public Sector and Private Banks in India 


NPA issue in the financial sector has been the cause of concern for all economies and India is 
not an exception to it. Reduction in NPA has become synonymous with the functional efficiency of 
financial intermediaries. Although the value of NPA is reflected in the Balance Sheet and affects the 
financial position of the organisation, yet it has huge macroeconomic impact. If these assets are not 
recovered on time, the values will decline with the efflux of time and gradually the banks could only 
recover a negligible value. This in the long-run will affect the financial sector growth. 


CAPITAL ADEQUACY AS AN IMPORTANT PILLAR OF BASEL II 


During 1965 to 1981 there were about eight bank failures in the United States. In order to prevent such 
bank failures, the Basel Committee on Banking Supervision (BCBS), comprised of central banks and 
supervisory authorities of 10 countries, introduced Basel I Accord on 1988. BCBS in December 2001, 
introduced an improved version, called the Basel Accord II, which was expected to be implemented 
by 2006. The feature of Basel IJ had been an improved version in risk management and 
recommendation of minimum capital requirement for banks. Basel II is based on three main pillars. 


PILLAR I-MINIMUM CAPITAL REQUIREMENT 


Basel II emphasized on credit risks along with market and operational risks. This accord proposed 
two alternative approaches for credit risks namely Standardized Approach and Internal Ratings 
Based (IRB) approach. 


The first pillar establishes a way to quantify the minimum capital requirements. Basel II favours 
an intact minimal capital ratio of 8%. The main objective of Pillar I is to introduce greater risk 
sensitivity in the design of CAR and, therefore, more flexibility in the computation of banks' 
individual risk. 


CAR signifies the amount of regulatory capital to be maintained by a bank to account for 
various risks inherent in the banking system. 


The CAR is measured as; 


Total Regulatory Capital (unchanged) 
Credit Risk + Market Risk + Operational Risk 
= Bank's Capital (minimum 8%) 


Regulatory capital is defined as the minimum capital that the banks are required to hold by the 
regulator, i.e. "The amount of capital a bank must have". It is the summation of Tier I and 
Tier II capital (3). 
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PILLAR II: SUPERVISORY REVIEW PROCESS 


Pillar II aimed at improving supervisory review process and stressed on supervisory review as a 
critical complement to capital requirement and market discipline. It also emphasized that 
supervisors need to take a comprehensive view on how banks handle their risk management and 
internal capital allocation process. 


PILLAR IIT: MARKET DISCIPLINE 


The third pillar related to market discipline or public disclosures. The potential of market discipline 
to reinforce capital regulation was dependent on the disclosure of reliable and timely information in 
order to make well-founded risk assessments. Pillar III complemented the other two pillars. The 
accord encouraged market discipline by developing a set of disclosure requirements. 


RELATIONSHIP BETWEEN CAR AND NPA: A STUDY 


As an effort to improve the risk-management policy in the banking system, the Reserve Bank of 
India (RBI) initiated the implementation of Basel Accord time to time. The first pillar of Basel II, 
i.e., improvement in the CAR has been a difficult task, for the Indian Banks. One of the various 
reasons behind it has been the accumulation of high NPA. The influence of CAR on NPA for the 
Indian Banks has been established with the help of the following exhibit projecting the correlation 
between CAR and NPA for the previous two years: 


Bank Name 2011-12 2011-12 2012-13 2012-13 

State Bank of India & its Associates CAR NPA CAR NPA 
State Bank of India 11.98 3.5 13.86 49 
State Bank of Bikaner & Jaipur 11.68 2 13.76 3.3 
State Bank of Hyderabad 14.25 1.8 13.56 2.56 
State Bank of Mysore 13.76 2.5 12.55 3.7 
State Bank of Patiala 13.41 2.6 12.3 2.94 
State Bank of Travancore 12.54 1.8 13.55 2.66 
Allahabad Bank 12.96 1.8 12.83 1.91 
Andhra Bank 14.38 1.38 13.18 2.12 
Bank of Baroda 14.52 1.62 14.67 1.89 
Bank of India 12.17 2.64 11.95 2.91 
Bank of Maharashtra 13.35 2.47 12.43 2.28 
Canara Bank 15.38 1.47 13.76 1.75 
Central Bank of India 11.64 1.82 12.4 4.83 
Corporation Bank 14.11 0.91 13 1.26 
Dena Bank 13.41 1.86 11.51 1.67 
Indian Bank 13.56 0.99 13.47 1.94 
Indian Overseas Bank 14.55 2.71 13.32 2.79 
Oriental Bank of Commerce 14.23 1.98 12.69 3.17 
Punjab & Sind Bank 12.94 0.99 13.26 1.65 
Punjab National Bank 12.42 1.79 12.63 3.15 
Syndicate Bank 13.04 2.65 12.24 2.75 
Union Bank of India 12.95 2.37 12.35 3.73 
United Bank of India 13.05 2.51 11.85 3.16 
UCO Bank 13.71 3.31 12.69 3.41 
Vijaya Bank 13.88 2.56 13.06 2.93 
IDBI Bank Ltd. 13.64 1.79 14.58 2.57 
Correlation: 2011-12 =-0.24325; 2012-13 =-0.14892 

Compiled from RBI Reports 

Exhibit II, Correlation between CAR and NPA (2011-12, 2012-13) 


Observing the last two years (2011-12, 2012-13) trends, there is a negative correlation between 
the CAR and NPA ratio, i.e., an increased CAR helps in reducing the possibility of a growing NPA. 
The following graph focuses the NPA trend for the last two years: 
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Fig. 1 


Compiled from RBI Reports 
Exhibit III, Bank-wise NPA (2011-12, 2012-13) 


The above diagram clearly represents that there has been a growth in NPA for the banks during 
2012-13, compared to 2011-12. A comparison with the diagram representing CAR establishes the 


trend of increase or decrease with respect to the last two years: 


™@ Bank Name 2011-12 CAR 
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Comparing both the above diagram, it can be observed that the CAR in majority of the banks has 
been lower in 2012-13 compared to 2011-12. Though it has been true for most of the banks that 
increase in CAR leads to the decrease in NPA, but in some cases this relationship could not be 
identified. Due to some inconsistencies appearing through the above diagrams, a field work was 
conducted by visiting the risk management and recovery management of some of the 
nationalised banks. 


However, banks have portrayed a different picture relating to the growth in NPA. They find 
themselves prudent enough to control the growth in NPA. A survey made on the selective 
nationalised banks suggested that several banks have adopted innovative policies for controlling the 
NPA growth. Credit—-risk on the other hand can be defined as the risk arising out of issuing credit by 
the banks, and such risk is the risk of an account turning NPA. The banks have been monitoring the 
NPA growth by rather setting up a different approach. Some of the noticeable approaches made my 
few banks are as follows: 


DENA BANK 


One of the most profitable nationalised bank exercises a different approach towards controlling 
NPA, by tracking and monitoring those accounts which has not become NPA, but tending towards 
becoming NPA. An interaction with the recovery department and risk management department 
gives a clear idea that the bankers agree that RBI has significantly controlled NPA growth by 
maintaining a mandatory CAR as per Basel II regulation. But, it is the bank, which had been 
prudent enough in monitoring the accounts on regular basis. The chairman monitors top 30 
accounts. The next 30 accounts are monitored by executive directors. The Chief Managing Director 
is assisted by two Executive Directors. Every General Managers monitors top 170 accounts. Hence 
there is a constant vigilance by the top management, which has reduced the growth in NPA to a 
huge extent. It proves that though they are agreeing on the RBI’s guidelines on increasing the CAR 
in order to reduce NPAs, but in practise, they have been concentrating on their individual loan 
recovery strategy, rather than focussing on the RBI policy. 


BANK OF INDIA (BOD) 


A survey conducted on the recovery department of the BOI makes it clear that the bank points out 
the legal system for such high growth in NPA. On the issue being raised relating to the increase in 
CAR as an important tool for controlling NPA, the interesting point that was being raised that NPA 
could be controlled by proper implementation of the SARFAESI Act (4). The Act has been 
concentrating on the recovery of the bad loans by taking legal possession of the property being 
mortgaged. However, the court in many an occasion gives stay order to such possession and the 
borrowers are benefited for which the bank has to face the consequences. Such decision often comes 
out after a period of 2 to 3 years, which could have been resolved within a period of 6 months. In 
many occasions, the asset value gets exhausted till the order comes out of the court and if it is even 
in favour of the bank, the banks get a very meagre amount selling such assets. The bank it is more 
important for resolving the pending legal cases, rather than increasing the CAR as a policy for 
reducing NPA. 


STATE BANK OF INDIA (SBI) 


According to the information furnished by the Basel II implementation department, NPA can be 
primarily reduced through improved valuation of the collateral securities. Improved CAR and 
greater regulatory stringency can be an important tool for controlling the NPA in the banks. 
However, if we refer to the exhibit II and exhibit III (for SBI), even though there has been a growth 
in CAR in 2012-13, still there has been the growth in NPA. 


CONCLUSION 


From the above discussions, it is evident that though the figures suggest that increase or decrease in 
CAR has an impact on the NPA, bankers think it rather differently. Though most of them, agreed 
on the impact of CAR on NPA, they have put forward their effectiveness of tackling NPA as an 
important aspect of controlling NPA, rather than the imposition of the mandatory norms of Basel 
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committee. Basel has come out as an important tool for credit-risk management policy, which is 
acceptable globally. RBI accepted it and tried to implement it for the Indian banks. But, whether the 
Indian banks are in a position to accept such international standard remained a matter to be judged. 
Banks faced huge difficulty in accepting and implementing Basel IJ, owing to high NPA 
accumulation, smaller in size compared to the multinationals, types of customer base (which 
includes mostly individuals and less number of corporate clients) and lending according to 
government mandate quotas. Such government directives in many occasion has made the credit risk 
profile for the banks more vulnerable. The survey conducted also revealed that the banks are piling 
up NPAs mostly due to the following reasons: 


1. Government projects: For example, procurement of land becomes an important factor 
before inception of the infrastructural project. But these permissions are usually taken after 
the project has been started. A road passing through the forest requires the forest 
department’s permission before construction. If the forest department refrains from giving 
such permission, the entire amount spend will be futile and the banks from where funding 
has been made looses a huge amount. 


2. Sometimes the corporate make wilful default and stops repaying the loan, leading to high 
accumulation on NPA. Though the numbers of such corporate are few, but their quantum 
of loan is higher, leading to accumulation of high NPA. 


3. Collateral coverage needs to be improved as in many occasions as they are insufficient to 
recover the amount of loan once the client defaults. 


4. Default in the priority sector: Though the farmers are willing to pay, but in many occasion, 
the unfavourable macro-economic factors leads to non-payment, which again give rise to 
NPA accumulation. 


Therefore, it may be concluded that though increasing CAR may be regarded as an important 
factor for controlling NPA, but its practical implication is minimum, owing to the banks 
implementing their own strategy for managing NPA. So, CAR can act only as one among the many 
weapons of controlling NPA. Though CAR has an influence in controlling NPA, but its practical 
acceptability in India is minimum. 


The global banking sector is heading towards implementation of Basel III. Basel III is just a 
extended version of Basel II, as it shows more stringency in maintaining CAR. Hence, the format in 
which Basel III needs to be accepted by the Indian Banking Industry should be a matter to be looked 
into. It could only be achieved by RBI if further steps are taken by RBI so as to make the Basel 
norms more compatible towards the Indian Banking System. 


END NOTES 


1. Basel I is the round of deliberations by central bankers from around the world, and in 1988, 
the Basel Committee on Banking Supervision (BCBS) in Basel, Switzerland, published a set 
of minimum capital requirements for banks. This is also known as the 1988 Basel Accord, 
and was enforced by law in the Group of Ten (G-10) countries in 1992. Basel I focused 
mainly on the credit risk by creating a bank asset classification system. 


2. In June 2004, the Basel Committee issued the final version of the New Basel Accord (Basel 
II), a framework for risk management with three pillars: capital adequacy, supervisory review 
and market disclosure. 


3. Bank’s capital structure consists of Tier 1 and Tier 2 capital. The major components of Tier 1 
capital is equity share capital, equity share premium, and statutory reserves, general Reserves, 
special reserve and capital reserves (other than revaluation reserves). Tier 2 capitals consist of 
subordinated debt, revaluation reserves, provision for standard assets, special reserve (Swap) 
and investment reserve. Bank has not issued any Upper Tier 2 bonds or perpetual debt or 
other innovative instruments. 
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In 2002, the Government of India enacted SARFAESI Act. The Act was promulgated after 
many deliberations on management of NPAs in the financial sector. Though the primary 
objective was to speed up the process of managing NPA, it went a step further on developing 
securitisation market in India. 
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Abstract—This paper involves experiences of different countries regarding devaluation of currency. The currency crisis of 
1990 is a big example of government controlled exchange rate. Currency crisis have large cost and measureable effect on an 
economy but its predictions of magnitude and timings becomes possible only after the analysis of macroeconomic factors and 
government policies. The basic theme of the paper is to analyse (i) Required monetary policy changes, (ii) Inflationary 
changes, (iti) Current account deficit, (iv) Foreign direct Investment, (v) Interest rate, (vi) GDP, (vii) Economic growth. In 
this paper we will involve earlier researches and compare them with our analysis and draw conclusions through 
comparison. This paper also analyse current crisis of Indian rupee devaluation its implications and improvements. 
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INTRODUCTION 


Devaluation is the condition in which currency value of a country drop in relation with other 
currencies. This is the condition in which we have to pay more for import (expensive) and less for 
export (cheaper). Biggest devaluation till now was occurred in 1930 which was the time when about 
eight leading countries of the world devalued their currencies up to 40% due to depression, 
including the United States, Japan, Australia, France, and Italy. 


Despite of new researches still the theory of devaluation has the classical touch of the article 
given by Alexander (1952). Initial effect of devaluation creates excess demand for domestic 
production by making foreign goods expensive than domestic goods. However, few economist given 
their views that devaluation often reduces employment and output as given by Hirschman and 
cooper. In this paper we are going to analyse the current year devaluation of Indian rupee in the mid 
of 2013, which is different from the condition of 1991. Even though exports of the India grew in 
1980s, but imports and interest payments grew faster resulting in consistent deficit in current 
Account. By 1985 India had started having balance of payment problems which results serious 
economic crisis. In 1990 India faced the situation of currency overvaluation. An overvalued 
exchange rate is the condition in which countries export becomes relatively expensive and import 
becomes cheaper. This created the condition that India is not able to finance import anymore. Due 
to pressure of deficits and increasing inflation India had to devaluate its currency till 1991. Foreign 
reserves in the country nearly depleted which further promotes the depreciation of rupee by reserve 
bank of India. This is the time when Indian government found itself in a very serious situation, and 
formed the situation of government control exchange rate (devaluation of currency in 1991). Indian 
government devalued the rupee by 19.5%. At the same time, when India was facing such situation 
Europe, Mexico, and South Asian countries were not even having different situations. Europe, 
Mexico, and South Asian countries have drawn attention to government controlled exchange rates. 
Japan & Switzerland (2011) have moreover witnessed an overvaluation in their currency. This 
appreciation occurs as investors were nervous in finding protected investments in a period of 
economic ambiguity. 


To improve our knowledge in these fields, researchers adopted recent speculative and empirical 
researches. By this paper, we present several viewpoints resting on currency devaluation and relay 
these to the prior study in this region. Currency devaluation has consequences on various 
macroeconomic factors whose effect is measurable only after their analysis. We had collected data 
regarding different macroeconomic factors and analyse their fluctuations and their impact on the 
economy (Paul Krugtan And Lance Taylor, 1976). 


In our paper, we empirically study the casual link among macroeconomic factor and currency 
devaluation (Ramkishen S. Rajan, 2001). We are going to analyse how devaluation of currency 
influence Required monetary policy changes, Inflationary changes, Current account deficit, foreign 
direct Investment, Interest rate, GDP, Economic growth. 
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We are also going to involve current devaluation of rupee in 2013 which arises different 
conditions compare to the currency crisis of 1990. Both are different in the point of view that 1991 is 
the scenario of overvaluation of rupee, devaluation is later on done by government which is to 
promote export for foreign reserves. Devaluation increases the demand of domestic products 
(import competing industries) and raises windfall of profit in export. 


EXPERIENCES OF DIFFERENT COUNTRIES 
REGARDING DEVALUATION OF CURRENCY 


Almost every country of the world devaluated their currency at one time or another for different 
reasons. Devaluations were done by different countries for achieving some economic objectives. 
There are various motives to devaluate their currency that may be to stimulate export of goods, to 
restrict import claim for goods and services, and to help in encouraging balance of 
payment conditions. 


Yugoslavia hyper-inflation 1992-94 was historically unique. Inflation rate reached at 313 
million percent in January 1994. The most terrible inflation of 1993 had required its central bank to 
issue the maximum denomination notes of 50,000,000,000 Dinar. 


On 30 September 1977, Sao Tome and Principe Island nations situated in Africa (the Gulf of 
Guinea) whose currency entitled “Dobra” is issued different denomination of notes with changing 
years. The continuous inflation deemed the new denomination necessary, which results 
introduction of 100,000 Dobra note in December 2008. 


In June 1998, Indonesia currency Rupiah reached at 16,800 Rupiah per Dollar after financial 
crisis (1997-98) which abridged the Rupiah's worth over 80% in few months which had been 
comparatively stable in earlier years. During 1999, about US$12.500 million notes of 100,000 
Rupiah note were printed. 


In 2001, Guineens bank 10,000 Franc note be valued at around $2.33 in Guinea. This is the 
result of significant slowdown in fiscal activity, through real GDP growth approximate at 0.2 
percent, as the outcome of a sizable failure of foreign financing program. 


At time, Americans (2008-09) worry about 4% increases in rate of inflation. Zimbabwe broken 
the shocking rate of 100000 percent spot inflation and country issued the note of one billion-dollar. 
This hyper-inflation in Zimbabwe begins soon after the ruin of productive capability in civil battle. 


South Africa currency Rand value decreased up to ZAR10.059585/USD in August 2013. The 
reason behind the devaluation of Rand is overvaluation of currency which decreases 
foreign reserves. 


Brazilian Real was overvalued from a long time. Again, increase demand for Brazilian bonds 
drive demand for the currency higher and therefore, lead to appreciation of Real. United states 
government also slowdown quantitative easing (QE). The exchange rate of Brazilian Real to US 
dollar was BRL2.338976 /USD in August 2013. 


South Africa Rand and Brazilian Real touched four year low against US Dollar. Except Chinese 
Yuan and Bangladesh Taka, most of the Asian countries faced devaluation at the start of 2013. 


EARLIER RESEARCHES ON CURRENCY CRISIS 


In the history of international finance different theoretical models are present to analyze exchange 
rate determination and behaviour. Many researchers used three generation models to explain 
currency crisis. The first generation model, is motivated by reducing value of gold, a key supposed 
anchor earlier than the floating exchange rates of 1970s, was frequently applicable to currency 
devaluation in Latin America and other countries given by Claessens. These models are permitted 
by Krugman and Flood and Garber and therefore also known as KFG _ model 
(Maurice Obstfeld, 1994). 
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The second generation model explains the significance of multiple equilibria. This model 
explains that doubt concerning whether a government want to continue its exchange rate peg could 
show the way to multiple equilibria and currency crisis (Maurice Obstfeld, 1994). First generation 
model interpret into a crisis, while changes in policies in reaction to a potential attack yet if these 
policies are well-suited with macroeconomic essentials can direct to an attack and triggers crisis. 


The third generation crisis model explains how fast deterioration of balance sheets Linked 
among instability in Asset pricing, including exchange rates, can lead to currency crises. These 
models are largely influenced by Asian crises of 1990s (Linda Kamas, 1992). Prior currency 
calamity of 1990 Asian countries macroeconomic instability was very little, current account deficits 
was manageable, fiscal position was surplus but problem was associated with corporate and 
financial sector were huge. Blanco and Garber (1986), applied KFG model to Mexican devaluation 
of 1981-82 and proved crisis probability to put together up to peaks just ahead of the devaluation 
(Robert Flood & Nancy Marion, 1998). 


INDIAN RUPEE DEVALUATION IN MIDDLE 2013 


Indian rupee touched very low in a decade at 63.796821 against dollar on September, 2013. In 
January 2013 Indian Rupee losses more than 20% of its value which is key falls amongst Asian 
currencies. Indian rupee worsens more than other Asian countries due to twin deficits, current 
account deficit and fiscal deficit. From more than a few months India export relatively decreases 
due to fewer claims from the economies like U.S. Despite of the fact that import of crude oil and 
gold has pressed trade and widen current account deficit. 


EXCHANGE RATE FOR 2013 


Fig. 1: Exchange Rate for 2013 


The drop into Indian Rupee taking place in May 2013 after the US Federation reserve 
Chairman specify means of the US central bank can possibly begin with narrowing its quantitative 
easing plan soon during current year it was probably revival of the economy like U.S. Analysing 
situation, foreign investors were withdrawing their money from India to expend them again in US, 
which results in dollars paucity. All rising market currencies are having similar capital fight as India. 
The expenditure of the execution of food security bill has been lay at approximately Rs 130000 
crores per annum (P. B. Rana, 1981). 


There were worries that bill may badly influence government’s capability to restraint fiscal 
deficit at 4.8 percent of GDP this year. Worst situation of rupee in 2013 relative to other years is 
shown by graph below. 
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MACRO ECONOMIC FACTORS AND THEIR RELATION 
WITH CURRENCY DEVALUATION 


At the time of decreasing value of currencies and low foreign reserves it is important to restore 
confidence in the currency. As Fisher (1998) argues, the lessons of the "tequila crisis" as well as of 
those in Brazil, Hong Kong and the Czech Republic show that a timely and forceful tightening of 
monetary policy with other supporting measures can successfully fend off speculative attacks. By 
making interest rate high, it act as an incentive for increased holdings of home currency 
denominated assets, thereby decreases speculative pressures. Crockett underlines the importance of 
expectations in limiting currency depreciation by tightening interest rates. He claims that only 
substantial increases in interest rates can support the currency under attack. Moderate increase in 
interest rate makes investors to expect further upward movement, and delay moving into assets 
denominated in domestic currency until the interest rate reached a subjective peak value. Despite of 
interest rate changes, it is important to maintain the confidence in currency and stability for 
handling extreme situations of currency crisis. Therefore, monetary policy should be tightened. 


Infation Rate in % from 2004 to 2013 


Fig. 3: Inflation Rate % from 2004 to 2013 (Planning Commission GOT) 
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Devaluation is likely to contribute to inflationary pressures because of expensive import and rising 
demand for exports. If the economy is close to full capacity then higher Aggregate demand may 
cause demand pull inflation. Secondly, if there is devaluation in that case there will be rise in the 
price goods imported and customers will definitely face rise in the price of various imported produce 
goods. Imports of raw materials can increase expenses of business. Hence, that will turn into cost 
push inflation. Thirdly, if due to devaluation exports become less competitive then firms are not in 
condition to make much effort, there is less incentive for firms to tackle costs therefore, long run 
costs will increases causes raised inflation (Steven B. Kamin & John H. Rogers, 1997), (Edwards S., 
1985). Graph below represents inflationary pressure of India which again rises from 2010 to 2013. 


Current Account Deficit 


Fig. 4: Current Account Deficit from 2003 to 2013 (Planning Commission GOT) 


If import of a country increases and export decrease results decrease in foreign reserves and 
leads current account deficit. To handle such a situation government of different countries devaluate 
their currencies to boost export. Which is clear from the graph below: in 2012 current account 
deficit is higher whose results are faced by 2013 


Froot and Stein (1991) explained that intensity of exchange rate manipulate FDI. This is f the 
reason that devaluation of the host currency beside the home currency increases the comparative 
prosperity of foreigners therefore, increases attractiveness of the host country for FDI as firms are 
capable to obtain assets in the host country relatively cheaper than in domestic country. 
Liberalization of FDI rules will help to attract foreign investment into the country, which is badly 
needed at a time when rupee became worst performing Asia currency. 


Mundell-Fleming model explained, rise in interest rate is required to stabilize exchange rate 
devaluation and to limit inflationary stress. But during Asian currency failure crash of high interest 
rates strategy to stabilize the exchange rate at its advantageous level during 1997-98 has questioned 
the reliability of high interest rates to preserve the exchange rate (J. Jonstone, 1972). By identifying 
a set of policies and conditions under which raising interest rates successfully defend the value of 
rupee, but the costs of doing so may leads to output loss, financial system fragility, decline in 
investment, etc may outweigh benefits of appreciated exchange rate. 


When a currency devaluates beside key foreign currencies, one usually expect to observe exports 
increase, as domestic product turned cheaper overseas. Currency devaluation can be normal on the 
way to guide an upgrading competiveness in export, an upgrading in net exports, and resultant 
enhance in GDP. In case of real GDP, it is probable for domestic manufacture to substitute for 
imports; Currency devaluation will increase domestic based production as domestically produced 
goods can substitute imported goods (Magda E. Kandil & Ida Aghdas Mirzaie, 2003). This will 
guide to boost real GDP and a refuse in real imports. Real GDP growth rate of India for ten years is 
shown below. This was least in 2011-12. 
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Fig. 4: India’s Real GDP Growth Rates from 2003 to 2013 


If currency of India losses its value, an increase in demand for domestic exports noticed as 
export become cheaper. This will assist to enhance aggregate demand and recover the rate of 
economic growth (Barry Eichengreen, 2013). 


CONCLUSION 


In this paper our main purpose is to analyze currency devaluation impact on the economy. We 
examine the events that show way to a currency crisis. Various macroeconomic factors are analyzed 
to conclude result of devaluation and also the impact of devaluation on them. We analyzed that 
economic conditions of different countries force the government of that country to take necessary 
step to tackle with adverse economic conditions. We can’t say that devaluation is always negative 
sometimes it becomes positive to depress negative economic conditions. We have an example of 
1991 when devaluation was the step taken by reserve bank of India to overcome overvalued 
currency. In 2013 is a different condition where reduction in quantitative easing by Federal Reserve 
System of US results devaluation. 


However, government of India has open up sectors in favour of foreign direct investment but it 
takes long time to provide results. Apart opening up sectors for FDI opportunity, government has 
also improved import taxes for gold in September 2013 (10 to 15 percent excise duty on gold) and 
silver (to 10 percent which is third such increase in eight months) in an effort to taper down import 
and current account deficit. 


Through our research we also analyzed that macro economic factors not only influence 
devaluation of currency but also influenced by devaluation of currency. 
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Abstract—Present power scenario in India reveals that most of the state utility’s crippling debts coupled with substantial 
system losses pose a challenging problem which need be tackled efficiently. How to maintain long term sustainable 
development keeping in view delivery of adequate quality services to the consumers while maintaining financial viability is 
a major issue in power sector. The objective of this paper is to develop sustainable management Practices to minimize losses 
quantitatively and qualitatively in the entire system for achieving long-term growth and financial viability of the electricity 
utilities. Sustainability indicators, specific to different criteria-economic, social and external have been formulated in two 
dimensions-losses and financial viability—to assess effects on sustainable development. The methodology first of all analyzes 
losses in the system due to operational, infrastructure, technology deficiency and distribution related issues. Then tests the 
hypothesis statistically on the assumption that linking optimization of financial viability and loss minimization are possible 
by correlating variables-load growth, capacity addition rate, dispatch cost, coal rate, availability factor, consumer specific 
revenue intensity and human development index.. The paper assessed impact of different driving parameters on 
sustainability indicators and evaluate challenging upcoming problems that may occur due to uncertaininities and risk 
during long term sustainable development programme.The interpretation of various result is that loss minimization for 
optimization of financial viability of the utility is possible by ascertaining different sustainability indicator’s relative 
dependence that are driving input to develop management strategies. The strategies developed based on the findings have 
been applied to evolve sustainable management practices that integrate functions in the sub systems to achieve the objective. 


Keywords: Economic Development, Sustainability Energy, Management, Uncertainties 


INTRODUCTION 


Power sector in India incorporate most of the utilities under management of public sector while 
private sector is now emerging as major player in power system, mostly in generation and 
distribution sector. Independent power producer in industrial sector has improved capacity of 
generation at present capacity of 43300MW thus relieving utilities to meet a portion of demand in 
industrial sector that should have reflection in the balancing supply and demand in the system. But 
present power scenario present shortage of both energy and peaking demand in the northern, 
southern and western zone while eastern zone is somewhat of less power demanding system. In 
addition to these shortages of power supply, there is growing problem of financial crisis because of 
crippling debt that is escalating year after year in most of the utilities managed by public sector. The 
growth of demand drive the utility management to purchase power from grid at higher price due to 
contractual bindings while revenue realization from domestic, agricultural and industrial consumers 
is endangered by unauthorized consumption, billing deficiencies and metering problems. 
Transmission and distribution losses are beyond the allowable limit in most of the states even after 
implementation of cent percent target of work under APDRP scheme. The paper attempts to unfold 
the causes of losses in the entire generation, transmission, and distribution system by analysis of the 
driving inputs expressed in terms of indicators. The discussion revolves around the operation 
characteristics of whole system to identify ‘loss prone activities’, its causes, correlating driving 
variables and integrating the losses to assess impact of losses on financial health of utilities. Actually 
the study is distinctly different from other studies in this field which are focused on T&D losses 
only. The conversion of fossil fuel to electricity generation constitutes loss of 30% of energy due to 
quality of coal. Further losses of actual energy content of fuel in mechanical to electricity 
transformation process reduce the output due to available turbine efficiency. In ibis discussion losses 
has been evaluated both qualititively and quantitively, starting from natural resource input to output 
in distributing the electricity to end users that identified independent and dependent variables in 
generation, transmission and distribution as well as their interrelation and inter dependence on the 
financial status of the utilities. The main goal of the management of power system will be to 
monitor rate of consumption and rate of. replenishment by resource management technique for 
harnessing natural resource as sustainable as possible Together with adopting strategies for efficient 
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operation in the system thus improving skill, efficiency of human resources and diffusion of advance 
technology in the system. Therefore, this paper analyzes the system performance focusing on 
evaluating losses that are to be eliminated by management strategies. The discussion begin with a 
review on losses and financial status of the system, in section 2 followed by the information on data 
collection in section 2. Methodology of evaluating interrelation between indicator and their 
interdependence has been narrated in section 4, Section 5 incorporate discussion of the model 
finally concluded with recommendation in section 6. 


OBJECTIVES 


The objective of this paper is to develop sustainable management Practices to minimize losses 
quantitatively and qualitatively in the entire system for achieving long-term growth and financial 
viability of the electricity utilities. 


LOSSES AND FINANCIAL STATUS IN THE SYSTEM 


Financial data in the report of High level panel on financial performance of Distribution utilities 
under planning (Planning commission, 2011-12) reported 


Losses in the distribution utilities (after subsidy) during last five years touched Rs 82000. 
Crores.Financial viability of power system is judged by the credit rating agencies based on its 
performance. According to report of CRISII-the rating agency, there is increased DISCOM debt as 
on March 31, 2011(5). Most of the Utilities are debt ridden which are dependent on import of power 
to meet demand in their system(Crisil, 2011), thus increased cost of power purchase has impact on 
increasing debt due to deficiency in revenue management system that in turn associated with 
increasing losses with lower efficiency in distribution system. The high order of expenditure and 
skewed tariff structure is responsible for low level of financial performance of the utilities. There is 
severe impact on power purchase payment if Transmission and distribution losses is aggravated by 
poor collection efficiency.(Asian Development Bank ) Ultimately, this development attract negative 
rating by credit rating agencies that influences the utilities creditability to borrow from financial 
institutions Aggregate losses (without accounting for subsidy for all the utilities in terms of financial 
losses increased by 19.98% in 2011-12 compared to 15.62% in 2010-11.Another reason of losses is 
attributed to contractual agreement of purchasing power from other generating units though they 
have capacities to meet demand out of its state’s plants. Growth of industrial sector of WB has 
declined to 12.45% in 2011-12 over growth of 14.16% in previous year. Therfore; system has to back 
down some units for low demand. Similarly, management of Punjab state electricity Board kept 
closed the state own power plant in order to purchase power according to purchase agreement from 
other constituent units though the cost of power generation is lower than power purchase. Therefore 
financial losses incurred on account of the idle units. The relevant data on quantification of losses 
during 2011-12 in power sector has been stated in Table 1. It is seen that industrial captive power 
plant has increased from 171145 Mw on 31.3.2002 to 43300 MW in 31, 3.2013. Therefore, load on 
the grid has been reduced because of decentralized power distribution... The total loss without 
subsidy of all utilities under state govt. has increased from 53, 692 cr in 2007-08 to Rs 61, 998 Cr 
during 2010-2011[PFC]. A current loss in distribution sector has been reported as Rs 70000 Cr 
before accounting state subsidy. Energy loss in the distribution system is the cause of aggravating 
financial loss which will lead to more costly purchase of power, which lead to debt trap, which will 
lead to financial losses. It’s a vicious circle. CRISIL estimate (CRISIL) net losses (subsidy booked 
basis) of discoms at around Rs 350-450 billion in 2010-2011 to meet increasing demand. . But the 
delay in capacity addition at state level will have impact on bridging demand-supply of power in the 
state simultaneous with T&D losses.[CEA, ].Financial losses has been stated in Table 2. 


Data Collection 


The analysis on the subject required a lot of data from different web portal of Government 
organistion and institutions, besides observing different work on this subject by different researchers 
in journals and books. These have been mentioned in references. Then these raw data has been 
processed by mathematical and statistical methods for this work. 
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Table 1: Quantification of Losses during 2010-11 in Sub System in India 


Causes Effect: losses in electricity (BU) 

1Generation 

Quality of coal 7.7 

Shortage of coal 7U 

Delay in commissioning of units 13.7 

Low schedule 2.7 

Due to negativity of long term planning 

Backing down due to low demand 7 

Backing down due to Transmission line constraint 2.7 

Total quantity 40.8 

2 Transmission & Distribution 

Due to T&D losses, billing, metering 90.638 

Net losses 131.438 
METHODOLOGIES 


The analysis of Power system is based on the principle of achieving equilibrium in expenditure and 
return on investment by drawing a relative variation of the pattern of independent variable 
parameters that are driving the dependent variables The interdependence of generation, 
Transmission and distribution sub system in power system in the supply chain of power delivery to 
the ultimate consumer is a major characteristic that govern reliability in supply of power and 
profitability of the utilities. But starting from energy resource utilization from primary fuel to 
mechanical conversion into electricity through turbine, transmitting and distribution to ultimate 
consumers includes different processes where losses are inherent in nature. In addition to these 
losses, there are potential losses due to implication of long term planning of capacity addition. The 
losses may be divided into two components, first type of losses are inherent in the conversion process 
while second type is externally influenced on the conversion and transmission process. This can be 
explained in the following mathematical model. Available power purchase from utilities is dependent 
on available capacity, operating PLF, losses in the generating system, starting from extraction of 
energy from primary fuel coal, the losses occur in chain reaction. Ash content of coal 30% of w kg 
coal, then energy content of coal will be reduced. Thus w kg Coal will contain 0.7 w of energy 
producing coal. The fuel cost will be 1.3 times actual fuel cost taking into account of losses (q1)due 
Normally turbine efficiency is 40% To ash content in coal.In conversion process from mechanical to 
electricity, losses is expected due to efficiency standard of turbine will occur, Then transmission of 
power invariably cause 3-4 % of losses in electricity (q3) and then 30-35% losses (q4)in distribution 
system, Thus only 40 % of energy from primary resources is available for delivery to ultimate 
consumers. The pattern of losses in the system has been shown in Block diagram Figure 1. 


Table 2: Financial Status of Electricity Utilities in India 


Average Cost | Cost of Power | Sales Revenue Commercial |Net Internal) Taxonomic | Common Name 
of Power Purchase (P/ |as Ratio of Cost} Profit(+)/Loss Return Nomenclature 
Supply kwh) (%) (-) with Subsidy | (Rs. Cr.) 
2007-08 404 278 75.5% -16.3 -11.31 |Nursery 
diseases: 

2008-09 462 321 70.4% -29.47 -23.51 Phomopsis sp. | Collar Rot 
2009-10 478 334 69.6% -35.88 -31.36 
2010-11 484 338 NA NA NA 
2011-12 487 337 NA NA NA 


In addition to these losses, financial losses (R1) are a real issue due to in efficiency in billing, 
metering discrepancies. All these losses will have impact on the gap between cost of supply and 
average revenue realization. This issue has been analyzed by mathematical model to identify 
relationship between different variables in the power system. 
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Fig. 1: Block Diagram of Losses in Power System Operation 


Taking x energy distribution at average cost C(x) consisting of variable fuel cost, power 
purchase cost 


R = Average revenue; C(x) cost of supply i.e., fixed cost (Cf) and variable cost (Cv); q = loss in 
system(x) is variable selling price of x 


Then profit 
P =R(x)—C(x) = xp(x)—C(x)/x (1) 


Replacing x by x (1-L), accounting losses in the system and in fuel cost is considered, then 
variable cost will be calculated as follows, 


Ash content of coal 30% of w kg coal, then energy content of coal will be reduced. Thus w kg 


Coal will contain 0.7 w of energy producing coal. The fuel coat will be 1.3Cv(x), substituting 
in eq. 


P = R(x)/ (1-q) (x)-[1.3Cv(x)/ x +Cf] (2) 
Or P = u—v;where u = R(x)/(1-q)(x);v = Cv/x +Cf 

Differentiating P 

Op/OyOy=Op/OyO0psOy 

= R(x)-(1-q)x*-2-[1.3Cv(x)-x”-2] (3) 


(Marginal Revenue) Marginal Cost 


In case of maximum Profit 


Op/OyOy=0 

Therefore 

R(x)-(1-g)(x)*-2 = 1.33CV(x)-x2 

Or R(x) = Cv(x)/1-q (4) 
Therefore, P =1.33Cv(x)*g-Cf(x) (5) 


1-q 
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This variation between profit and available electricity purchased from generating units is shown 
in Fig. 2. 


OR(x)/ Ox =0 


‘Total Revenue 


Marginal 
Cost (x) 


Average Revenue 


Fig. 2: Graphical Presentation of Profit Expression 


The eq. (4) implies Revenue from sale of electricity is directly proportional to average cost of 
supply and inversely proportional to losses of electricity. Now this is starting point of analysis that is 
significant in respect of identifying relationship between Average revenue and variable cost of 


another mathematical expression has been developed based on the observation of interrelation 
of variables in the entire system 


C = Cw{(1-q)Cv*e*Rt (6) 


Where C = Capital Employed, Cw = Working capital, R=revenue realized from selling 
electricity and q = loss in the system, Cv = variable cost for generation or purchase of power by 
distribution utilities to meet demand. This eq.can be rewritten after differentiation with respect to t 
= time period 


0C/0t=0C/O0v* Ov/OeRt 


=-[e*Rt + (1-q)Cv.R.e’Rt] (7) 
At maximum point, 

0C/O0t=0 

The eq.(6) can be written as, 

R = 1/(1-q)*Cv (8) 


Therefore improvement of R is possible when q =0 or Revenue varies invariably with product of 
variable cost and losses in the system.Now, the result can be interpreted as the losses need be 
minimum in order to growth of revenue when the utilities will be self sufficient by its own resource 
income. 


Table 3: Matrix of Variables in Generation, Transmission, Distribution System 


Indicator Total Unit Lost | Average Revenue Peak Growth of Generation 
Variables Value (Rs) (Rs) Shortage (%) Demand( C D) Cost (Rs) 
Ex: UP 
Power purchase /unit R=0.515 R = 0.88 (strong) |No No 
sold(x) 
Emp cost R = 0.645 No No No 
(strong) 
Admn. cost R = 0.689 (strong) 
Growth of Capacity No No R=-0.77 R =0.545 
addition (average) 
Power Purchased(Rs) R=0.471 
Source: own method \ 


Supply which ultimately involved in chain of activities of different variables .This aspect of 
analysis has been covered in next section. 
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INTERRELATIONSHIP BETWEEN DIFFERENT VARIABLES 


In the case of unbundled distribution utilities, electricity purchased (x) at the receiving end bus less 
transmission losses is distributed to ultimate consumers less distribution losses; The cost of supply of 
electricity consist of variable cost and fixed cost as explained in previous section. Variable cost is 
purchase of power, fuel cost, employee cost, administration cost whereas fixed cost is interest, 
depreciation etc.This relation ship between different variable in the chain of the activities of the 
system has been assessed by evaluating correlation coefficient in Table 3. The value of correlation 
coefficient ® observed to be strongly positive and much above lower limit 0.Another statistical 
analysis adopted to find Sd, t, p values (Table 4) for justifying following Hypothesis. 


Hypothesis H,: Change in cost of Power purchase will have impact on Line losses. 

Hypothesis H2: Profit after Tax will vary with change in generation per unit of installed capacity. 

Hypothesis 3: Change in fuel cost is strongly related to T&D loss. 

Hypothesis 4: Variation of Generation per unit of Installed capacity will have impact on GAP 
(acs-ar). 


Therefore, these variables are factors that are part of the Problem of finding root causes of 
financial losses. 


CAUSE AND EFFECT ANALYSIS 


Next part of the methodology is adopting cause and effect analysis to fix the variable responsible for 
creation of problem. The problem is to fix up root cause of the financial losses in the power system. 
Now the diagram is plotted in figure 4.The cause and effect analysis highlight root causes of the 
problem in the process. 


In the beginning of analysis of losses, it is necessary to clearly understand present power 
scenario in the country. In unbundled system, generating units have separate financial infrastructure 
that sell electricity (E)-less losses in fuel and mechanical conversion-to distributing utilities at the 
sending end bus. Therefore variable cost incurred in distribution system purchase cost of electricity 
(E-qo), qo is loss in generation 


Table 4: Interrelation between Different Variables 


Indicator Average SD SE t p DF 
Xii X2i SD1_ | SD2 


Power purchase cost(X 11) and line lossess(X2i) 0.0301 | -0.00871 | 0.22 | 0.28 | 0.073 | -0.541 | 0.882 | 8 
Power purchase(X 11) and ROCE(X2i) -0.705 | -5.215 | 54.739 | 1.489 | 820542 | -4.4 | 0.4803 | 7 
Change in fuel cost (x1i)with T&D loss(x2i) 0.16 -0.016 0.16 | 0.05 | 0.0031 | 3.574 | 0.994 | 8 
Employee cost(X1li) and GAP(X2i) -0.0856 | 0.238 | 0.122 | 0.215] 0.114 | -2.845]| 0.011 | 9 
Generation/IC (X1li)and Profit after TAX(X2i) 11.71 | -4942.5 | 0.096 | 0.24 | 35.065 | 6.728 | 0.999 | 3 


(in case of bundled utility) 
Source: Own assessment Table 4 Interrelation between different variables 
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Fig. 4: Cause and Effect Analysis 
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GENERATION SYSTEM 
FUEL COST AND SYSTEM LOSSES 


Coal is major primary energy input in power system sharing 70.5% of the total different fuel 
resources for electricity generation. The cost of generation depends on quality of coal because of 
high ash content in coal will have impact on boiler efficiency, the tube leakages will occur frequently 
that will increase maintenance cost and increasing trend of forced unit outages. Washing of coal 
reduce the ash content, but expenditure on this account increases cost of supply. Private sector 
companies are importing coal, thus achieving efficiency in generation in return of capital 
expenditure. Consequently output will be reduced, that has impact on the financial parameters of 
the system influencing financial losses. So, variable is O f/ O L, where O f is change in fuel cost and 


O Lis T&D losses. 


CAPACITY ADDITION AND LOSSES 


Since increase of demand need increase in supply, the main objective will be to reduces losses and 
proportionate capacity addition. Major issues are risk of financial losses on account of T&D losses 
that is proportionate to energy flow in the network of the system and increasing trend of energy 
requirement, There is difference in strategy adopted for implementation of power plant projects in 
central and state sectors; the later is mostly lagging in implementation of the programme.It is 
reported there is lagging capacity addition of 15616 MW (PFC, 2012) due to lack of coordination 
between implementing agencies. It has been observed also that many states could not implement the 
planned project of capacity addition in their own sector because of financial constraint; land 
acquisition process and the policy issue that varies from state to state. But the delay in capacity 
addition at state level simultaneous with T&D losses will have impact on bridging demand-supply 
of power in the state. These areas of concern need rationalizing consumer base and adoption of 
methodologies for reduction of losses.Further long term planning on capacity addition will not reap 
benefit of power flow, because electricity demand is correlated to GDP growth-that is fluctuating 
according to economic growth, Therefore capacity added according to long term plan will be 
financial burden in case of retarded growth of electricity requirement(CRISI, press release, 2013) So 


capacity utilization is variable to losses i.e., ., O Cp/ 0 q, Cp is Plant capacity 


PURCHASE OF POWER AND FINANCIAL LOSSES 


Growth of demand in residential and commercial sector is Concern areas and utilities need to meet 
the increasing demand by purchasing power. But from available statistics, it has been observed that 
there is definite correlation between power purchase and T&D losses. This has been verified by 
graphical representation in figure 4.Value of share of purchase in total sale has been plotted with 
share of T&D losses as percentage of availability [planning commission, 2012] for selected sample 
states Andhra Pradesh, chattisgarh and west Bengal. The selection is based on efforts in 
implementation of Accelerated power development and reform programme(APDRP).West Bengal 
has been chosen because of low revenue profile, AP for application of ICT in effort to reduce T&D 
losses, Chattisgarh for more purchase of power and high T&D losses. This has been statistically 
verified, correlation coefficient is r= 0.515 in Table 3 


COsT OF POWER PURCHASES 


Power purchases in the utility are necessary in the distribution system to balance demand and 
supply gap. After unbundling of power system, distribution system is separate entity which 
purchases power from generation system. The trading of power is done based on availability based 
tariff, the cost of power purchase is an important factor of financial status of distribution system 
because the growth of load in the system is directly proportional to system losses according to the 
studies in this power system., also, the distribution utilities normally make power purchase contract 
with central power generating agencies to maintain power supply system. Therefore, the utilities 
must purchase the power according to schedule of power purchase agreement, even though the 
system demand is low. Consequently, the generating units of the respective state utilities will have 
to keep close a few of their generating units to stabilize power supply system. These activities will 
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have repercussion on the financial losses 0 R(x), because forced outages will in effect result in net 
losses due to recurring interest cost, and maintenance cost of the idle power plant units. There is 


another issue of losses O R(x) in the system because of mismatch of target power generation and 
actual power supply when capacity addition on the basis of long term power planning in power 
generation need to be kept out of network in reality due to low trend of economic growth in future 
that has an impact on energy demands. The units have to be kept closed due to low demand in the 
system. Rise in cost of power purchase increases losses due to loss in proportionate revenue 
realization in the distribution side 


EMPLOYEES COST 


Operating cost in the generation and distribution system include employee cost that has been 
identified as variable in the analysis of the system. According to the analysis employee cost varies 
with generation per unit of power sold in the system. If the employee cost increases then operating 
cost increases. The employee cost varies inversely with losses in the system. Correlation coefficient r 
=-1.33.This implies as the losses increases, employee cost decreases. This situation happened 
because the losses in generation system increases due to maintaining recurring cost of idle units in 
case of forced outages of the units due to low demand that actually are not contributing to revenue 
growth and purchase of power according to contractual agreement with central agencies keeping the 
own units in reserve . 


ADMN. COST 


The analysis consider this cost as variable, because, the admn. Cost increases with growth in power 
distribution, there is possibilities of incurring unnecessary expenditure in providing services, 
traveling and operation of the administration. 


REVENUE 


Revenue growth in the distribution system depends on the infrastructure for recording, billing, 
collection and monitoring. Receivables from the bulk consumers also add woes to utilities in 
addition to inefficiency in infrastructure. Lost energy in distribution network accounts for revenue 
losses O R(x).APDRP schemes looks into these issue to reduce the losses. But APDRP scheme 
implemented in the states so far has not yielded appreciative result in reducing losses. But private 
sector has achieved best result in improving financial return by adopting information technology in 
revenue realization and operation of distribution system. 
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EMPLOYEE 


Employees working in the organization is a factor for this problem also if cost of training is more in 
view of training needs for lack of skill to operate system incorporating advanced technology to meet 
emerging trend of power system improvement, in other words, organization need more efficient 
recruiting policy to provide manpower with better knowledge, skill and motivation quality. Their 
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skill, motivation also accounted for quality of work. If Human resource index is low then the 


process will have low efficiency. So, there will be loss 0 R(x) on account of lack of suitable policy of 
recruitment by Human resource department 


SYSTEM CO-ORDINATION 


Present day power system is totally dependent on Information technology, the process of receiving 
electricity at the bus of distribution system to selling electricity (ultimate consumers) need diffusion 
of advanced information technology to coordinate all the activities in order to achieve consistency 
in work culture, promotion of quality in power delivery and system losses. In case of lack of IT 
facility in the distribution utilities, Revenue losses O R(x) is evident. This effect has been verified by 
the following analysis .The performance of states utilities (PFC, 2010)has been assessed by method 
of plotting a graph, X-axis indicates indices on implementation of APDRP corresponding to states. 
The methodology of indices evaluation is explained as each items of work in APDRP is assigned 
the value of index according to its status of implementation in a scale of 0 to 1.If a state execute 
100% or 50% of an item of work, then its index is 1 or 0.5 respectively. Then aggregate value of all 
indices for all items of work so far done in the states is computed. Then percentage improvement of 
AT&C losses till 2010-2011 in reference to base year 2001-2002 is computed that is shown in 
corresponding Y-axis Performance indices against improvements in AT&C losses has been 
displayed in figure 5. The location of the states in the graph is in consistency with their financial loss 
or profit after tax._Those states which bear the burden of revenue losses due to deficiency in 
implementation of APDRP are located at the left lower part of graph while the average or high 
performer states are located on the ’_right upper half of the graph .A dotted line demarcate profit and 
loss area for clarity of expression. This graph portrays a visual effect of APDRP implementation on 
improvement of AT&C Losses and revenue realization, correlating the variables in the system. 


This graph thus visualize status in the states of Bihar, Tamilnadu, MP, chattisgarh, pumjab, 
Assam where APDRP program has not achieved fruitful result, thus the states incurred financial 
loss with low improvement of AT&C losses.Whereas, Delhi, Gujrat, AP has implemented the 
program with application of IT, thus achieving profit with reduction of losses. It is also observed 
that the more technology intensive activities in APDRP will be effective to achieve the objective 
than the present pattern of work in the programme. The graphical representation clearly justified the 
presumption by locating Ahmedabad, Andhra Pradesh and Gujarat in the right upper half part of 
the profit area indicating SCADA and Distribution Management System is most effective 
technology to reduce losses and increasing revenue. It has been emphasized in National electricity 
Policy_and Distribution management system. But so far none of the states except Delhi and Gujarat 
has taken action to implement technology in distribution system; Tamilnadu, Chattisgarh, Bihar, 
Karnataka, Orissa and Punjab neither 
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Fig. 5: AT&C Percentage Improvement from base Year 2001 to 2010-11 Correspond 
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Fig. 6: Model Sustainable Management Practices 


make much progress in improvement of losses nor applied technology in the system. These states 
were located within loss area. The observation of figure 5revealed that most of the DISCOM under 
public sector is debt ridden, AT&C losses are high and peak shortages are routine matter. In spite of 
reform in distribution network under APDRP, negativity in gap between ARR and ACS is 
considerable. Whereas Private ector DISCOM is free from debt, accruing profit after tax, gap is 
lowest and veak shortages are manageable. The analvsis imovlies that lack of adoption of IT in the 
system will aggravate losses (q), consequently effect losses in revenue O R(x). 


MODEL SUSTAINABLE MANAGEMENT PRACTICES 


Now the discussion has reached at the stage of formulating strategies to achieve the objective of this 
study. So far the exercise on this issue identified the factors of the problem-financial losses that are 
related to physical performance of other variables. The strategy [Bonham, 2008)] is to think about 
utilizing own resources to achieve long term goals of equalizing revenue realization and cost of 
supply after clearing debt, interest and depreciation values and organizing all resources to 
implement the actions. The resources include fuel, Revenue to meet all variable cost and Human 
resources. The goal of this study is to develop sustainable financial stability in the utlity.The analysis 
by different exercises on the system data accepted the hypothesis that losses in the whole system 
need be minimized to achieve the goal. The mathematical analysis reveals that maximum revenue is 
the consequence when losses are minimum that equals variable cost of supply. Therefore the 
strategic action plan need be developed to minimize risk of losses due to variation of any of the 
conjugate variables in generation, transmission and distribution [Bonham, 2008)]. There are five 
uncertainties assessed in the analysis: 


1. Power purchase. 
Growth of demand. 
Cost of operation in case of low demand. 


Technologies. 


OY os es oh 


Planning. 


The sustainable Management Practices model [Plowman, 2001] in Figure 6 is directed to 
achieve revenue growth equalizing or exceeding cost of supply by minimizing wastages. The model 
includes three stages of parameters-that Resources, activity is linked to operating driver— 
Process(efficiency and effectiveness of all activities, Methods(best use of technology and skilled 
work force) and Training (building team capability).Fuel resource is identified as risk because of its 
variation of available quality unless proper linkage is planned in advance to maintain buffer stock in 
plants as well as ensuring its low ash content as far as practicable. Purchase cost of electricity is 
invariably associated with fuel quality and linkage to sources. Revenue is considered as resource for 
sustenance of utilities in order to overcome debt trap. This idea has been derived from observation 
of the mathematical expression of eq.(6).because, if losses is minimized, then, the revenue will be 
better and this revenue can be considered as source of income to reduce capital employed. Revenue 
is linked with variables that are cost of purchase, overhead cost and technology. Because losses is 
incurred due to purchase of power even to meet wasteful requirement in agriculture and domestic 
category of consumers that are not contributing to revenue.Also, according to the mathematical 
expression, it is profitable to supply Bulk consumers than domestic consumers, because of low 
variable and fixed cost Certainly, this problem can be solved by adopting advanced technology in 
the system to operate process, revenue earning system. Human resource planning can reduce 
overhead cost by proper training, trimming size of units, positioning right person at right job and the 
wasteful expenditure in traveling and other superfluous expenses. Next, activity is a part of the 
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model that includes variable power purchase where sufficient training of manpower is essential to 
develop knowledge and skill to operate software and hardware of modern technology and best use 
of it linked to developed methods. Overhead cost is also linked to methods of monitoring by best 
technology. Planning activity is linked to process for achieving efficiency and effectiveness of all 
activities (Cokins, 2010).Long-term Planning require training of the manpower to accomplish in 
depth knowledge about socio-economic structure of the region under planning, the database mining, 
logic of demand growth in consumer base. Obviously, technology application needs training of 
manpower for effective implementation of utilizing different software and hardware in the system. 
Next, the model show the linkage of the operating drivers—process, Methods and Training with 
other parameters of the model that have been already explained.Finally, It is observed that variables 
are in chain reaction in the system, any oversight of its variation due to any disturbance during 
dynamic process will adversely affect the ultimate objective of the utilities 


CONCLUSION 


The study carefully analyzed the interrelation between the variable in the system, showing 
separately the unbundled generation and distribution system by mathematical model, statistical 
methods. Different variables were considered which has been determined from the mathematical 
expression developed on the basis of performance of parameters. The cause and effect analysis 
reveal the root cause of the financial problem. Each of the factors was analyzed to fix up the 
particular cause of the problem. There are many causes, but specific variable has been selected 
because of its relevance to profit and losses in the system. It has been observed that overhead cost 
need be monitored to reduce purchase cost per unit sell to ultimate consumers. Purchase of power 
per unit sell to consumers is strongly related to financial loss, so more the density of bulk 
consumers, more will be probability of financial gain of the utilities according to observation of 
statistical analysis. Planning for capacity addition need be realistic to demand growth in order to 
avoid keeping units in reserve for a long time. Account monitoring in distribution system need be 
done keeping in view generation in the system and finance department need to feedback observation 
report to operation department for necessary steps. The diffusion of advanced technology in both 
operations and revenue management is essential to achieve system co-ordination for reducing 
wastages and redundant activities. Now after observing the interrelation between the variables in the 
system, model sustainable management practices developed (Plowman, 2001) in figure (6).The 
model depicts that Resources, activity is linked to operating driver—Process (efficiency and 
effectiveness of all activities, Methods (best use of technology and skilled work force) and Training 
(building team capability).The system operation need integrating monitoring of the performance 
indicators to avoid losses. 
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Abstract—The exports performance of India is one of the most debated issues in Indian economics. The paper examines 
the growth of exports in India after global economic recession as compared to pre global economic recession period. The 
study finds that global economic recession had affected India’s exports performance adversely due to overdependence on 
developed countries for exports. Living in an era of recession it is not possible to exclude India from the impacts of global 
economic recession but the intensity of such repercussion can be reduced by diversifying the exports partners and increasing 
integration with the developing economies. The paper also suggests that India needs to diversify exports basket in order to 
move up demand for Indian products from every corner of the world. The current composition of exports provides a 
restricted market mainly confined to the western world. Therefore, any recessionary pressures in these economies are easily 
transmitted to India. 
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INTRODUCTION 


The external sector performance of an economy is mainly judged by the exports performance apart 
from other factors. It shows the extent of penetration of a country into the world market. This can 
be easily analysed by the growth of exports along with the direction and composition of exports. 
Direction of exports will show how far India is able to have a diversified market which inturn 
depends upon commodity composition. The more variety of goods exports basket possess, larger 
will be the degree of penetration in the world market. Of course qualitative features are also taken 
into consideration. However, any imbalances in international market has a direct repercussion on 
the linked economies, no matter how efficient is the export industry or domestic economy. 


A noteworthy feature of the current global crisis has been the failure of most mainstream 
analysts (unlike heterodox economists such as Patnaik, 2008, and Kregel, 1998, 2008, among 
others) to predict its onset, estimate its duration and severity or lay bare the mechanisms that 
contributed to its unfolding (Ghosh and Chandrasekhar, 2009). Global economic recession in 2008 
brought out unpredicted changes in the structure of international trade of almost all economies 
which were in one way or another linked with the developed world. 


Indian economy experienced a high growth rate of around 9% from 2002 to 2007. This was the 
period when India was at its best becoming second fastest growing economy in the world. However, 
this boom was mesmerising and seems to be for a short run only. The recent years has uncovered 
the reality of puzzled flawed growth rate that India has witnessed in the past few years. Today if 
world again experiences global economic recession, India will not be able to protect its economy 
from the adverse consequences and perhaps will be the first to crash. 


GLOBAL ECONOMIC RECESSION 


Developed countries have always played a key role in influencing the growth rates of developing 
countries. They have always been most powerful nations governing the world trade relations. 
Interestingly global economic recession is a unique feature which mostly begins from western world. 
Global economic recession is a global phenomenon where consumers as well as producers are 
affected adversely, markets including stock markets tumble down and economy continuously 
experience vicious circle of low economic growth rates. The impact of global economic recession on 
any economy depends upon its degree of integration with the economy where epicentre of crisis 
exists. The measurement of degree of integration depends upon its trade, capital inflows, etc 
relations from that epicentre economy. 


The world experienced global economic meltdown in the year 2008 and the reasons are well 
known. It adversely affected world economies since almost every country in the world was linked to 
United States. This was the most critical economic situation which world experienced after seventy 
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five years of crisis during 1930’s. The reason was the concentration of capital power in certain zones 
of world (mainly developed). Slight calculation mistakes can lead to major economic crash which 
had a spiralling effect and touches almost all corners of the world. 


EXPORTS IN INDIA 


The question of the wisdom of adopting an export-promoting trade strategy has recurred in the 
history of the developing countries. Development economics was born in an atmosphere of export 
pessimism at the end of the World War II. By the late 1960s, however, the remarkable success of the 
few economies that pursued "export-promoting” rather than "import-substituting” policies swung 
the weight of academic opinion behind the export promoting strategy (Bhagwati, 1988). 


Indian exports policies witnessed slight liberalisation during eighties however, in nineties after 
economic reforms many changes were introduced in India’s export sector. The policies became 
more liberal. Slowly exports performance improved till 1996 however after Asian crisis in 1997 
again exports growth decelerated. The percentage change over preceding year in India’s exports was 
21% in 1995-96 (Table.1) however after Asian crisis, this reduced to 5% in 1996-1997 and 
1997-1998 while it was -5% in 1998-1999. However, after 1999-2000 this export performance 
improved significantly till 2007-2008. In 2008 global economic recession appeared and adversely 
affected world exports. India was not an exception. 


Falling global demand and the drying up of trade finance have dramatically reduced trade. The 
World Trade Organization projected that in 2009 the volume of world merchandise trade could 
plunge by 9 per cent (WTO, 2009). The ESCAP (Economic and Social Commission for Asia and 
the Pacific) region will, given its high trade-orientation, be hit particularly hard—especially in some 
of the export-oriented South-East Asian economies where, during 2008, exports switched from 
double-digit growth to double-digit decline. These countries are particularly exposed because they 
have focused on meeting consumer demand in developed countries. And while in recent years they 
have also increased exports to developing Asian markets, this is unlikely to serve as much of a 
cushion because a lot of this intra-regional trade, especially with China, consists of manufactured 
parts and components which are assembled in China but destined for developed country markets 
(United Nations, 2009). 


Table 1: Trends in India's Exports (in US $ Million) 


Year Exports (including re-Exports) % Change Over Preceding Year 
1990-91 18143 9% 
1991-92 17865 -2% 
1992-93 18537 4% 
1993-94 22238 20% 
1994-95 26330 18% 
1995-96 31797 21% 
1996-97 33470 5% 
1997-98 35006 5% 
1998-99 33218 -5% 
1999-00 36822 11% 
2000-01 44560 21% 
2001-02 43827 -2% 
2002-03 52719 20% 
2003-04 63843 21% 
2004-05 83536 31% 
2005-06 103091 23% 
2006-07 126414 23% 
2007-08 163132 29% 
2008-09 185295 14% 
2009-10 178751 -4% 
2010-11 251136 40% 
2011-12 217664 -13% 


Source: Government of India, Economic Survey 2011-2012, p.481 
* Authors calculation 
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The exports performance of Indian economy was negatively affected by the global economic 
recession. The exports of India improved significantly throughout the post reform period. In Table. 1 
we observe that export growth was quiet high prior to global economic recession experiencing 
highest growth of 31% in 2004-05 which reduce to 23% in 2006-07 but again witnessed a great surge 
to 29% in 2007-2008. However, after global economic crisis this trend witnessed abnormal 
fluctuations. 


The annual average growth rate of India’s exports (Table.2) was 9% per annum from 1990-91 to 
1999-2000. It increased significantly to 17 % during 2000-2001 to 2011-2012. However, this annual 
average growth rate could have been much better in the absence of global economic recession. The 
annual average growth rate of exports was 21% prior to global economic recession but after global 
economic recession it reduced to only 8% only. This shows that Indian exports were affected 
significantly by global economic recession. 


Table 2: Annual Average Growth Rates of India’s Exports (Value in US $ million) 


Periods Exports (Including re-Exports)| Growth Rate(Percent) 
1990-91 to 1999-00 27342.6 9 
2000-01 to 2011-12 133582.54 17 
Pre Global Economic Recession (2000-01 to 2007-08) 85140.2 21 
Post Global Economic Recession (2008-09 to 2011-12) 215850.3 8 


Source: Authors calculations based on Table.1 


According to Reserve Bank of India, in October 2007 India’s export was US $14674.7 millions, 
but in the next month it slumped to US $12909.3 millions. After that till July 2008, India’s export 
was on the increasing trend; in July 2008 export was US $19030.4 millions. India’s export started to 
decline from the month of July 2008, in that month India’s export was US $19030.40 millions and 
in September 2008 that was US $15789.1 millions. World economy started to suffer from the 
economic crisis from September 2008. That was echoed in Indian economy also. India’s export was 
continuously on the declining path from August 2008 to September 2009. During December 2007 
India’s export was US $14625.5 millions but that was declined to US $13368.2 millions in 
December 2008. Like that, India’s export was US $19180.9 millions during the month of June 2008 
where as that was US $13606.3 millions in June 2009. From October 2009 there were signs of 
recoveries in India’s export (Sivakumar,2012). The study by Sivakumar focused that the impact of 
global economic recession on India’s exports was for only one year. 


The recent development on India’s exports front shows that exports have improved particularly 
in current year (but still the adverse consequences of global economic recession on exports of India 
cannot be ignored which is apparent from the growth rate of exports which would have been much 
higher in the absence of global economic recession). This is due to the recovery process in US and 
European economies and rupee fall that added to India’s export performance. Still the overall 
exports prospects remain gloomy. The main reason is the dependence of India for exports on 
developed countries which are continuously experiencing recessionary pressures in recent years. 
India should try to reduce its defencelessness on exports front by diversifying direction of exports. 


DEVELOPED COUNTRIES AND RECESSION 


The exports performance of India was mainly determined by the economic conditions of developed 
countries therefore, any recessionary pressures in these developed economies were easily observed 
in developing economies like India through whatever link (trade, capital flows, etc) they had with 
the developing economies. The share of exports to developed countries continued to fall in recent 
decade however this trend continued after global economic recession also (Table.3) which is due fall 
in demand for Indian exports from these economies. This shows a radical change which direction of 
exports (Figure.1) is witnessing and is going to be more noticeable in coming years due to 
aftermaths of global economic recession. 
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Table 3: Percent Share in Exports 


Region/ Year 2000-01 2005-06 2006—07 2007-08 2008-09 2009-10 2010-11 
America* 22.4** 20 19.2 17.8 17.8 ere) 14.8 
European Union 22.7 22 21.3 21.4 21.2 20.2 18.7 


Source: Various Issues of Economic Survey, Government of India, Oxford University Press New Delhi. 
* America includes North America and Latin America. 
**Figures for North America 


The frequency of negative impact depends on the degree of integration which that developing 
economy is having with the developed economy. If a developing economy’s GDP consist of a 
significant contribution from say; exports and the exports market is located in developed economies, 
in that case even if a country’s exports are superior quality wise and highly competitive, exports will 
be negatively affected. The case for India became much worrisome since it is integrated with the 
developed countries through many channels and the impact of global economic recession in these 
economies was easily observed in India. Besides this the recovery of these economies too creates 
perilous conditions for Indian economy as was observed in 2013 when falling value of rupee was 
linked to the recovery of US economy, besides other reasons. 


a) 2000-2001 


b) 2010-2011 
Fig. 1: Direction of Trade 


Source: Based on Table.3 and Table.4 


DEVELOPING COUNTRIES AND RECESSION 


Exports to India’s largest trading partner i;e Asia increased substantially from $ US 22 billion in 
2003 to around $US 150 billion in 2013. The recent years experienced a growth in share of Asia in 
India’s exports due to growing consumerism, income levels, population in these economies and a 
fall in exports to Europe and America due to recession in these countries (Table.4). We can observe 
this from figure.1 also where we see that in the beginning of last decade the share of India’s exports 
to three selected regions were almost same however with the end of the decade the total scenario 
changed and we observe Asia and ASEAN as growing trade partner of India. This shift is 
appreciable but still there is a need to further work in this direction because India is having tough 
competitors like China etc which are comparatively more competitive. 
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In order to stay away from such adverse consequences India should try to find out new export 
partners particularly among low income and developing countries. This is possible only by 
broadening the horizon of exports basket. The demand from these countries consists of mainly food 
items due to large population and growing per capita income. Since these economies are in the stage 
of transformation therefore, initially demand for essential food products increases, in the second 
stage as income levels further increases people start demanding variety in their food intake e;g juice, 
cookies, biscuits, cheese, chocolates, muffins, canned food, etc and when their consumption level 
satiate then their demand for luxury goods increases. Increase in demand for luxury goods is a 
feature of developed economies. 


Table 4: Percent Share in Exports 


Region/Year 2000-01 2005-06 2006-07 2007-08 2008-09 2009-10 2010-11 
Asia &ASEAN 21.4* 47.03 49.8 50 52.1 54 56.2 
Source: Various Issues of Economic Survey, Government of India, Oxford University Press, New Delhi. 
*Figures for Asia. 


To take advantage of demand of such a gigantic population residing in these low income and 
developing countries, India should try to produce variety of food items. This in turn requires focus on 
agricultural and manufacturing sector. However, this seems to be a bit difficult task because India 
itself is transforming and has to fulfil its domestic requirement that too is diversifying day by day. 


Rais (2012) in her paper shows how developing ‘economic adaptive capability’ (EAC ) in people 
will help to counter adverse consequences of global economic recession. EAC consists of indicators 
which are essential for strengthening the potentials of population in any economy. Today 
‘Economic Adaptive Capability’ is extremely significant since global economic crisis as well as 
domestic crisis (such as; inflation, etc) has become a regular phenomenon. Therefore, it is not 
possible to avoid the impact of such recessions but at least the adverse consequences can be 
minimized by strengthening ‘Economic Adaptive Capability’ or increasing society’s immunity for 
such uncertainties. For example: the lower ‘economic adaptive capability’ of people implies lower 
per capita output during crisis years and hence economy takes a longer period to come back on the 
growth path in post crisis years. Further lower ‘economic adaptive capability’ will put greater 
burden on the government at the time of crisis. We need to prepare our public to understand such 
phenomenon and act like daring citizens at the time of crisis rather than raising further burden on 
the government. 


At normal times it is the government which runs the country but at the time of recession it is the 
people efforts and contributions which facilitate government to recover from such situation. 


Rais (2012) 


CONCLUSION 


The study shows that global economic recession has adversely affected exports in India. The 
impacts are noticeable even today. This we can observe by the annual average growth rates 
calculated for different periods. It shows that growth of exports reduced substantially in post global 
economic recession period as compared to pre-global economic recession. The main reason has 
been the overdependence of India for exports on rich countries. Therefore, any economic changes in 
these developed countries were transferred in India too. The study also shows that the last decade 
was the turning point in the direction of India’s trade. The share of exports to Asia and ASEAN 
increased even after global economic recession while that of developed countries squeezed. 
However, still developed countries possess a substantial percent share in total exports and 
therefore, vulnerability associated with India’s exports exists. Along with this there is a need to 
encourage more exports to the developing economies by changing composition of exports in 
favour of exporting more consumer durables and non-durables items where again India is facing 
tough competition from its competitors. Growing urbanisation, income and consumerism in these 
low income and developing countries are primarily responsible for increasing demand. It will be 
of immense help for the Indian exports if India is able to make the most of this immense 
market potential. 
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Abstract—ZJn today’s emerging market corporate governance has a significant impact on firm performances. To study this 
relationship the existing literature was reviewed and a examined the relationship between the performance of firm and 
corporate governance characteristics for selected Indian firms. Annual reports of the selected companies were studied to 
collect the secondary data and major information relating to board size, number of independent directors and dual 
responsibility status of CEO was extracted. Descriptives were calculated for the variables under study and correlation was 
computed to analyze the relationship between those variables. In order to test the significance of the relationship Regression 
analysis was done. It is found that CEO Duality has a weak positive correlation ship with the financial performance of the 
firm. The proportion of independent directors is also positively correlated with financial performance indicating that more 
the number of independent directors in the board, better is the financial performance of the firm and better is firm 
management. 
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INTRODUCTION 


Keeping in mind the changing socio and economic structure, more so in developing countries like 
India, it is gradually becoming more and more important to examine the impact of corporate 
governance on the firm value (Saravanan, 2012). Since 2001, big corporate like Enron Xerox, 
WorldCom are caught in accounting scandals, which has affected the credibility of corporate 
financial reports under suspicion, which has even more shattered the confidence of its investors. All 
these have made the corporate governance mechanism a crucial issue for discussion (Ming-Cheng 
Wu, 2006). Though there are many studies conducted on corporate governance and financial 
performance but they have primarily focused on firms in U.S. and other developed countries.There 
is very less attention on corporate governance and financial performance regarding the firms in 
emerging markets (Lal C. Chugh, 2009). It has been argued by some researchers that a relatively 
large board size improves the performance of the company by providing managerial talent 
(Nicholson, 2007). It is also very crucial to examine the interest of the managers and owners with 
respect to board autonomy. Board autonomy is generally expressed in the form of proportion of 
independent and non-executive directors on the board (Fama, 1983). CEO duality is a situation in 
which the position of the CEO and the chairman of the board of directors is held or occupied by one 
and the same person. Some researchers are of the view that when CEO is also the chair of the board 
it may enhance the performance of the firm (Davis, 1991). The purpose of the study was to review 
the existing review of literature and to know the relationship between the Board of directors, 
Independent directors and CEO duality and firm performance. And the second part examines the 
relationship between the firm performance and some characteristic of corporate governance for 
Indian firms. 


REVIEW OF LITERATURE 


(Rosenstein, 1990 in their study found a significant positive correlation between the share prices and 
appointment of outside directors, though there was no clear evidence that outside directors of any 
particular occupation were comparatively more or less valuable than others. The findings confirmed 
their hypothesis that outside directors were chosen in the interest of the shareholders. (Rechner, 
1991) found significant differences in the performance between the two companies opting for 
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independent leadership and CEO duality and suggested that financial performance of firms with an 
independent leader was consistently better than the firms opting for CEO duality. (Boyd, 1995) 
found a partial support for both agency and stewardship theories. (Baliga, 1996) examined the 
relationship between duality and firm performance. They studied the effects of announcement of 
changes made in duality status, accounting measures of operating performance for firms that have 
changed the structure of duality, and long-term measures of performance for firms that have had a 
consistent history of a duality structure. They found that there was no effect on market with 
reference to changes in the duality status of a firm, there was not much evidence of operating 
performance changes with respect to changes in duality status and there was only weak evidence 
that duality status affects long-term performance, after controlling for other factors that might 
impact performance. (Yermack, 1996 ) found that the companies with small boards also exhibited 
more favorable values for financial ratios, and provided stronger CEO performance incentives from 
compensation and threat of dismissal. (Cotter, 1997) concluded that independent outside directors 
enhanced target shareholder gains from tender offers, and that boards with a majority of 
independent directors were more likely to use resistance strategies to enhance shareholder wealth. 
(Eisenberg, 1998) found a significant negative correlation between board size and profitability in a 
sample of small and midsize Finnish firms finding that a board-size effect for a new and different 
class of firms affects the range of explanations for the board-size effect. (Fosberg, 1999) found that 
both firms most likely to use a dual leadership structure to control agency problems experienced a 
statistically significant improvement in performance after they switched to a dual leadership 
structure. (Dalton, 1999) Studied the relationship between the number of board of directors and firm 
performance, and found evidence positive, relationship between board size and firm performance 
(Chen, 2000) found that the ratio of independent non-executive directors to the total number of 
directors on corporate boards was positively associated with the comprehensiveness of financial 
disclosures, and this association appeared to be weaker for family controlled firms compared to non- 
family controlled firms. (Tian, 2001) drew upon both agency and stewardship theories and 
developed competing hypotheses about the relationships between board composition, leadership 
structure, and organizational performance in Chinese shareholding companies. They found that the 
stewardship hypotheses received stronger empirical support. (Kiel, 2003) examined the relationships 
between board demographics and corporate performance and found that, after controlling firm size, 
board size was positively correlated with firm value. They also found a positive relationship 
between the proportion of inside directors and the market-based measure of firm performance. 
(Judge, 2003) used the agency and institutional perspectives and advanced several hypotheses about 
the board structure-firm performance relationship within Russia. They found a negative 
relationship between “informal” CEO duality and firm performance. They also found that the more 
vigorously the firm pursues a retrenchment strategy, the more negative was the relationship between 
proportion of inside directors and firm performance. (Abdullah, 2004) Investigated the roles of 
board independence and CEO duality on the firm’s performance and concluded that board 
independence or leadership structure or the joint effects of these two had no relationship with firm 
performance. (Zhang, 2007) found stronger evidence for stewardship theory and relatively weaker 
evidence for agency theory. (Luan, 2007) found that after controlling for a firm's past performance, 
independent outside director appointments had a significant positive impact on a firm's 
performance, and outperforming firms might have better performance but not significant when 
assigning outside directors due to their absorptive capacity. (Lam, 2008) suggested that the 
relationship between CEO duality and accounting performance was contingent on the presence of 
the family control factor. CEO duality was good for non-family firms, while non-duality was good 
for family-controlled firms. (Belkhir, 2009) Investigated the relationship between board size and 
performance and found a positive relationship between board size and performance, as measured by 
Tobin's Q and the return on assets. (Peng, 2010) Compared the moderating effects of CEO duality 
on the relationship between organizational slack and firm performance and found that there was a 
positive relationship between organizational slack and firm performance, and that CEO duality 
negatively moderated this relationship in SOEs, but positively in POEs. (Catherine M.Dalton, 2011) 
Found that CEO duality and composition of board had no impact on firm performance. 
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THE ABOVE REVIEW CAN BE SUMMARIZED AS FOLLOWS 


CEO Duality & Firm Positive Boyd(1995), Peng, Zhang, & Li(2007), Lam & Lee(2008), Peng, Li, Xie, & 
Performance Relationship Su(2010), Fosberg & Nelson(1999), Tian & Lau(2001) 
Negative Boyd(1995), Lam & Lee(2008), Rechner & Dalton(1991), Elsayed( 2007), 
Relationship Peng, Li, Xie, & Su(2010), Kato & Longa(2006), Judge, Naoumov, & 
Koutzevol (2003 ) 
No Relationship _| Abdullah(2004), Dalton & Dalton(2011 ), Baliga, Moyer, & Rao(1996) 
Independent Directors & | Positive Matolcsy, Stokes, & Wright(2004), Luan & Tang(2007) 
Firm Performance Relationship 
Negative Kiel & Nicholson(2003), Chen, Cheung, Stouraitis, & Wong (2005) 
Relationship 
No Relationship _| Abdullah (2004), Dalton & Dalton(2011 ) 
Board Size & Firm Positive Kiel & Nicholson(2003), Dalton, Daily, Johnson, & Ellstrand(1999), 
Performance Relationship Belkhir(2009) 
Negative Yermack(1996), Eisenberg, Sundgrenb, & Wells(1998), Cheng(2008) 
Relationship 
No Relationship __| No Study 
OBJECTIVE OF THE STUDY 


e To study the existing literature and to know the relationship between the Board of directors, 
Independent directors and CEO duality and firm performance. 


e To study the relationship between the firm performance and some characteristic of corporate 
governance for selected Indian firms. 


RESEARCH METHODOLOGY 


The industries selected for the study were Auto, Information Technology, Oil & petroleum, 
Pharmaceuticals & Drugs and Telecommunication. The top five companies in each of the selected 
industries in terms of profits were selected. Annual reports of the selected companies were studied to 
collect the secondary data and major information relating to board size, number of independent 
directors and dual responsibility status of CEO was extracted. Descriptives were calculated for the 
variables under study and correlation was computed to analyze the relationship between those 
variables. In order to test the significance of the relationship Regression analysis was done. 
Descriptive were calculated for the necessary variables. Correlation was used to analyze the 
relationship between the variables. Regression analysis was used to test the significance of the 
relationship. 


DATA ANALYSIS & FINDINGS 
Table 1: Companies and Industry Groups Selected for the Study 


Group Industry Company Names 
Maruti Udyog 

Tata Motors 

Bajaj Auto 

Mahindra & Mahindra 
Ashok Leyland 

Wipro Technology Ltd. 
TCS 

Infosys 

Tech Mahindra 

Oracle 

Bharat Petroleum 
Hindustan Petroleum 
Essar 

ONGC 

Indian Oil Corp. 

Cipla 

Dr.Reddy's 

Lupin 

Ranbaxy 

Sun Pharma 

Airtel 

Idea 

Reliance Communication 
Tata Tele services 
BSNL 


Auto Automobiles 


IT Information Technology 


Oil & Petroleum Oil Exploration/ Drilling/Refining 


Pharma Pharmaceuticals & Drugs 


Telecom Telecommunication 
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Table 2: Descriptive Statistics 


Minimum Maximum Mean STD. Deviation 
ROA -0.083 0.29 0.083 0.09 
Board Size 5 19 12.52 3.11 
No of Independent Directors 2 11 5.72 2.78 
Proportion of Independent Directors 0.00 0.80 0.46 0.21 
CEO Duality (dual=1, separate=0) 0 1 28 0.46 
Table 3: Correlation Matrix 
Variables 1 2 3 4 5 6 7 

1 Log value of total assets 1 

2 Log of total assets squared 999" 1 

3 ROA 475" -465" 1 

4 Log of Sales 056 061 075 1.00 

5 Board Size 428° 434° 004 0.24 1 

6 Proportion of Independent Directors -051 -055 261 0.02 -173 1 

7 CEO Duality 301 308 028 -0.29 303 -280 1 


INTERPRETATION 


It may be observed that in the correlation matrix that the board size and CEO duality are weakly 
correlated with financial performance where as proportion of independent directors has a positive 
correlation with financial performance. This implies that the firms are unable to utilize the pool of 
management talent provided by a large board size as well as to take advantage of unity of command 
arising out of CEO duality but at the same time the firms are able to minimize agency costs by 
employing independent directors in the board. 


Table 4: Regression Results 


Variables Regression Model 1 Regression Model 2 Regression Model 3 
Coefficient | p-value Coefficient p-value Coefficient p-value 
Board Size 0.007 0.190 0.007 0.235 0.005 0.345 
Proportion of Independent directors 0.149 0.075* 0.152 0.072* 0.154 0.075* 
CEO Duality (duality=1, separation=0) 0.046 0.231 0.042 0.280 0.052 0.233 
Log of assets -0.127 0.003*** -0.853 0.302 -0.788 0.353 
Log of assets squared _ = 0.080 0.378 0.073 0.435 
Log of sales _ 2 _ _ 0.037 0.565 


INTERPRETATION 


In all the three models board size and CEO duality are positively correlated with financial 
performance but this correlation is very weak and is statistically insignificant, hence their influence 
on firm performance is very less. On the other hand, proportion of independent directors is 
positively correlated with financial performance and is statistically significant at 1 percent. This 


finding reinforces the belief that the autonomy of board helps reduce agency costs for a firm. 


Table 5: Descriptive Statistics: Control Variables 


Minimum Maximum Mean Median Std. Dev. 
‘Total Assets 6919.1 209860 48959 38627 51449.8 
ILog of Total Assets 3.84005 5.32193 4.4743 4.58689 0.45258 
Sales 6977.5 96737 41495.6 40155.6 22716 
Log of Sales 3.8437 4.98559 4.54251 4.60375 0.282 
INTERPRETATION 


This table gives the descriptive statistics for the control variables. Since the mean and median of the 


control variables do not differ significantly, there was no need to test the relationship further. 


FINDINGS & CONCLUSION 


It is found that CEO Duality has a weak positive correlation ship with the financial performance of 
the firm. The proportion of independent directors is also positively correlated with financial 
performance indicating that more the number of independent directors in the board, better is the 
financial performance of the firm and better is firm management. 
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Abstract—The goal of this study is to analyze the existence of relationship between stock returns and the two major 
determinants of their intrinsic value. t.e., expected earnings and discount rate varying over various business cycle stages. 
The results of the study are based on regression analysis using Newey-West (1987) method of correcting OLS Standard 
errors and are consistent with DeStefano (2004). The results suggest that time varying mean reverting pattern in actual 
stock returns and its determinants can be explained over various business cycle stages. 
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INTRODUCTION 


The relationship between stock returns and business cycles though weaves a complex pattern, but it 
still gives meaningful insights for the researchers, academicians, government, investors and 
forecasters. The studies on the relationship between stock returns and business cycle are well 
documented in global context but its dossier in Indian context is completely missing. Participants of 
financial markets looks into various macroeconomic indicators and policies which further probe 
insights into phases of business cycle, viz., expansionary and recessionary phases. The study of such 
phases is indispensable as it works as an early signal of economic recession which helps in timely 
introduction of countercyclical stabilisation policies thereby serving as a tool for business condition 
analysis and prediction. Developed economies widely use business cycle analysis which proves to be 
most effective if the economic activities are channelized through organised sector. The availability 
of data on economic variables on a monthly and quarterly basis enables developed nations for such 
analysis over a long period of time. In the light of the changing structure, enhancement of organised 
business sector, surge in economic activities, opening up of Indian economy with the world 
economy and increased market orientation has increased the relevance of the business cycle analysis 
in India too; as it helps in analysing the current state of the economy with the help of coincidental 
economic indicators and forecasting of the future state with the help of analysis of leading and 
lagging economic indicators. 


The objective of this study is analyze the existence of relationship between stock returns and the 
determinants of their fundamental values varying over various business cycle stages, i.e., 
considering a follow-up of the coincidence between movements of expected earnings and discount 
rates with the business cycle and its various stages in the Indian context. In order to investigate the 
behaviour of Indian stock market, business cycle is divided into two major phases: expansionary 
phase and contractionary phase or recessionary phase. These two phases are further bifurcated into 
four stages: early expansionary stage (stage I), late expansionary stage (stage II), early recessionary 
stage (stage III) and late recessionary stage (stage IV). Breaking up of business cycle in stages helps 
in explaining the broad movements in stock returns and its determinants between stages and effects 
within the business cycle stages. 


The remaining sections of this study are structured as follows. Section 2 defines business cycles 
and its stages in details. Section 3 articulates the related literature on the relationship between stock 
returns and business cycles. Section 4 incorporates detail of the data, data sources and time-period. 
Section 5 throws light on the methodology and introduces econometric specifications. Section 6 
shows the empirical results how determinants and stock returns vary across business-cycle stages. 
Section 7 highlights effects of determinants within the business-cycle stages. And lastly Section 8 
concludes. 


DEFENITION AND STAGES OF BUSINESS CYCLE 


The National Bureau of Economic Research (NBER) has pioneered the work of business cycle. In 
1946, Wesley Mitchell and Arthur Burns coined the most acceptable and till date workable 
definition of business cycle as follows: 
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“Business cycles are a type of fluctuations found in the aggregate economic activity of nations 
that organise their work mainly in business enterprises. A cycle consists of expansions occurring at 
about the same time in many economic activities, followed by similarly general recessions, 
contractions, and revivals which merge into the expansion phase of the business cycle; this sequence 
of changes is recurrent but not periodic; in duration business cycles vary from more than one year to 
ten or twelve years; they are not divisible into shorter cycles of similar character with amplitudes 
approximating their own”. (Burns and Mitchell, 1946) 


Moreover, Burns and Mitchell (1946) focussed on the cycles, abstracting from noncyclical 
temporal differences. The authors established NBER reference dates for the business cycles.i.e., they 
provided the specific dates of expansionary and recessionary phases. 


On the basis of the study by Burns and Mitchell (1946), business cycles are majorly divided into 
two phases: expansionary phase and contractionary or recessionary phase, in which, former begins at the 
trough date and ends at the peak date whereas later begins at the peak date and ends at the 
trough date. 


And for the purpose of conducting this study as already mentioned, these two phases are further 
bifurcated into four stages: early expansionary stage (Stage I), late expansionary stage (stage II), 
early recessionary stage (stage III) and late recessionary stage (Stage IV).Stage I start at the trough 
date and continue till one-half of the expansionary phase. Stage II begins from the second half of the 
expansionary date and ends at the peak date. Stage III initiates at the peak date and continues 
through the one-half of the contractionary phase. Stage IV consists of second half of the 
contractionary phase and concludes at the trough date. 


In this study, business cycle has been represented by IIP growth cycle. The following figure 1 
below shows various business cycles experienced by India during period of April 1997 to 
March 2013: 


Fig. 1: IP Growth Cycle Representing Business Cycles in India 


On the basis of rules laid down by Bry & Boschan (1971) and Artis et a/. (1995) business cycles 
has been identified, it can be seen that there are several business cycles but one of the most 
prominent business cycle that can be used for the purpose of this study ranges from May 2001 to 
December 2008. The expansionary phase of this cycle ranges from May 2001 to September 2006 
and its contractionary phase ranges from September 2006 to December 2008. And these stages can 
be further divided for the analysis accordingly. 


Understanding of business cycles cannot be underestimated as it gives forecasting framework to 
analyse the behaviour of securities markets. The business cycle model helps in predicting the way in 
which securities reacts whenever new information arrives in the market. The study further enables 
policymakers, academicians, researchers, managers and investors to make timely decisions in view 
of the prevalent economic scenario. 
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LITERATURE REVIEW 


Literature on the relationship between stock returns and business cycles is moderately rich in the 
global context but its evidence in the Indian context is missing. Moore (1975) finds that cyclical 
upswings and downswings in the stock returns are accompanied by cyclical ups and downs in the 
growth cycle. Fama and French (1988) study shows time-varying mean reverting patterns in three to 
five years in the stock returns over different business conditions. Empirical results of the study 
conducted by Renshaw (1993) suggest that business cycles and economic variables have statistically 
significant forecasting ability and predictive power to forecast stock returns. Whitelaw (1994) 
concludes that conditional volatility and business cycle conditions can serve as a forecasting 
framework to predict stock returns. Hamilton and Lin (1996) concluded that economic recession 
accounts for over 60% of the variance in stock returns. Bolten and Weigand (1998) examined the 
relationship between stock returns and business cycle based on the dividend discount model and the 
study concluded that changes in the stock returns are derived from the changes in the corporate 
earnings and interest rate. Similarly, DeStefano (2004) study is based on dividend discount model 
and results of the study propose that expected stock returns vary inversely with the business cycle. 


DATA 


In this study, business cycle is represented by monthly IIP (Index of Industrial Production) growth 
cycle whereas monthly returns of the CNX Nifty index (SR) are used as proxy to represents stock 
returns. As already mentioned, the major objective of this study is to examine whether stock returns 
and its determinants of intrinsic value based on dividend discount model vary over various business 
cycle stages. Based on the dividend discount model, the two major factors of a stock fundamental 
value are expected earnings (ER) and a discount rate (DeStefano, 1994). Therefore, for the purpose 
of conducting this study discount rate is measured using monthly yield on 364 treasury bills (YTB) 
and yield on 10 years government bond (LYB). The data of this study is purely secondary in nature 
and its frequency is monthly. The data sources of the study include Bloomberg, RBI and CMIE 
Economic outlook. Initially, the period of the study taken into consideration was April 1997 to 
March 2013, but in order to select the business cycle of the longest time-length, the time-period of 
the study has been reduced to May 2001 to December 2008. This time-period selected for the 
purpose of conducting this study has been based on rules laid down Bry & Boschan (1971) and 
Artis et al. (1995). 


METHODOLOGY AND ECONOMETRIC FRAMEWORK 


As already mentioned the study divided business cycle into four stages. These stages are divided on 
the basis of the expansionary and recessionary phases. The time period of the various stages can be 
classified as follows: Stage I (May 2001 to April 2003), Stage II (April 2003 to Sep 2006), Stage ITI 
(Sep 2006 to Oct 2007) and Stage IV (Oct 2007 to Dec 2008). The objective of the section 6 is to 
empirically test and present a broad framework of how stock returns and its factors.i.e., expected 
returns and discount rate, respectively vary over various business cycle stages whereas Section 7 
investigates to what extent average stock returns gets affected with the changes in its determinants 
over various stages of business-cycle. Much of the work of this study is based on DeStefano (2004). 


Importance of business cycles can be seen in the fact that investors takes into consideration 
stages of business cycle in order to form expectation about future earnings. Therefore, it can be 
assumed that rational investors anticipate next stage of the business cycle based on the current stage 
and according forms expectation about future earnings. On the basis of the above assumption, four 
hypotheses can be generated: 


H, : Stock returns are positive during the early expansionary stage. 


H, : Stock returns decrease close to zero or becomes negative as it reaches later expansionary 
phase. 


H; : Stock returns become highly negative in the early recessionary stage. 


Hi, : Stock returns are positive during the late recessionary stage. 
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ECONOMETRIC FRAMEWORK 

In order to investigate the relationship between stock returns and its determinants over different 
stages of business cycles, the study makes use of regression technique. OLS (Ordinary Least Square) 
estimator is used to calculate the value of coefficients. Each series in level form has been regressed 
on the four stages of business-cycle. And separate regression is run for each stage. Moreover, in 
order to incorporate the important assumption of OLS estimator and come up with best regression 
model, Newey-West (1987) method of correcting OLS standards errors has been applied. 


EMPIRICAL RESULTS OF STOCK RETURNS AND 
ITS DETERMINANTS ACROSS BUSINESS CYCLE STAGES 


This section shows the empirical results of the effects of four business cycles stages on stock returns 
and its determinants separately. Firstly, we have regressed yield on 10 years govt bonds (LYB), yield 
on 364 t-bills (YTB) and expected returns (ER) on the four business-cycle stages. Each series in each 
stage has been regressed separately. The following table 1 below represents the results as follows: 


Table 1 

Stages LYB YTB ER 

Stage I -1.08° -0.01 -0.28 
(-2.59) (-0.02) (-1.71) 
Stage II 2.01° -1.29" 0.22° 
(3.03) (-1.71) (3.35) 

Stage IIT -9.63° 4.50" -0.20 
(-2.87) (1.99) (-0.80) 
Stage IV 7.24 -5.32° 0.32" 
(3.25) (-2.54) (2.95) 


“Shows 5% level of significance, Shows 10% level of significance 


According to results of the above table 1, it can be concluded that expected returns varies 
through the four stages of business-cycle. It can be seen that expected returns though not significant 
in the stage I and Stage III but the expected return are negative during these stages. Expected returns 
in the Stage II and Stage IV are significant and positive. 


On the basis of the regression results, we can further conclude that both long-term and short-term 
discount rate also gets affected by business cycles and they are very much statistically significant. 


As already mentioned, the second part of this section explains the change in average stock 
returns represented by monthly returns of CNX NIFTY over various business-cycle stages. The 
following table 2 shows the results as follows: 


Table 2 
Stages CNX NIFTY R? 

Stage I 0.05 0.01 
(0.27) 

Stage II 0.00 0.00 
(0.00) 

Stage III -0.04 0.00 
(0.11) 

Stage IV 0.49 0.14 
(-2.77) 


The results of the above table 2 represent the regression results of average stock returns varying 
over four business-cycle stages. Though the R’ of the four regression equation is highly low showing 
that results are not significant but still the coefficients of the parameters are consistent with the 
hypothesis of the study, 1.e., stock returns are positive during the first stage of the business-cycle, 
returns are negative during the second and third stage of business-cycle and stock returns are 
positive during the fourth stage of the business-cycle. 


Considering stock returns for CNX NIFTY during Stage I, early expansion, stock returns were 
predicted to be positive as the economic conditions were expected to be favourable by the investors 
in this stage and results are consistent with this assumption. In stage II, returns were considered to 
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be close to zero or negative by the investors as after these stage investors could forecast recession. 
Stage III gives negative return as its going through early recessionary phase economic profits 
decrease, unemployment rate increase. And lastly in Stage IV, positive returns can be explained 
with the fact that after this stage expansionary phase will persist. 


EMPIRICAL RESULTS OF DETERMINANTS WITHIN 
VARIOUS BUSINESS CYCLE STAGES 
This section examines the effects of determinants of stock returns within the various business-cycle 


stages and analyzes how these effects change over various business cycle stages. The following 
regression equation is taken into consideration: 


S, = a + B,LYB+ B, YTB+ B3ER+ & 


In order, to analyze the data of the above equation separate regressions are run for all the four 
stages, expansionary phase, recessionary phase and entire cycle. The results of the above equation 
are explained in the table 3 below: 


Table 3 
SR LYB YTB ER RX 

Stage I -0.60° -0.47 -0.24° 0.11 
(-0.90) (-4.84) (-1.11) 

Stage II 0.90" -1.06 0.017 0.03 
(1.52) (-1.55) (0.18) 

Stage III -2.64 1.28 -0.30° 0.22 
(1.76) (1.39) -(1.28) 

Stage IV 2.89* -2.37 0.11* 0.10 
(1.06) (-0.99) (0.89) 

Entire Cycle 0.01 0.03 -0.05 0.01 
(0.1) (0.07) (-0.75) 

Expansion 0.01 0.01 0.00 0.00 
(0.03) (0.01) (0.00) 

Recession 1.52 -1.07 -0.13 0.08 
(1.19) (-0.97) (-1.00) 


“Significant at 5% level. 


On the basis of the results of the above regression equation, the results of expected returns and 
long-term discount rate are significant and consistent with the results shown in table 1. It can been 
concluded that stock returns do gets affected by the long-term discount rate and expected returns 
over the various stages of business cycle. 


CONCLUSION 


The goal of this study is to present a framework and analyze existence of a relationship between 
stock returns and the determinants of their fundamental values varying over various business cycle 
stages, i.e., considering a follow-up of the coincidence between movements of earnings and discount 
rates with the business cycle and its various stages in the Indian context. The results of the study 
shows that broad movement in stock returns and its determinants can be predicted and analyzed 
over different stages of business cycles. In this separate regression for each business cycle stage has 
been run using Newey-West (1987) method of correcting OLS standard errors. 


Stock returns are positive during the early stage of expansion and decrease close to zero as 
expansionary phase reaches its later stage. Stock returns are negative during the early recessionary 
phase due to falling profits and increasing unemployment rate. And lastly, stock returns become 
positive in the last stage of the business-cycle. But the results also conclude that expected returns are 
poor representation of actual returns. 
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Abstract—ZJndian stock market has undergone tremendous change over the years. The research paper has been carried out 
to understand investor’s perception about stock market in the context of their trading preference, explore investor’s risk 
perception and satisfaction of the service obtained. The speculator invests for a short period for instant gains and his 
investment is based on market sentiments, inside information, through grapevine, tips and intuition. The financial 
organization on which I researched is Geojit BNP Paribas Financial services Ltd. In conducting my study, I have 
researched extensively to understand the satisfaction level of investors with their existing broker as well as awareness of 
competitor’s product among investors. I have used descriptive research as a tool of study. This study has been done mainly 
based on primary and secondary sources of data or information. The results showed that, those who have low financial 
literacy of the stock market and its options are significantly less likely to invest in stocks as well as they are satisfied with the 
existing broker and relatively less knowledge of competitor’s product. A discussion of the implications of these results and 
limitations are provided at the end. 


Keywords: Financial literacy, Equity, Stock Market, Trading, Grapevine 
OBJECTIVES OF THE STUDY 
1. To study the satisfaction level of investors with their existing broker. 
2. To study the awareness of competitor’s product among investors. 
3. To know the investors Preference regarding financial services. 


SCOPE OF THE STUDY 


Scope of the study consists of urban investors (200) and the geographical area is Ambala only. This 
study can exaggerate the knowledge of stock market as well as the awareness of financial products 
for various researchers 


RESEARCH METHODOLOGY 


Success of any work and getting results from that depend upon the research method used by 
the researcher. 


e Research Design: I have used descriptive research as a tool of study equity analysis. 
Descriptive research studies are those studies, which are, based on certain facts as well as 
individual and groups of situation. 


e Data Collection: | have used both of the Data i.e. primary data and secondary data for the 
research itself. Collection Data for Research: Primary Source: Personal Interview, 
Questionnaire, and Observation. Secondary Source: Book, Journal, Magazines, Reports, 
and Internet. 


e Data Analysis: After Data collection, various parameters have been used for the purpose of 
data analysis and information collected has been presented in different tables and on the 
basis of these tables analysis and interpretation has been made and the same has been 
presented in the form of bar diagram, doughnuts and pie diagrams. 


e Sample Size: 200. 

e Type of Question: close ended and open ended. 

e Instrument Used: Questionnaire, Personal Interview. 
e Area Covered: Ambala. 


e Type of Universe: finite. 


A Study on the Bubbles of Stock Market / 65 


LIMITATION 
Limitation in regard with the sample selection: 


e This study is limited to field research only for 200 investors in the stock market and 
conducted only in Ambala. The responses and subject to customer bias. 


e Amore extended geographical sample may show greater difference in perception. 
e Limited time to conducting the study. 


LITERATURE REVIEW 


Anna Scherbina, February 2013 in her research paper Asset Price Bubbles: A Selective Survey 
concludes that the fluctuations of the stock market are based on the ups and downs of the various 
markets. This paper generates a light to the studies related to the different aspects of the investors to 
the financial services availed or not. 


The new literatures is able to unlike the standard rational models and give directions that why 
the bubbles created and destroyed and on what grounds they will sustain and create as well as in 
what circumstances they burst because of the market risk in the future itself. 


The prevailing study provides a categorizer bibliography on the application of the techniques of 
multiple criteria decision making (MCDM) to the problems and issues of portfolio management. 
Various studies in the field of security analysis is based on the model of multiple criteria decision 
making to make all the decisions possible up to large extent. The main outcome for this paper is to 
present the utmost benefit of the MCDM model for the investors and the various problems faced by 
them to avoid the risk of the market and the ups and downs of the market. 


The main motto of the paper is not to exaggerate the equity issues of the developing countries 
but to provide the knowledge regarding the market scenario as well as the risk of the market. 


Fabozzi and Grant highlighted in their study that how to create, built and sustain the basket of 
different portfolios that is to avoid the market risk as well as to retain as a long term investor in the 
market. This inculcated the information regarding the strategic analysis of the portfolio 
management by the respective portfolio managers. We targeted the various key areas like portfolio 
management, security analysis, transaction and transnational analysis to give the right directions to 
the right investors at the right time by right ways for the profitability purpose. 


With this concise information of different literatures this have been concluded that to fill the 
knowledge gaps of the investors of the developing countries in the present scenario we must fulfill 
the research gap as risk prevail in the market is as prolonged. To fill this type of gaps, various 
researches took place and more researches are in the pipeline. We further in our study took one 
company and did the research on the aspect of the investors. This research will also provide some 
specific information that is to be gather for the further market scenario and for this few information 
is needed at different levels of the societies for which the data collection and survey has been done 
and provide some information to avoid the market risk and maintain the portfolios of different types 
of investors. 


Tom, 21 May The Basel II Accord exaggerates the crux to make the guidelines for calculating the 
capital requirements for credit risk portfolios. It usually depends on the social and economic 
environment that why the capital is required for the market risk. So it is not very surprising 
component because it defines the correlations between the risk and the capital itself. 


Basel II examines the value for which they set the range for the overall asset correlation from 8 
to 24%, the actual value depends on the various corporate characteristics. According to the Basel II 
they use the month wise data to calculate asset correlations. To know the asset prices moves up and 
down the calculation of the pricing are really very must because the share price have the direct 
correlation with the bull and bearish trend of the stock market. 
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According to Morgan Stanley's Dictionary of Financial Terms the term portfolio management is 
a wider term to understand and manage. So we have to define the term portfolio first like Morgan 
Stanley’s explains “If you own more than one security, you have an investment portfolio. You build 
the portfolio by buying additional stocks, bonds, mutual funds, or other investments. Your goal is to 
increase the portfolio's value by selecting investments that you believe will go up in price.” 


GEOJIT FINANCIAL SERVICES LTD. IS TRADING CUM CLEARING MEMBER AT NSE 


To retain different type of securities in a bunch is portfolio and the prevailing risk of the securities 
lies with that. The investor should realize the returns from each of the security and the expectation 
level from the portfolio. The investor is affected by different outcomes like the price or dividend 
(interest). There are several risk which is linked to the investor portfolio like internal risks strikes, 
management policies, etc way. On the other hand there are several non systematic risks which are 
evolving in the market and the investor has to manage by having the bifurcated portfolio by various 
companies, industries and groups because if they segregated the securities in this manner they can 
easily hedge and recover the loss. Because if in any one of the security gives loss, the other security 
from the same portfolio will recover. As the hedging proves to be the one of the best possible 
outcome to avoid the risk of the portfolio. So, the systematic and the unsystematic risk which are 
prevailing in the scenario can be diversified in different ways. 


RISK MANAGEMENT 
Systematic risks can be avoided by different ways: 


This type of risk can be diversified and overcome by using the financial instruments like 
derivative which are used to manage the external risk. Futures contracts and Options contracts are 
two of the many derivatives instruments, which are very much in use in overall corporate and 
industry structure. To hedge the portfolio of the investor the stock index future plays an immense 
role. If the investor goes for the hedging itself, the investor may avoid the risk in many ways that is 
equal to and opposite of one's cash market position to protect the cash position against loss due to 
price fluctuations. The bubbles of the stock market reveals in many ways by the bearish and the 
bullish trends and can be avoided by the hedging there can be Hedgers and speculators in the stock 
market. Speculators assume the risk that is transferred by hedgers. While the motive of the 
speculator is profit, speculators do provide an essential element to the marketplace--liquidity--that 
enables the hedger to buy or sell a large number of contracts without adversely disrupting the 
market. (geojitbnpparibas.com) 


Index Futures serves as the best alternative? 

e As the Stock Indices are treated as a mirror for all the market movements. 

e Each of the security in the portfolio depends on the movement of the index. 
e The index movement risk could be hedged by using index futures. 


e When the Index risk is hedged; only portfolio stocks specific risk remains. 


Table 1: Percentage of Investor’s Investment in Mutual Fund 


No. of Respondents Percentage of Respondents 
Less than 10% 5 10% 
10% to 25% 9 18% 
More than 25% 36 72% 
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No of Respondents 


to 25% 10% 
18% 


Fig. 1: No of Respondents 
Table 2: Distributor’s Evaluation of best AMC in terms of Returns 


No of Respondents Percentage of Respondents 
ICICI 15 30% 
HDFC 4 8% 
Templeton 18 36% 
Birla 14 28% 


BIRLA ICICI 
27% 29% 


TEMPLETON 
36% 


Fig. 2 
Table 1: Table Showing Investor’s Awareness of Minimum Amount, Which can be Invested in Mutual Fund 
Investor’s Awareness Investors (%) No of Respondents 
Aware 84 42 
Not Aware 16 8 


Most of the investors are aware of the fact that one can invest as little as Rs.500 either once or 
on recurring monthly basis. Very few of them, who were investing in the mutual fund for the first 
time were not aware of the above fact. 
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Investors(%) 


O Aware 
Not Aware 


Not Aware 
Fig. 3 
Table 2: Table Showing Investor’s Awareness of Redemption Period of Mutual Fund Schemes 
Investor’s Awareness Investors (%) No of Respondents 
Aware 94 47 
Not Aware 6 3 


Most of the investors (95 %) are aware of the fact that Mutual Funds can be redeemed very 
easily within a couple of days after the request. Very few of them, who were investing in the mutual 


fund for the first time were not aware of the above fact. 


O Aware 
B Not Aware 


Not Aware 


Fig. 4 


Table 3: Table Showing Investor’s Awareness of the Fact that mf’s Offer Lesser Risk as 


Compared to other Direct Investment Options 


Investor’s Awareness Investors (%) No of Respondents 
Aware 54 27 
Not Aware 16 8 
Can’t Say 30 15 


It is clear from the above table that about half of the investors are aware that mutual Funds offer 
lesser degree of risk as compared to other direct investment options. Rest of the investors are either 
not aware or are doubtful. 
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Fig. 5 
Table 4: Table Showing Investor’s Perception of Benefits of Mutual Fund Investments 
Benefits Total Scores 
Professional Management 180 
Diversification 340 
Liquidity 340 
Market Related Returns 450 
Tax Benefits 190 


Above table clearly shows that investors have given maximum scores to market related returns 
for being the best benefit of mutual fund investments. ‘Diversification’ and ‘liquidity’ have scored 
second largest scores. 


CONCLUSION 


The Indian Capital Market has come a long way, the scams of early 90’s to the 2100 mark; this is a 
huge growth for Indian Capital market. And for this SEBI had played a great role Like 
dematerialization of stocks, importance of broker, brokerage firms, short selling, etc. And for this 
growth some brokerage firm has played a good role one of them is Geojit. 


The financial distress of the stock market is because of the investors choosing the low profile 
companies which are there for sometime in the market and after that it seems to be vanished. So the 
investor has to choose the companies after checking the track record and the financial position so 
that the value of the shares will be increasing for long term. 


The economy plays a vital role in the ups and downs of the market like the GDP or the dollar 
value which directly influence the stock market and the intellectual level of the investors. Like wise 
global effect i.e. NASDAQ movements or the FII’s also affect the stock market as well as the 
purchasing power parity of the investor. Bubbles of the stock market exaggerates because of the 
financial position of the companies, industries or overall sectors, which may lead to the crash of the 
market up to some extent. The change of the rules, regulations or overall change in the government 
plays a dynamic role to change the stock market scenario and the intellectual of the investors that is 
whether to invest or not, or whether to retain in the market or exit. The geographical factor also 
affect the stock indices direction like the rain or the flood. The political pressure lead a role for the 
NSE and BSE indices to move in the upward direction or in the downward direction that is either 
the bullish trend or the bearish trend, which may cause the fluctuations for the whole economy. 


Validity: It consists of various types of validity like, conclusion, internal, construct and external. 


1. Conclusion Validity: This is the most important type of validity with regard to this study. 
The reason is that the study attempts to form a conclusion about a relationship. 


2. Construct validity describes how well the study operationalised and measured the abstract 
concept of financial distress. 
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3. The study lacks extensive external validity. The study's results can be acquaintance only 
through the private limited companies. Other than this limited cross-sectional 
generalisability, the study's results can be extended neither to public limited companies nor 
to any type of company operating abroad. One of the important way for the investor aspect 
is to be stick on the return or the return on equity. By comparing the returns generated to the 
shareholder's equity, an investor can easily calculate that how much cash is created from the 
existing assets. If the return on equity is 20%, for instance, then twenty cents of assets are 
created for each dollar that was originally invested. Every addition in the investment can 
positively increase the asset side of the balance sheet. 


To conclude, the investor who buys low-to medium-valued companies of medium to high 
quality where they have certain information about the financial status or the expectations of the 
returns some kind of knowledge about the company and who have reasonable expectations about 
annualized returns as compare to the last decade will probably do quite well, regardless of the 
market environment. In the Buy & Hold Apocalypse, in this type of the approach the investor 
should behave like an investor rather than the speculator because if the investor buy and hold the 
shares for long time of the well reputed company he will definitely get the remarkable returns. 


If we will concentrate in the past decades and hold the shares for long term they really gives 30 
to 40 % returns in very less time. 


Last but not the least the bubbles of the stock market exaggerates the ups and downs of the stock 
market and in this study we came to know to how we can swap our stocks and manage our 
portfolios with the help of different options in the financial market to overcome this dilemma. The 
main crux is that we can do hedging in our portfolio by compiling the different bunch of securities 
in the same basket that is to avoid the risk. And to adapt the approach of Buy and hold for as much 
as possible or up to the remarkable profit lines. As well as to choose the financially sound 
companies which will give more and more profits in short and long term. So, the bubbles of stock 
market can create the positive aura in our financial world. 
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QUESTIONNAIRE 
Q1: What do you consider the mutual fund as a best investment? 


Q2: How would u rate the finance companies to give the maximum returns after charging the 
AMC? 


Q3: What minimum amount can u invests in mutual funds investments? 
Q4. How much u aware about the different investment schemes? 


Q5: Are u aware of the redemption period of mutual funds schemes that are provided by 
different companies? 


Q6: How do u considers the risk as compared to other investor’s awareness of the fact that 
mutual funds offer lesser direct investment options? 


Q7: How do u perceive the benefits of mutual fund investments as a long term? 
Q8: How will u manage your portfolio, will you include: 

e Short term investment. 

e Long-term investment? 


Q9: What do u think that sock market investments are: 


e Risky 
e Very risky 
e Less risky 


Q10: Which is the best investment option for the long-term benefit? 
Q11: Your preference of investing in equity market: 

e Cash 

e Derivatives 

e Mutual funds 

e ETF 
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Abstract—Repo rate place important role in managing the liquidity with in the economy via financial institutions, 
During economic fluctuation, policy rate variation is the most efficient tool in the hand of policy makers to maintain 
equilibrium and stability. These policy rate movement have parallel impact on various sectors of the economy. In some 
segment, they are directly rated, in some other indirectly via some channel. The BSE banking index slipped over 2% on 25 
oct. 2011 after the Reserve Bank of India (RBI) raised the repo rate by 25 basis points to 8.5%. The Reserve Bank of India 
(RBD) also deregulated the savings bank deposit interest rate with immediate effect. 


In this study an effort has been made to identify the association between policy rate and banking index. The sample data 
covers a period from Jan, 2002 to Dec,2012. Repo Rate and Database on Indian Economy is collected from the web portals 
of Reserve Bank of India (RBI), For the analysis, unit root test followed by co- integration is used to examine the long- term 
relationship between repo rate and banking sectoral index (BANKEX). The vector auto regressive (VAR) model and 
Granger causality test is to inspect the dynamic inter relationship between repo rate and BANKEX. The result suggests the 
rate repos variation has no significant impact on banking index. 


Keywords: LAF, Sensex, Repo Rate, BANKEX, VAR, Granger Causality 


INTRODUCTION 


Repo rate place important role in managing the liquidity with in the economy via financial 
institutions, During economic fluctuation, policy rate variation is the most efficient tool in the hand 
of policy makers to maintain equilibrium and stability. Repo is agreement between two parties in 
which one party sell securities with the promise to repurchase the same at predefined date at 
repurchase price that includes some returns too. Government securities are primarily used in these 
transactions. Repos are used by an institution for managing short-term liquidity fluctuations and not 
for funding general balance sheet. However, institutions may use the facility to fund leveraged 
position taking in various securities. Repos are broadly divided in four categories 


a) Classic Repo 

b) Buy-Sell Back Repo and 

c) Securities Lending for a fee and 
d) Tri-party Repo. 


In Classical repo securities are sold with a promise to purchase at pre-decided future date at the 
same price and interest payment are made separately. Buy/sell-back repo involves two separate 
transactions with different legal and accounting treatment. In Tripartite repo, a third party works as 
a custodian/clearing agency for clearing and final settlement of transaction. These kind of 
transaction are used for poor credit rating client. Term,open and overnight are three categories of 
repo agreement. Maturity with single day are referred as overnight repo. Repo with more than one 
day are referred as term repo. In open repo both parties have a right to close their position each day. 


These repo rate are the safest monetary policy tool for controlling liquidity with in the system. 
Repo rate movement have a parallel impact on various sector and segment of the economy. It is 
directly related with some segment, with some others in-directly associated via some channel. 
Security market also Reflect the parallel the movement with policy rate variation. It is debatable 
issue,, is it directly related otherwise related via interest rate channel? These policy rate also provide 
platform for setting other rates (bankrate, interesert rate). 


PURPOSE OF THE STUDY 
The purpose of this analysis is related to identify association of BANKEX with repo rate variation. 
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RESEARCH METHODOLOGY 


SAMPLING DESIGN 


a. The study encompasses the BSE banking Sectoral Index (BANKEX) and policy rates 
(repo rate). 


b. Data for BSE banking Index (BANKEX) is judgment sampling. 
STATISTICAL DESIGN 


a. Secondary data related to BANKEX and repo rate is collected through web portals of BSE 
and data related to policy rate is collected through the RBI web portal. 


b. Data for analysis is composed from Jan2002-Dec2012. 


c. Statistical measures like Augmented Dickey-Fuller Test, VAR & Granger Causality Tests 
have been used through E-Views’7. 
METHODOLOGY AND ANALYSIS 


This study investigates the association between repo rate and banking sectoral index (BANKEX) for 
India during the period Jan 2002-Dec2012. 


To check the stationary properties (unit roots) of time series ADF test (Augmented Dickey- 
Full 1979) is employed. First difference regression of the series can expressed as- 


Pj 
Ay; = ay jt-1 t+ ) By Ay iti + & 
i=] 
The test for unit root is conducted on the coefficient of (y;,) in the above equation (eq*-1). 


Hypothesis of a unit root is rejected if the coefficient is something different from zero. Null 
hypothesis rejection reflects stationary. 


To avoid any scope of spurious regression long-run relationship, series are analyzed for co 
integration through Johansen (1988) co-integration test. 


According to Granger (1969), if variable Y forecast other variable X, that means Y Granger- 
causes X. If Y causes X and X does not causes Y, this is unidirectional causality. If Y does not cause 
X and X does not cause Y, both the variable are s independent. 


For Granger analysis, autoregressive with lag length q (or p) estimate following model- 
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Hassapis et al. (1999) illustrate that in absence of co-integration, the route of causality is 
determined via standard F-tests in first differenced VAR. The VAR in first difference can be 
defined as: 
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EMPIRICAL RESULTS 


Table 1 estimates the Dickey—Fuller (ADF) test in levels, first differences with an intercept, with 
intercept and trend and with no intercept or trend. The analysis is performed on 5 % significance 
level, with MacKinnon Critical Values (MacKinnon, 1996). Lag length was determined through 
Schwarz Information Criterion (Schwartz, 1978). At 1st differences both the variable (repo rate and 
BANKEX) are stationary at 5 percent significance level. Results presents the unit root test with 
intercept and trend but at Ist differences, variables is integrated of order one. These are stationary at 
1st differences. So, as per the result all (two) variables are integrated of order one i.e. I (1). 


Table 1 
Variables Test with Intercepts Test with Intercepts and Trends | Test with no Intercepts or Trend 
Level 1st Difference Levels 1st Difference Levels 1st Difference 
Repo Rate -2.4215 -8.181978* -2.37701 -8.264305* -0.43908 -8.212594* 
Banking Index | __-0.64789 -10.80693* -2.81719 -10.77692* 1.063592 -10.64568* 


Note: * denotes significance at 5%. 


Table 2.1 & Table 2.2 show the results of Johansen co-integration test. Maximum eigen value 
and trace tests accepts null hypothesis of no co- integration at the 5% significance level. Thus, 
analysis suggests, no relationships exists between both the variables at 5% percent significance level. 


Table 2: Unrestricted Co-integration Rank Test (Trace) 


Null Hypothesis Eigen Value Trace Statistic 0.05 Critical Value Prob.** 
None 0.082242 10.60792 15.49471 0.2368 
At most 1 0.014152 1.510833 3.841466 0.2190 

Trace test indicates no co-integration at the 0.05 level 
* denotes rejection of the hypothesis at the 0.05 level 
**MacKinnon-Haug-Michelis (1999) p-values 
Table 3: Unrestricted Co-integration Rank Test (Maximum Eigen Value) 
Null Hypothesis Eigen Value Max-Eigen Statistic | 0.05 Critical Value Prob.** 
INone 0.082242 9.097085 14.26460 0.2782 
|At most 1 0.014152 1.510833 3.841466 0.2190 


Max-eigen value test indicates no co-integration at the 0.05 level 
* denotes rejection of the hypothesis at the 0.05 level 
**MacKinnon-Haug-Michelis (1999) p-values 


As per the Johansen co-integration test, no relationship exists among both the variables. So, 
VAR(vector auto-regression) model is preferable over ECM (error correction model).Application of 
VAR results following system of equations- 


Repo_rate = c (1)*repo_rate(-1) + c(2)*repo_rate(-2) +c(3)*banking_index (-1) + 


c(4)*banking_index(-2) + c(5) 


Banking_index = c(6)*repo_rate(-1) + c(7)*repo_rate(-2) + c(8)*banking_index (-1) + 
c(9)*banking_index(-2) + c(10) 


Table 4: Coefficient Table 


Coefficient STD. Error T-Statistic Prob. 
C(1) 1.248491 0.085596 14.58584 0* 
C(2) -0.288651 0.085477 -3.37695 0.001* 
C(3) 1.39E-06 3.15E-05 0.044175 0.9648 
C(4) 1.02E-05 3.16E-05 0.324028 0.7465 
C(5) 0.19647 0.145979 1.345881 0.1808 
C(6) 160.6494 242.3878 0.662778 0.5087 
C(7) -269.9271 242.0494 -1.11517 0.2669 
C(8) 1.008151 0.089189 11.30349 0* 
C(9) -0.023636 0.089416 -0.26434 0.792 
C(10) 959.0713 413.3774 2.320086 0.022* 


*denotes significance at 5% 
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VAR analysis results reflects that there is no relation exists between the repo rate and banking 
sectoral index. 


Granger causality test is employed for investigating the bilateral or unidirectional causal links 
between the variables. 


Table 5: Pair-wise Granger Causality Tests 


Null Hypothesis: Obs F-Statistic Prob. 
REPO_RATE does not Granger Cause BANKING INDEX 130 2.28002 0.1065 
BANKING INDEX does not Granger Cause REPO_RATE 2.03171 0.1354 


Test statistics accepts the null hypothesis and justifies both repo rate and banking index are 
statistically independent. 


CONCLUSION 


Policy rates are employed by central bank to adjust liquidity within the system. Results of the 
analysis reflects, no association between banking index and repo rate. If there is any movement in 
banking index with parallel change in repo that may be via interest rate route. Because policy rate 
provides platform for setting different other rates (interest rate, bank rate etc.).No relation between 
the variables set directions for the institutional and retail investors that they need not to consider 
repo variation before making investment in banking securities 
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Abstract—Financial inclusion is a multi-dimensional concept which involves two basic elements viz. access and use of 
financial/banking services. The benefit of financial inclusion can be reaped only when there is adequate access and 
corresponding usage of banking services. There are several barriers to financial inclusion and lack of financial literacy or 
awareness is one of the prominent barriers. It acquires greater significance since it could be an important factor for 
addressing the imbalance between access and usage of banking services. 


Therefore, this paper makes an attempt to study the level of financial literacy and usage of banking services among 
households in Fatehgarh Sahib District in the state of Punjab. A comprehensive questionnaire has been used to collect the 
primary data of 100 households, at random basis from 6 villages (with population above 2000) in the Fatehgarh Sahib 
district. This study is an endeavor to arrive at a deeper understanding about financial inclusion through an empirical 
research in a district in Punjab. A similar study can be carried out at a broader scale for assessment of Financial Inclusion 
in Punjab state as a whole. 


Keywords: Financial Inclusion, Financial Literacy, Access, Usage, Banking Services. 


INTRODUCTION 


Unrestrained access to public goods and services is the sine qua non of an open and efficient society. 
As banking services are in the nature of public good, hence, the availability of banking services to 
the entire population without discrimination is the prime objective of the public policy. In this 
regard, government of India is focusing largely upon the agenda of financial inclusion wherein 
banks take the lead in providing all ‘unbanked’ households in a district with bank accounts. 


The essence of financial inclusion is to ensure that a range of appropriate financial services is 
available to every individual and enable them to understand and use those services. Therefore, 
financial inclusion is defined as “the process of ensuring access to appropriate financial products 
and services needed by all sections of the society in general and vulnerable groups such as weaker 
sections and low income groups in particular, at an affordable cost in a fair and transparent manner 
by regulated mainstream institutional players” (Chakrabarty, 2011). Financial inclusion has the 
capability to unlock the unseen potential of savings, consumption and investment propensities of 
poor section of the society. It is a tool for poverty alleviation and income generation by providing 
unbiased financial opportunity and access to everyone in the society. 


NEED AND OBJECTIVES OF THE STUDY 


Financial inclusion is most often used in reference to bringing the ‘un’ and ‘under’ banked into the 
formal financial sector. Financial inclusion aims to take banking services to the doorstep of 
everyone to meet their entire savings, credit and remittance needs initially, and needs for all other 
financial products and services subsequently. It is multi-dimensional concept which involves two 
basic elements i.e. access and use of financial services. The benefit of financial inclusion can be 
reaped only when there is adequate access and corresponding usage of financial services. However, 
literature reveals that increased access to financial or banking services does not often lead to usage 
of those services (Cohen & Nelson, 2011; Ramji, 2009 and Singla, 2011). Access to banking services 
by the masses will have little or rather no positive impact on their lives until and unless they make 
proper use of those services. Access is a supply side variable as banks require to make banking 
services available to masses while usage is a demand side variable as its people who have to actually 
make use of those services. 


There are a number of challenges towards financial inclusion which can be classified as 
demand-side barriers and supply-side barriers. Lack of financial literacy is one of the prominent 
demand-side barriers. Financial Literacy is the knowledge of basic economic and financial concepts, 
as well as the ability to use that knowledge and other financial skills to manage financial resources 
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effectively for a lifetime of financial well-being (Hung, Parker & Yoong, 2009). In the context of 
financial inclusion, the scope of financial literacy is relatively broader and it acquires greater 
significance since it could be an important factor for addressing the imbalance between access and 
usage of financial services. 


Therefore, an attempt has been made to study financial literacy and usage of banking services 
among households in Fatehgarh Sahib District in the state of Punjab. The main objectives of 
the study are: 


1. To study the level of financial literacy (awareness/knowledge level) and usage of 
banking services. 


2. To analyze the relationship between financial literacy and usage of banking services. 


RESEARCH METHODOLOGY 


A comprehensive questionnaire has been used to collect the primary data of 100 households in the 
Fatehgarh Sahib district. The Reserve Bank of India (RBI) has advised banks to provide basic 
banking services to every unbanked village with population above 2000 till March 2012 by opening 
banking outlets through a physical branch or business correspondent model or mobile van. To 
identify the villages with population above 2000, secondary data has been collected from 
Directorate of Census Operations. Approximately 16-17 households were selected randomly from 6 
villages (with population above 2000) each i.e. Nandpur Kalaud, Chunni Kalan, Sanghol, Barass, 
Hawara Kalan and Bhari. One adult member of a household i.e. household representative was the 
respondent of the study. 


DATA ANALYSIS AND FINDINGS 


DEMOGRAPHICS 


The respondents belonged to different age groups and majority of them were male. The 
classification on the basis of other demographic variables like education, occupation, household 
monthly income (HMI) and household monthly saving (as % of income) is given below. 


Figure 1 shows the classification of respondents on the basis of education. Almost equal 
percentage of respondents i.e. 25 percent—28 percent are either below matriculation or matriculation 
or graduation. This reveals that opposite to the common notion, there is importance of education in 
villages too. 


6% 4% 


lucation 


w Illiterate 

= Below Matriculation 
= Matriculation 

= Under Graduation 

= Graduation 


= Others 


Fig. 1: Education of Respondents 


Figure 2 displays the respondents on the basis of occupation. Majority of the respondents i.e. 45 
percent are from agriculture background followed by 27 percent from service class. 
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= Business 


m Others 


Fig. 2: Occupation of Respondents 
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Figure 3 and figure 4 shows the household monthly income and household monthly savings (as 
% of income) of the respondents respectively. Approximately half of the respondents have 
household monthly income of up to Rs. 10000 and 28 percent have above Rs. 20000. It has been 
found that majority of the respondents have very meager savings of up to 5 percent of income every 
month. However, 8 percent of respondents did not disclose their income and savings. 


Household Monthly Income 


up to Rs. 5000 

mabove Rs. 5000 to Rs. 10000 
mabove Rs. 10000 to Rs. 15000 
above Rs. 15000 to Rs. 20000 
mabove Rs. 20000 


= missing 


Fig. 3: Household Monthly Income of Respondents 


Household Monthly Saving (as % of income) 
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Fig. 4: Household Monthly Savings (as % of Income) of Respondents 


LEVEL OF FINANCIAL LITERACY AND USAGE OF BANKING SERVICES 


The level of financial literacy (i.e. awareness and knowledge) and usage of banking services among 
respondents is categorized on the basis of basic banking services like bank account, credit or loan, 
bank transfer facility, cheque and ATM facility and financial literacy workshops. 


Table 1 shows the level of knowledge and possession of bank accounts among respondents. 
Total 93 percent respondents possess a bank account in one form or the other i.e. savings, current or 
fixed account as all of them are either aware (90 percent) or have understanding (3 percent) about 
the same. However, all those who have no any idea (7 percent) about bank accounts didn’t have any 
bank account. 


Table 2 depicts the level of knowledge about different forms of bank credit/loans among 
respondents and bank credit/loan availed by them. Total 84 percent respondents are aware about 
credit/loans provided by banks but only 39 percent respondents have actually availed the 
credit/loan from bank. None of the respondents have understanding about credit/loan products 
while 16 percent respondents have no idea about it. 


Table 1: Level of Knowledge and Possession of Bank Account 


Have a Bank Account Total 
Yes No 
Knowledge about Banki No Idea 0% 7% 7% 
Accounts Aware 90% 0% 90% 
Understanding 3% 0% 3% 
Total 93% T% 100% 
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Table 2: Level of Knowledge and Procurement of Bank Credit/Loan 


Availed Credit/Loans Total 
Yes No 
Knowledge about Bank Credit/ Loans No Idea 0% 16% 16% 
Aware 39% 45% 84% 
Understanding 0% 0% 0% 
Total 39% 61% 100% 


Table 3 points the level of knowledge and usage of bank transfer or remittances facility among 
respondents. Only 19 percent respondents have availed bank transfer or remittances facility while 75 
percent respondents are aware of it. However, 25 percent respondents have no idea about 
this facility. 


Table 3: Level of Knowledge and Usage of Bank Transfer or Remittance Facility 


Availed Bank Transfer Facility Total 
Yes No 
Knowledge about Bank Transfer Facility No Idea 0% 25% 25% 
Aware 19% 56% 75% 
Understanding 0% 0% 0% 
Total 19% 81% 100% 


Table 4 shows the level of knowledge and usage of cheque and ATM facility among 
respondents. Total 83 percent respondents are aware about the cheque and ATM facility provided 
by banks and 52 percent respondents have availed this facility. None of the respondents have 
understanding about this facility while 17 percent respondents have no idea about it. 


Table 5 highlights the level of knowledge about financial literacy workshops organized by 
government organizations, banks, NGOs etc. among respondents and their participation in the 
same. Majority of the respondents i.e. 92 percent have not attended or participated in any financial 
literacy workshops organized by various institutions as 73 percent respondents have no idea about 
these workshops. 


Table 4: Level of Knowledge and usage of Cheque and ATM Facility 


Availed Cheque & ATM Facility Total 
Yes No 
Knowledge about Cheque and ATM Facility| No Idea 0% 17% 17% 
Aware 52% 31% 83% 
Understanding 0% 0% 0% 
Total 52% 48% 100% 


Table 5: Level of Knowledge and Participation—Financial Literacy Workshops 


Attended FL Workshop Total 
Yes No 
Knowledge about FL Workshop No Idea 0% 73% 73% 
Aware 8% 19% 27% 
Understanding 0% 0% 0% 
Total 8% 92% 100% 


RELATIONSHIP BETWEEN FINANCIAL LITERACY AND USAGE OF BANKING SERVICES 
The relationship between financial literacy and usage of banking services is derived with the help of 
correlation and regression model given below: 

The Regression Model: 

Y=at+bXte. 

Where, Y = Usage of Banking Services. 

X = Knowledge about Banking Services. 

a= Intercept/Constant. 

b = Regression Co-efficient (Slope). 

e = error term. 
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The dependent variable included is usage of banking services whereas independent variable 
considered is knowledge about banking services i.e. financial literacy. 


Hypothesis (H,): There is a significant relationship between knowledge about bank accounts 
among respondents and their possession of bank account. 


Table 6 shows that there exists a strong positive relationship between the two variables as 
R=0.840. The knowledge about bank accounts results in 70.5 percent (R’ = 0.705) variations in 
possession of bank accounts among respondents. The T-value indicates that the relationship 
between knowledge and possession of bank accounts is statistically significant. Hence, 
H, is accepted. 


Table 6: Relationship between Knowledge and Possession of Bank Accounts 


Relationship Measures Growth Variables 
Correlation Co-efficient (R) or Beta 0.840 
Co-efficient of Determination/R Square (R’) 0.705 
Standard Error of Estimate 0.140 
T-value -15.302 (Sig. or p-value = 0.00) 
F-value 234.155 (Sig. or p-value = 0.00) 
Constant 2.409 


Significance Level (a): 0.01 


Hypothesis (H,): There is a significant relationship between knowledge about different forms of 
bank credit/loans among respondents and bank credit/loan availed by them. 


Table 7 depicts that there exists a weak positive relationship between the two variables as 
R=0.347. The knowledge about bank credit/loans results in only 12.0 percent (R* = 0.120) 
variations in bank credit/loan availed by respondents. The standard error of estimate (0.463) points 
out that there is considerable deviation of bank credit/loan availed from its predicted values. 
Besides, having knowledge about bank credit/loans, village people tend to avoid bank credit/loans 
due to formalities and time involved. Moreover, they are dependent on non-institutional sources 
like money lenders due to their 24x7 availability and prolonged dealings with them for seasonal 
crops credit. However, the T-value indicates that the relationship between knowledge and 
procurement of bank credit/loan is statistically significant. Hence, H, is accepted. 


Table 7: Relationship between Knowledge and Procurement of Bank Credit/Loan 


Relationship Measures Growth Variables 
Correlation Co-efficient (R) or Beta 0.347 
Co-efficient of Determination/R Square (R’) 0.120 
Standard Error of Estimate 0.463 
T-value -3.156 (Sig. or p-value = 0.02) 
F-value 9.962 (Sig. or p-value = 0.02) 
Constant 2.460 


Significance Level (a): 0.01 


Hypothesis (H;). There is a significant relationship between knowledge about bank transfer or 
remittances facility among respondents and their usage of bank transfer or remittances facility 


Table 8 reveals that there exists a weak positive relationship between the two variables as 
R=0.279. The knowledge about bank transfer or remittances facility results in only 7.8 percent (R’ = 
0.078) variations in bank transfer or remittances facility availed by respondents. The standard error 
of estimate (0.379) points out that there is some deviation of bank transfer or remittances facility 
availed from its predicted values. This might be due to the availability of other money transfer 
options like post office which provides easier mode of transferring cash directly instead of account 
to account transfer in case of banks. However, the T-value indicates that the relationship between 
knowledge and usage of bank transfer or remittances facility is statistically significant. Hence, 
H; is accepted. 
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Table 8: Relationship between Knowledge and Usage of Bank Transfer or Remittances Facility 


Relationship Measures Growth Variables 
Correlation Co-efficient (R) or Beta 0.279 
Co-efficient of Determination/R Square (R’) 0.078 
Standard Error of Estimate 0.379 
T-value -2.483 (Sig. or p-value = 0.015) 
F-value 6.164 (Sig. or p-value = 0.015) 
Constant 2.250 


Significance Level (a): 0.01 


Hypothesis (H,): There is a significant relationship between knowledge about cheque and ATM 
facility among respondents and their usage of cheque and ATM facility. 


Table 9: Relationship between Knowledge and Usage of Cheque and ATM Facility 


Relationship Measures Growth Variables 
Correlation Co-efficient (R) or Beta 0.477 
Co-efficient of Determination/R Square (R’) 0.227 
Standard Error of Estimate 0.445 
T-value -4.632 (Sig. or p-value = 0.000) 
F-value 21.456 (Sig. or p-value = 0.000) 
Constant 2.629 


Significance Level (a): 0.01 


Table 9 reveals that there exists a moderate positive relationship between the two variables as 
R=0.477. The knowledge about cheque and ATM facility results in 22.7 percent (R* = 0.227) 
variations in cheque and ATM facility availed by respondents. The standard error of estimate 
(0.445) points out that there is considerable deviation of cheque and ATM facility availed from its 
predicted values. The reason is lack of proper understanding about the method of using cheque and 
ATM. It is observed that village people feel hesitant to use ATM as they think it’s risky. As the T- 
value indicates that the relationship between knowledge and usage of cheque and ATM facility is 
statistically significant, the use of ATM can be increased by providing proper training and 
understanding. Hence, Hy, is accepted. 


Hypothesis (H;): There is a significant relationship between knowledge about financial literacy 
workshops among respondents and their participation in such workshops. 


Table 10 reveals that there exists a moderate positive relationship between the two variables as 
R=0.489. The knowledge about financial literacy workshops results in 23.9 percent (R* = 0.239) 
variations in such workshops attended by respondents. Although few respondents were aware about 
the concept of financial literacy workshop but they were unaware that if it has ever been organized 
in their region. The reason for low participation of respondents in financial literacy workshops is 
lack of publicity regarding organization of these workshops by the concerned institutions. 
Moreover, the time at which these workshops are organized, clashes with the working hours of 
village people which discourages them to attend the same. The T-value indicates that the 
relationship between knowledge and participation among households regarding financial literacy 
workshop is statistically significant. Hence, H; is accepted. 


Table 10: Relationship between Knowledge and Participation—Financial Literacy Workshops 


Relationship Measures Growth Variables 
Correlation Co-efficient (R) or Beta 0.489 
Co-efficient of Determination/R Square (R’) 0.239 
Standard Error of Estimate 0.240 
T-value -4.790 (Sig. or p-value = 0.000) 
F-value 22.943 (Sig. or p-value = 0.000) 
Constant 2.300 


Significance Level (a): 0.01 
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CONCLUSION 


The analysis of data highlights the impact of knowledge level over the usage of different 
financial/banking services. Although the banks are emphasizing on increasing access of banking 
services to the last mile customers in villages, there is a huge need to bridge the gap between access 
and usage by increasing not only the awareness but understanding about banking services among 
the households so that they can derive the best possible benefit of it. There is an urgent need to 
increase the awareness about the organization of financial literacy workshops among village people 
and motivate them to participate. The organizers can consult the Sarpanch or Block Development 
Officer (BDO) to increase participation of village people in such workshops. Financial literacy and 
awareness are thus integral to ensuring financial inclusion. This is not just about imparting financial 
knowledge and information; it is also about changing behavior (Subbarao, 2010). 


LIMITATION 


The scope of study is limited to analyse the relationship between financial literacy and usage of 
banking services while other factors like perception of people can also be included to study the usage 
behavior. The study focused on one district i.e. Fatehgarh Sahib. A similar study can be carried out 
at a broader scale for assessment of Financial Inclusion in the state of Punjab as a whole. 
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Abstract—The purpose of this paper is to empirically examine the sectoral sensitivity (i.e. whether preference of value 
drivers change with respect to specific sectors) of value drivers for Indian firms. Focusing on these value drivers will enable 
management to convert the broad objective of creating value into some specific actions more likely to deliver that value. To 
achieve the objective of the study we first derive the value drivers model next we use panel regression to empirically analyse 
the main drivers of firm value. We have used seven broad classification of manufacturing industry provided in CMIE’s 
prowess data base namely chemical, machinery, metal, non-metal, textile, transport and food & beverages for the study. The 
study uses annual data points starting from Mar 2002 to Mar 2012 and considers all 3756 BSE listed manufacturing 
companies for the purpose of the study. Sectoral sensitivity of the value drivers reveals that sales and earnings per share are 
the two common financial drivers throughout the sectors. Rest of the financial drivers have sector specific preferences. As far 
as the strategic drivers are concerned we find that the drivers are very sector specific, POR is significant for machinery and 
non-metal, AI is significant for chemical and food & beverages, RDI is significant for machinery and textile, and FP is 
significant in case of machinery and non-metal sectors. Therefore, firms in emerging economies like India should 
concentrate on these specific financial and strategic value drivers that will have the greatest impact on value. 


Keywords: Value Drivers, Sectorial Sensitivity, Panel Data Analysis, India. 


INTRODUCTION 


Value is referred to as an indicator of business condition that reflects changes in both internal and 
external environment of a firm. We know that firm value changes due to changes in influencing 
value drivers/determinants. Hence, the analysis of value drivers that have an impact on firm value 
becomes urgent. Based on such an analysis it would be possible to determine the most probable 
dimension of firm value. On the other hand performance goals set by capital market is becoming 
increasingly important to firms. To meet these requirements, managers need to understand the 
fundamental drivers of value. Because identifying and managing value drivers’ helps management 
focus their attention on activities that will have the greatest impact on value. This focus enables 
management to translate the broad goal of value creation into the specific actions most likely to 
deliver that value. When analysing literature it was observed that majority of authors investigated 
value drivers in the aspect of their impact on the increase of value but we miss a uniform approach 
towards these drivers as well as their classification. As a result our understanding of how drivers 
influence firm value is limited. 


The objective of this study is to identify the major drivers and measure the sectorial sensitivity of 
these drivers on firm value, so that we can have a clear understanding as to which are the key 
drivers the companies should take care that will improve performance and hence create value. To 
our knowledge, this is among the few studies that provide large scale evidence on value drivers of 
firms’ in India. While doing driver/ determinants analysis we will concentrate on historic facts and 
empirically examine the relationship between value and potential determinants. This paper provides 
academicians and practitioners with a snapshot of the applicability of value drivers for the Indian 
manufacturing industry. The contribution of this paper is to add empirical evidence to this research 
area. Rest of the paper is organised as follows: section 2 deals with review of literature, section 3 
provides derivation of value drivers’ model, section 4 and 5 briefs data and methodology used for 
the study, section 6 provides empirical results and finally section 7 provides concluding remarks. 


REVIEW OF LITERATURE 


For the purpose of business valuation, it is very essential to identify the key drivers of value because 
these drivers can either increase or decrease the value depending upon the tendencies of their 
changes. The purpose of any business is to create value for their shareholders hence, value driver 
analyses of firm is very often related to the concepts of shareholder value and value based 
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management. Previous studies present a wide range of definition of value drivers. Rappaport (1998), 
Copeland (1999), and Scarlet (1997) describe value driver as any variable influencing enterprise’s 
value. Woodcock (1992) defines value drivers as all internal and external drivers that may enable 
the creation or destruction of the enterprise value. 


Studies, analysing the issues of shareholder value, does not prescribe a uniform approach to the 
number of value drivers that are important and should be given more attention. For example Ruhl 
and Cowen (1990) point out five drivers, Moskowitz (1988) point out six value drivers. Rappaport 
(1998), Mills, Print (1995), Scarlet (1997), and Black, Wright and Davies (2001) point out seven 
value drivers, namely: change in sale, margin of activity profit, tax rate, working capital, expenses of 
capital, costs of capital, and period of competitive advantage. In addition to the above mentioned 
drivers, Turner (1998) presents the eighth driver i.e. return on capital. 


Damodaran (2002) has presented an alternative model, named as value creation model. He 
emphasised on idle money flow, capital cost and expected growth period as the main value drivers. 
Xavier et al. (2003), proposed a new corporate valuation method “Financial and Economic value 
added,” or FEVA that integrates the EVA, DCF, and MM approaches. The FEVA approach 
divides the sources of corporate value into eight value drivers (capital invested, current operating 
EVA, Franchise factor from new investments, tax shield on existing debt, tax shield from growth 
opportunities, bankruptcy cost of current debt, bankruptcy cost of new debt, current debt) and 
precisely identifies the contribution of each driver. When analysing literature, it can be observed 
that majority of authors investigate value drivers in the aspect of their impact on the increase of 
value, however Groenendaal (1998) emphasised on the drivers that might negatively affect value 
because managing these drivers may magnify the impact on value. 


While modelling the relationship between value drivers and enterprise’s goals, we find that 
authors have tried to classify the value drivers into certain groups. Rappaport (1986; 1998), who was 
the first to present the model of relationship between value drivers and common goals of an 
enterprise, emphasising the importance of value drivers within a general enterprise management 
system, divided value drivers into three groups: operational, investment and financial. Kaplan and 
Norton (1996) have divided value drivers into four categories: financial, purchasers, internal, and 
innovations. Scarlet (1997) classify value drivers into the following groups: intangible, operational, 
investment and financial. Ittner and Larcker (2001) present the following categories of value drivers: 
financial, purchasers, employees, operational, quality, alliances, supply, environment, innovations, 
and society. O. Tcheremnich (2000) classified value drivers into three broad groups with two levels 
each, internal and external value drivers, quantitative and qualitative value drivers, and financial 
and non-financial value drivers. Griaznova and Fedotova (1998), and Ripol-Saragosi (2001) have 
classified the information, used in valuation process, into internal (specific to firms) and external 
(not specific to firms rather depends on the general social and economic conditions) information. 
Some authors like Pratt (1989) and Griaznova et al. (1998) have given a more detailed list of drivers 
having impact on value, distinguishing not only quantitative but also qualitative drivers that might 
predetermine a final decision about value. Concept of models presented by various authors is similar 
but differences are noticeable when presenting value components, value drivers and management 
decisions. but also qualitative drivers that might predetermine a final decision about value. Concept 
of models presented by various authors is similar but differences are noticeable when presenting 
value components, value drivers and management decisions. 


Kazlauskiene et al. (2008) suggested that the classification of value driver is subject to the 
decomposition of business value established by the method of discounted cash flows, because all the 
drivers that have an impact on business value are reflected in the rates of free cash flows and 
discount rate. They have classified the drivers into five levels and suggested to establish the impact 
of drivers on business value through an integral method of economical factorial analysis. Taking 
into account value influencing drivers, mentioned by the authors analysing business valuation 
issues, we miss a uniform approach towards these drivers as well as their classification. 
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DERIVATION OF VALUE DRIVER’S MODEL 


All the factors that may influence the value creation of a firm are termed as value 
drivers/determinants, e.g. profitability, management quality, customer satisfaction, macro- 
economic factors etc. For better understanding of the drivers it has been classified into two 
dimensions following O.Tcheremnich (2000), Griaznova and Fedotova (1998), and Ripol-Saragosi 
(2001). First dimension talks of internal and external value drivers. Internal value drivers are factors 
relating to the inherent performance of a firm, whereas external drivers are factors relating to the 
macro-economic environment. 


Second dimension talks of qualitative and quantitative value drivers. Quantitative value drivers 
are factors concerned with the collection and analysis of data in numeric form, whereas qualitative 
value drivers, on the other hand, refers to descriptions based on some quality or characteristic of the 
firm. Qualitative value drivers do have a significant impact on firm’s value but unfortunately, 
information on these qualitative drivers is typically not available and, if available, its impact on 
value is difficult to measure because of its non-quantifiable nature. 


Based on the above two dimensions it has been classified into four categories namely internal 
qualitative (e.g. firm specific attributes.), internal quantitative (e.g. financial indicators), external 
qualitative (e.g. credit rating, consumer behaviour) and external quantitative (e.g. macro-economic 
factors). 


Since, our analysis aims to derive value drivers from the models under consideration; we only 
incorporate internal-quantitative factors in our analysis. These factors are specific to the individual 
firms and can be influenced by firms’ management. Previous studies have empirically proved the 
superiority of residual income model over other valuation models. Hence, we assume that the 
intrinsic value is derived through the best model in use i.e. residual income model. Out of seven 
studies quoted in table 1, five of them claim the superiority of residual income model. 


We construct a value metrics framework (see, figure 1) that we use to derive the potential drivers 
of firm value. First, we approximate the value of a firm with an estimate of intrinsic value. Next, we 
link this value estimate to the financial indicators of the firm directly linked to the model that is used 
to arrive at the intrinsic value. Further, by breaking these financial indicators down to the level they 
can be linked to various multiple factors that will provide a great insight of the determinants of firm 
value. Return on equity (ROE) is analysed by four drivers: change in sales, change in operating 
expense, change in tax rate and change in net margin. Growth is analysed by two drivers: change in 
sales and change in capital expenditure. Cost of equity (COE) is analysed by three drivers: market 
return, risk free return and beta (since, market return and risk free return are external quantitative 
drives, we exclude them from our model). Book value (BV) is analysed by three drivers: lagged book 
value, earnings per share and dividend per share (see, Charles M. C. Lee et. al. 1999). Finally, we 
choose the unique internal quantitative factors from the derived indicators to arrive at level II 
financial indicators namely sales (S), intensity of operating expenses (IOE), tax rate (TR), net 
margin (NM), capital expenditure (CAPEX), lagged book value (BV), earnings per share (EPS), 
dividend per share (DPS), beta and pay-out ratio (POR). But market value is not only dependent on 
these direct financial indicators alone, there are other factors that will have an impact on firm value 
too, but are not directly associated to the model e.g. the strategic choices the companies are making 
for its growth and development and how good they are in disseminating information to the market 
to help manage investors perception. We call them indirect financial indicators or strategic value 
drivers. The three probable strategic determinants of value are assumed to be investments into 
R&D, investments into advertisement (brand image), and participation of foreign promoters in the 
ownership structure of the firm. Pay-out ratio though is derived from the model itself but it is a 
strategic choice the companies need to make as per the prevailing market situation. We therefore 
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classify value drivers into two broad categories namely financial value drivers and strategic value 
drivers. Under financial value drivers, we include sales, intensity of operating expense, tax rate, net 
margin, lagged book value, earnings per share, dividend per share and beta, whereas under strategic 
value drivers, we include pay-out ratio, intensity of advertisement (AI), intensity of research & 
development (RDI) and participation of foreign promoters (FP) in the ownership structure of firms. 
We anticipate that market values of firms are correlated to the probable determinants of value. 
Therefore to measure the impact of the identified value drivers, we formulate the regression model as 
illustrated in equation 1. A brief description of the identified value drivers are presented in Table 2. 


Table 1: Studies on Fundamental Value Estimates 


Article and Year 


Scope of Analysis 


Empirical Results 


Bernard (1995) 


Residual income model vs. discounted dividend! 
model 


Superiority of residual income 
model 


Penman and Sougiannis (1998) 


Residual income model, discounted dividend model 
vs. DCF model 


Superiority of residual income 
model 


Frankel and Lee (1998) Residual income model vs. traditional performance} Superiority of residual income 
measures model 
Dechow et al. (1999) Residual income model vs. DCF model No superiority of residual 
income model 
Courteau et al. (2000) Residual income model, discounted dividend model] No superiority of residual 


vs. DCF model 


income model 


Francis et al. (2000) 


Residual income model, discounted dividend model] 
vs. DCF model 


Superiority of residual income 
model 


Subrahmanyan 
Venkatachalam (2004) 


and 


Residual income model vs. DCF model 


Superiority of residual income 
model 


Source: Own compiled 


Source: Own graphic 


Fig. 1: Model Derivation Process 
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Table 2: Brief Description of the Identified Value Drivers 


Drivers 


Description 


Proxy Variable 
Used 


Expected 
Relationship 


Sales revenue 


Income from sales of goods and services, minus the cost associated 
with things like returned or undeliverable merchandise in the normal 
operations of a company in a specified period. We expect that high 
revenue growth will lead to higher value. 


Net sales 


Positive 


Operating cost 


The expenses which are related to the operation of a business on a day 
to day basis. Operating costs include both fixed costs and variable 
costs. So any increase in cost will be a reduction in value. Normally 
when the production activities increase to achieve higher sales revenue 
the operating cost is expected to increase. So we measure the 
operational efficiency by intensity of operating cost. We expect that 
high intensity of cost will lead to low value. 


OE/Sales 


Negative 


Tax rate 


Total tax liability stated as a percentage of the taxable income. High 
tax rate will therefore reduce earnings available for equity 
shareholders. 


Total tax/ PBT 


Negative 


Net margin 


Net margin is a measure of firm’s profitability, hence will lead to high 
intrinsic value for the stocks. 


Net profit/ Net 
Sales 


Positive 


Capital 
expenditure 


Funds used by a company to acquire or upgrade physical assets 
creating future benefits. Capital expenditure will though reduce free 
cash flows of the business but will work as an agent of cash flow 
generation in future. Hence, it is used as an indicator of growth. 


Net change in 
fixed assets 
(CAPEX) 


Positive 


Book value 


The value at which an asset is carried on a balance sheet. It is the total 
value of the company’s assets that shareholders would theoretically 
receive if a company were liquidated. Market value is sensitive to 
lagged book value, which is an accounting measure of value so we 
need to revalue the assets on regular basis to arrive at a better book 
value estimate. 


Lagged BV 


Positive 


Earnings per 
share 


The portion of a company's profit allocated to each outstanding share 
of common stock. Earnings per share serve as an indicator of a 
company's profitability. 


EPS 


Positive 


Dividend per 
share 


Market reacts positively to announcements of dividend increases, and 
negatively to announcements of dividend decreases or no dividend. 
Because dividend per share is a percentage of earnings per share so if 
the earnings increases the dividends will also increase therefore it will 
work as an indication of better performance. 


DPS 


Positive 


Beta 


It is a measure of the volatility, or systematic risk, of a security or a 
portfolio in comparison to the market as a whole. Therefore we expect 
that stocks with higher beta will have higher value because investors 
require the potential return to be higher for risky stocks. 


Beta 


Positive 


Dividend policy 


Dividend policy plays an important role in emerging economies 
because company’s decision on whether it will pay-out high percentage 
of profits as dividends or will retain them for future expansion is the 
critical decision to be made because high pay-out ratio is perceived as 
low level of investments opportunities available to firms in the market 
and hence will lead to low market value. 


Pay-out ratio 


Negative 


Ownership 
structure 


By ownership structure we mean the participation of foreign 
promoters. We expect that high concentration of foreign promoters 
will have significant influence on firm value. The underlying rational is 
that apart from easy money, foreign promoters will bring new 
technologies and human expertise with them, which will in a way help 
firms in developing economies to grow and survive in the competitive 
world. 


Foreign 
promoters 


Positive 


Investments 
into R&D 


Investments into R&D is viewed as the future of firms performance 
because to survive in this competitive market it is expected that firms 
come up with new innovative products and services, and that is only 
possible if firms are continuously investing into R&D. We expect the 
market value of firms with high investments into R&D be higher than 
firms with low or no investments. 


R&D / Sales 


Positive 


Investments 
into 
advertisement 


Investments into advertisement are a measure of brand image. The 
firms with high brand value are perceived to have better future 
prospects because of the trust created by them over years. We expect 
the market value of firms with high investments into advertisement be 
higher than firms with low investments. 


Advertisement / 
Sales 


Positive 


Source: Own compiled 
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DATA 


All the variables used in this study were derived from the CMIE’s prowess data base. It is a unique 
data base, it covers more than 27000 Indian companies both listed and unlisted. We have taken all 
3756; BSE listed manufacturing companies from prowess data base. The study further analyses the 
sectorial sensitivity of value drivers for the seven sub-sectors of manufacturing industry. The study 
uses 11 years data starting from Mar 2002 to Mar 2012. 


SAMPLE SELECTION 


Initially we have considered eleven years data for all 3756 BSE listed manufacturing sector 
companies for the study that has been broadly sub-divided into seven sub-sectors: Chemical, 
Machinery, Metal, Non-metallic, Transport, Textile and Food & Beverages. While performing the 
study we have considered only those companies with available positive book value and adjusted 
closing price. Firms with minimum two years of data are included in the sample. Based on above 
criterion we have selected 1372 firms for empirical analysis. As we know that extreme outliers may 
distort results, hence, we winsorize the data by 2.5 per cent top and bottom. 


METHODOLOGY 


This part of our analysis aims to assess the impact of determinants/drivers of firm value. For the 
purpose of econometric analysis which enables us to evaluate the impact of value drivers on firm 
value, we construct the value driver’s model (see, equation 1). The study will use panel regression 
with three different model specifications (the panel OLS regression model; the fixed effects model; 
and the random effects model) and will identify the best model specification for the regression 
analysis. The parameters in the pooled model are estimated using OLS. In this case we assume that 
the cross sectional units are homogeneous and there is no autocorrelation problem. The fixed effect 
model is estimated using LSDV, and lastly the random effect model is estimated using GLS 
methods. We do F-test to see the joint insignificance of coefficients i.e. to suggest that the model is 
well specified. Further, we use Hausman test to identify the best model specification between fixed 
effects and random effects. 


Yi = Bo + Bixiit + Box2i,e + BsxXait + BaXait + Bsxsit + BoXeit + BrX7i,c + Bsxsit + BoXoit + 
Pr0X10i,t + B11 %11i,t + B12%12i,c + B13%X134,c + Mit (1) 


where: Y is Market value; x, is logarithm of sales; x2 is intensity of operating expense; x3 is tax 
rate; X4 is net margin; x. is logarithm of CAPEX; x, is BV_L; x7 is EPS; xg is DPS; Xo is Beta; x49 
is pay-out ratio; x, is Advertisement intensity; x; is R&D intensity; x,3 is Ownership structure, 
Bo is intercept; B, to 6,3 are coefficients; i is firm, t is time, p is error term. 


The three strategic drivers i.e. AI, RDI and OS used in the model are intended to measure the 
firm specific attributes, hence are used in its dummy form. We assume that the firms that are 
investing more than 2 per cent of sales towards research & development and more than 10 per cent 
of sales towards advertisement will have an edge over others. Similarly the firms that have more 
than 10 per cent foreign promoters in their ownership structure will be in a better position, because 
it is expected that high stake in the company will motivate foreign promoters to help expand the 
business and increase revenue by bringing human expertise and technical knowhow to the firms. 


EMPIRICAL RESULTS 


We measure the estimates of coefficients with the help of three different regression specifications. 
First we estimate the regression model with ordinary least squares (OLS), assuming homogeneity of 
the parameters and abstracting from heteroscedasticity and autocorrelation. We find that the model 
is significant at 1 % level. The F-statistic rejects the null hypothesis of joint insignificance of 
coefficients and therefore suggests that the regression model is well-specified. But the omission of 
entity specific features might lead to a bias in the resulting estimates. Hence we employ fixed effect 
model to relax the restrictive assumption of parameter homogeneity and introduce heterogeneity of 


‘Hausman specification test evaluates the significance of an estimator versus an alternative estimator. 
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the intercepts to our model to gain further insights into the hypothesized relationships. The model is 
found to be significant 1 % level with higher model explainability then Panel OLS. The F-statistic 
also rejects the null hypothesis of joint insignificance of coefficients and therefore suggests that the 
regression model is well-specified. Further we analyse the impact of random effect model to rip the 
benefits of increased efficiency in the absence of effect endogeneity. We find that the model is 
significant and the rejection of joint insignificance of coefficients suggests that the regression model 
is well-specified. Further to choose among the two we conduct Hausmen test which supports the use 
of fixed effect model. 


First we analyse the influence of drivers on manufacturing industry as a whole next we analyse 
whether the drivers remain the same throughout sectors or if there are some specific drivers to 
specific sectors. Analysing manufacturing industry we find that the coefficients for sales, net margin, 
book-value, dividend per share, beta and earnings per share are the six major financial 
drivers/determinants of value in Indian manufacturing industry. The sign and the magnitude of the 
estimates are on the expected line. As far as strategic drivers are concerned, we find that pay-out 
ratio is inversely related to value at 5 per cent level of significance. Hence we conclude that firms in 
emerging economies like India should concentrate more on profitable investment opportunities 
meaning retention should be given more priority. The other three strategic driver’s 1.e. AI, FP and 
RDI also have significant positive relation with value. Therefore, the firms that are concentrating on 
these strategic drivers can command a premium for their stock over those who have ignored these 
strategic choices in their business model (see, table 3). The striking aspect that can be noticed from 
the results is the significant positive relation of all the strategic drivers with value. Hence, any 
increase in the parameters of strategic drivers, will lead to the increase in value of the firm. From 
this we can safely conclude that strategic drivers assume higher importance than the 
financial drivers. 


Table 3: Panel Multivariate Regression of Value Drivers (Manufacturing) 


Sample size, 2002-2012, N = 1372 
Statistic OLS Fixed Random 
Coefficient | T-Statistic | Coefficient | T-Statistic | Coefficient | T-Statistic 
C 15.9518*** 1.8073 34.3041* 3.9337 26.4282* 3.2004 
S 0.0226* 13.3013 0.0488* 21.7871 0.0411* 21.2439 
IOE -0.1746*** -1.9422 -0.1431*** -1.6909 -0.1748** -2.1816 
TR 0.6855* 3.5364 -0.1337 -0.5297 0.3508 1.6393 
NM 0.2318** 2.1081 0.4933* 5.4108 0.4913* 5.5602 
CAPEX -0.0032* -7.5978 0.0002 0.3907 -0.0016* -3.3452 
BV_L 0.5691* 31.4471 0.1810* 9.0008 0.3335* 18.4765 
EPS 2.4374* 21.8194 1.8913* 20.5153 2.0425* 22.8353 
DPS 7.3140* 21.4683 2.3939* 7.7672 3.3593* 11.3898 
BETA -2.0580 -0.8811 9.7303* 4.3203 7.2048* 3.4027 
POR -0.2596* -4.9431 -0.1595* -3.4221 -0.1399* -3.1296 
Ald 47.7922* 11.1402 17.6007* 3.4975 29.1270* 6.3979 
RDI_d 52.9834* 9.4085 10.3664*** 1.6694 24.0900* 4.2141 
FP_d 51.2832* 18.5931 13.4908* 2.7404 39.5871* 10.4299 
R square 0.5553 0.8204 0.3101 
Model Significance 0.0000 0.0000 0.0000 
* statistically significant at the 1 per cent level 
** statistically significant at the 5 per cent level 
*** statistically significant at the 10 per cent level 


Source: Own calculated 


Sectoral sensitivity of the value drivers reveals that sales and earnings per share are the two 
common financial drivers throughout the sectors. Rest of the financial driver have sector specific 
preferences (under chemical sector: tax rate, net margin, book value, and dividend per share; under 
machinery sector: book value, dividend per share and beta; under metal sector: intensity of 
operating expenses, capital expenditure, and beta; under non-metal sector: intensity of operating 
expenses and capital expenditure; under textile sector: book value, dividend per share and beta; 
under transport sector: net margin, book value, dividend per share and beta; under food and 
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beverages sector: net margin and book value). As far as the strategic drivers are concerned we find 
that the drivers are very sector specific, POR is significant for machinery and non-metal, AI is 
significant for chemical and food & beverages, RDI is significant for machinery and textile, and FP 
is significant in case of machinery and non-metal sectors (see, table 4). Therefore, firms in emerging 
economies like India should concentrate on these specific financial and strategic value drivers that 


will have the greatest impact on value. 


Table 4: Panel Multivariate Regression of Value Drivers (Sectors) 


Panel multivariate Regression 


Statistic Chemical Machinery Metal Non-metal Textile Transport FB 
r-| 2 ‘| 2 7 2 | 2 | 2 | 2 r-| y 
e ee ee ee eee 
Cc 46.1840* | 2.7509 |-55.6814*| -1.8094 | 78.9218* | 3.2740 | 57.2864* | 2.0681 |22.9443**| 1.7679 - -1.7281 |47.2656**| 1.6791 
. 128.0440** ¥ 
* 

Ss 0.0472* | 12.5637] 0.0129* | 10.5598] 0.0138* | 5.6596 | 0.0310* | 5.9832 | 0.0063 | 0.8197 | 0.0367* | 5.9956 | 0.0535* | 5.0841 
IOE 0.0551 0.3304 | -0.1630 | -0.5858 | -0.7939* | -3.2312 |-0.4207** | -1.6341 | -0.0688 | -0.5049| 0.8673 | 1.1244 | -0.3006 | -1.2334 
TR -2.7376* _| -6.0575 | 3.9126* | 4.6766 |1.0545***| 1.7735 | 1.8773** | 1.9893 | 0.0473 | 0.1336 | -0.0723 | -0.0553 | -0.4788 | -0.4784 
NM 0.6783* | 4.5808 | -0.2325 | -1.2709| 0.0798 | 0.2571 | 0.1137 | 0.3826 | 0.1058 | 0.8465 | 3.8482* | 4.7830 | 1.1405* | 2.6271 
CAPEX 0.0019*** | 1.8576 | 0.0086 | 1.4502 | 0.0022* | 5.2206 | 0.0044* | 3.0564 | 0.0013 | 1.1166 | -0.0010 | -0.5559| 0.0021 | 0.8486 
BV_L 0.2111* | 5.6143 | 0.4066* | 5.5546 | 0.0246 | 0.6664 | 0.0580 | 1.0776 | 0.0993* | 2.8617 | 0.4266* | 5.1899 | 0.2403* | 2.6134 
EPS 1.8363* | 9.6400 | 3.6650* | 11.5474] 1.4485* | 6.5549 | 1.8802* | 7.0006 | 1.4853* | 10.7187] 1.9096* | 3.5545 | 2.3263* | 6.7259 
DPS 1.8648* | 3.5400 | 4.2147* | 5.3078 | 0.4888 | 0.3977 |1.6422***| 1.8823 | 1.8900* | 3.6017 | 2.5080** | 2.0155 | -0.4942 | -0.5684 
BETA -3.4704 _| -0.7974 |17.6255**| 1.9643 |12.6804**| 2.3963 | 3.4833 | 0.3529 | 14.3854* | 4.2312 | 73.3566* | 4.8353 | 14.6716 | 1.1867 
POR -0.0601 | -0.7211 |-0.3182**| -1.9985 | 0.0427 | 0.3160 | -0.5801* | -3.7228 | -0.0004 | -0.0076| -0.2320 | -0.9743 | 0.2214 | 1.1650 
AILD_10 25.3622* | 3.4515 | 15.8100 | 0.9040 | 13.0563 | 0.4233 | -1.2348 | -0.0850 | -11.1945 | -1.4021 | -33.1229 | -0.9667 |48.6364**| 2.2104 
RDI_D_2 -9.0686 _| -1.1084 | 49.2971* | 2.7514 |-129.233*| -3.3121 | -0.2328 | -0.0155 | 38.3721* | 1.9538 | 17.8360 | 0.6864 | -20.4603 | -0.2837 
FP_D_10 1.0992 0.1354 | 58.3351* | 3.5846 | 1.9386 | 0.1991 | 51.2832* | 18.5931] 1.0042 | 0.1352 | 24.0841 | 1.1014 | 27.9474 | 0.6733 
R square 0.5986 0.6552 0.4495 0.4513 0.5929 0.5411 0.6587 
Model 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 
Significance 


* statistically significant at the 1 per cent level 
** statistically significant at the 5 per cent level 
*** statistically significant at the 10 per cent level 


Source: Own calculated 


CONCLUSION 


We set out to examine the sectoral sensitivity of major drivers of firm value in Indian. To achieve 
the set objective, we first derive the probable drivers of value by creating a value metric framework. 
Further, we create an econometric model to analyse the sensitive of these probable drivers of value. 
Our results suggest that sales, net margin, book value, dividend per share, beta and earnings per 
share are the six major financial drives of manufacturing industry. The probable strategic drivers 
(pay-out policy, brand image, investments into R&D and foreign promoters holding in 
organisational structure) included in the model also have significant relation with value. Moreover, 
these drivers vary from sector to sector. Therefore, firms in emerging economies like India should 
concentrate on these specific financial and strategic value drivers (relevant to that particular sector) 
that will have the greatest impact on value. Focusing on these value drivers will enable management 
to convert the broad objective of creating value into some explicit actions more likely to deliver 
that value. 
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Abstract—The study is born out of the need to establish presence of the responsiveness of capital structure performance 
through EBIT-EPS analysis is as performance indicators to turn over the TRF Itd. performance which is to measure of 
leverages, ratios and respect to the TRF Itd needs. A proper capital structure is very important for smooth running of 
TRE Itd. 


The aim of this study is to test the major financial management theories through examining the relationship between the 
capital structure and profitability of TRF ltd with regards to the characterization of each of the methods of financial that 
will determine the capital structure. 
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INTRODUCTION 


Financing and investment are two major decision areas in a firm. In the financing decision the 
manager is concerned with determining the best financing mix or capital structure for his firm. 
Capital Structure decision is the mix of debt & equity that a company uses to finance its business. 
Capital Structure has been a major issue in financial economics ever since Modigliani and Miller 
showed in 1958 that given friction less markets, homogeneous expectations; capital structure 
decision of the firm is irrelevant. By relaxing the assumptions and analyzing their effect, theories 
seek to determine whether an optional capital structure decisions and firm value has been 
extensively investigated in the past few decades. Capital structure has two effects. First, firms of the 
same risk class could possibly have higher cost of capital with higher leverage. Second, capital 
structure may affect the valuation of the firm with more leveraged firms, being risker and 
consequently valued lower than leveraged firms. If objective of a firm’s manager is to maximization 
& he share holder’s wealth, then the decision of capital structure is an important decision, for it 
could lead to an optimal financing mix which maximizes the market price per share. 


TRF Ltd was in corporate on November 20, 1962 as Tata Robins Fraser Ltd. It was promoted 
by Tata Steel and the Associated Companies Ltd. (ACC) in financial and technical collaboration 
with Hewitt-Robins Inc (HR) of USA and the General Electric Company Ltd. (GEC)-Fraser & 
Chalmers division of UK. Its first annual report published in 1962-63. It opened sales office in 
Mumbai and Kolkata. TRF is committed to achieve business excellence through continuous 
improvement in all its process in accordance with Tata Business excellence Model. 


TRF Ltd., in compliance with the accounting standard on segment reporting (AS-17) and clause 
Al of the listing agreement with the stock exchange, disclosed the segment results of the four 
divisions for the second quarter of the financial year 2001-2002. 


TRF Ltd manufactured waste recycle plant. Raw material handling system, Boom level luffing 
cranes, Mini blast furnaces, special purpose facing drilling and boring operations for components 
screens, cutting down on costing, supply of stacker overseas automotive applications shade’s yard 
equipment, scraper declaimers, circular storage system, wagon tipplers etc. 


CHALLENGING STATEMENT 


A firm’s capital structure refers to the mix of its financial liabilities. It is an important issue from the 
strategic management point of view since it is linked with the firm’s ability to meet the demands of 
various stake holders. Debt and equity are the two major sources of finance. Debt holders exert 
lower control but they earn a fixed rate of interest and firm have to pay their interest while they 
suffering from loss and are protected by contractual obligations with respect to their investment. 
Equity holders are the residual claimants, bearing most of the risk and have control over decisions. 
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An appropriate capital structure is a critical decision for any business organization. The decision 
is important not only became of the need to minimize returns to various organizations, but also 
because of the impact of such a decision have an organization’s ability to deal with its competitive 
environment. The difficulty facing companies when structuring their finance is to determine its 
impact on performance as the performance of the business is crucial to the value of the firm and 
consequently its survival. 


The difficulty facing by TRF Ltd. is the financing-whether to raise debt or equity capital. The 
issue of finance is so important that it has been identified as an immediate reason for business failing 
to start in the first placer progress. The central point of this study is to assess the impact of capital 
structure on TRF Ltd.’s performance. 


OBJECTIVES OF THE STUDY 

The main objective of this study is to examine the impact of EBIT-EPS, leverage on the profitability 
of TRF Ltd. This study also explains the impact of capital structure on TRF Ltd., liability and 
providing maximization of profits to share holders. 

HYPOTHESIS OF THE STUDY 


e Capital Structure of TRF Ltd. is viable for increase in Earning per share. 
e Capital Structure of TRF Ltd. has a positive effect on firms’ value. 


e Capital Structure of TRF Ltd. Provide flexibility in the ability of the firm to raise 
additional capital. 


e TRF Ltd. has a good profitable condition. 


JUSTIFICATION OF THE STUDY 


This study is utmost importance to both researchers and business analysis as it looks into the realm 
to capital financing. This study also verifies the importance’s of capital structure into the value of 
the TRF Ltd. It affects the profitability of TRF Ltd. 


While various researchers have incorporated other firm specific factors like size, efficiency and 
asset growth into their model. This study contributes to existing studies by looking the impact of 
capital structure into the profitability of TRF Ltd. There are two broad views on the impact of 
capital structure on the performance of firms, one asserts the significance of capital structure in 
determining performance of firm and another says capital structure does not play any significant 
role in the performance of TRF Ltd. 


ANALYSIS OF FINANCIAL STATEMENT OF TRF LTD 
Capital Structure of TRF Ltd. Is viable for increase in of TRF Ltd. & its benefits to share holders 


Table 1: Consolidated Financial Scenario at a Glance (in Lakhs) 


Year Net Sales Variables Expenses Contribution EBIT PBT PAT 
2008-09 72,379.98 54,907.59 17,472.39 7282.09 6515.90 4084.82 
2009-10 86,591.86 68,097.44 18,494.42 8637.53 7386.77 4876.86 
2010-11 1,11,355.70 95,140.70 16,215.00 3112.75 711.86 189.02 
2011-12 1,32,740.63 1,04,503.44 28,237.19 6755.30 2718.45 1342.46 
2012-13 1,11,482.43 95,181.90 16,300.53 3284.04 8778.03 9133.14 


(Sources: Annual reports of TRF Ltd.) 


This table shows that the non-operating expenses and other expenses effects the EBIT for the 
year 2012-13. When it is compared with 2011-12, the non-operating expenses increase. 


Interest and tax impacts the financial position of TRF Ltd and its effects profit after tax on 
TRF Ltd. 
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Table 2: Analysis of Leverages (in Percentage) 


Year Degree of Operating Leverage Degree of Financial Leverage Degree of Combined Leverage 
2008-09 2.399 1.117 2.682 
2009-10 2.141 1.171 2.504 
2010-11 5.209 4.370 22.780 
2011-12 4.180 2.485 10.388 
2012-13 4.964 0.374 1.857 


(Sources: Annual reports of TRF Ltd.) 


The operating leverage in 2008-09, 2009-10, 2010-11 and 2011-12 is in positive. It shows that 
the % increase in level of EBIT is more that of % increase in sales level but in the year of 2012-13 
the % of EBIT is 4.964 times that of % decrease in sales level. When operating leverage is compared 
in 2011-12 and 2012-13 then it shows that 2.183% decrease in operating leverage it means in 2012— 
13 comparing to 2011-12 decrease in EBIT of 2.18 times according to sales. 


The financial leverage in the year 2012-13 shows that in comparing with other years the firms 
position is ideal. 


In the year of 2012-13 combined leverage is negative that shows that the leverage is being for a 
sales level lower than the financial break level lower than the financial break even level and EPS is 
negative and its shows that EPS and sales vary in the other direction. 


Table 3: Profitability Ratios 


Year Gross Operating Net Profit ration Net Profit ratio Earnings 
Profit Profit Ratio (Before Tax) (After Tax) Per Share 
2008-09 31.04 12.32 9.00 5.64 82.75 
2009-10 29.34 10.77 8.53 5.63 42.46 
2010-11 23.90 2.05 0.64 0.17 0.24 
2011-12 26.00 4.48 2.05 1.01 11.99 
2012-13 25.19 4.28 7.87 8.19 72.26 


(Sources: Annual reports of TRF Ltd.) 


The gross profit ratio indicates that the efficiency of TRF Ltd. is favorable in the year of 2012-13 
comparing with other four years. 


The operating ratio in conjunction with the gross profit ratio can depict whether changes in the 
profitability of the firm are caused by change of management efficiency. 


In the year of 2012-13 the company is getting operating loss it means that management 
efficiency is not as well as provision year. It shows that the operating expenses are higher than gross 
profit. In the year of 2008-09 and 2009-10 operating ratio is higher than other three years. 


Net profit ratio shows the proportion of sales revenue available for the owners after all 
expenditure. PAT indicates that the profit will dividend among share-holders as dividend. In the 
year of 2012-13 company is suffered from loss it shows that company has not the capacity to face an 
adverse situation. 


EPS fluctuate every year. In the year of 2009-10 the EPS is decreased due to issue of bonus 
shares but in the year of 2012-13 EPS is decreased due to a heavy loss and the amount is not 
distributed among share holders. 


Table 4: Financial Ratios 


Year Current Ratio Liquid Ratio Prosperity Ratio Debt—Equity Ratio 
2008-09 1.542 1.240 0.196 0.75:1 
2009-10 1.628 1.297 0.165 1.47:1 
2010-11 1.647 1.324 0.132 2.26:1 
2011-12 1.22 0.881 0.131 3.12:1 
2012-13 1.062 0.783 0.557 7.50:1 


(Sources: Annual reports of TRF Ltd.) 


All the leverage ratios depict a sound financial position of TRF Ltd. The liquidity position of 
TRF Ltd. is not satisfactory in 2012-13 because it is not good and satisfactory because in fairly 
acceptable in view of current ratio is 2:1 and liquid ratio is 1.5:1 proprietary ratio shows the owner’s 
control over the affairs of TRF Ltd. 
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The debt—equity ratio shows that TRF Ltd has employed long term debts to the extent of 7.50 
times that of share holders. It shows that the Debt—Equity ratio in 2012-13 is higher than previous 
four years. And in average TRF Ltd. has to reduce their debt-equity ratio. 


RESEARCH METHODOLOGY 


This preliminary study based on secondary data that includes annual reports of TRF Ltd. Different 
articles, books and few published articles. It includes analysis of different brokerage regarding 
TRF Ltd. 


METHOD OF DATA ANALYSIS 


To determine the relationship between the different profitability ratios and to determines the degree 
of significance and impact of leverage on firm’s performance. We have used different estimation 
techno ones leverage: describes the relationship between share holders capital plus reserves and 
either prior charge capital and borrowings both. 


Profitability Ratio: Describes the relationship between different ratios with sales and it describes 
the management efficiency. 


Financial Ratio: Describes the financial position of TRF Ltd. 


CONCLUSION 


Traditional capital structure theory provides models that can assess the effects of leverage in TRF 
Ltd.s’ Performance. This study has examines the effectiveness of leverage on firms performance. 
Profitability ratio shows the profitable condition of TRF Ltd. 


The study confirms that the traditional capital structure theory is valid. It shows that leverage is 
an important determinant of firm’s performance. It shows that the debt-equity ratio in TRF Ltd. is 
not favorable. It shows that the profitability ratio is not favorable. 


RECOMMENDATIONS 
In line with our findings we strongly recommend that firms should take into: 


e Cognizance the amount of leverage incurred because if is a major determinant of firm’s 
performance, this is obvious in TRF Ltd. 


e TRF Ltd. should reduce its debt-equity ratio. 


e TRF Ltd. should create an enabling business friendly environment so that business can 
thrive and thus increase firm’s performance level. 


e TRF Ltd. should control its non-operating expenses & Interest. 
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Abstract—Mutual funds in India are growing day by day. It is important to show interest in the social uplift of all 
sections of society by the people of a country. Mutual funds provide such an opportunity to have inclusive growth in the 
country. The present study outlines the possible ways of application of mutual funds investment for social implications. 


Objective: This paper is to identify the contribution of mutual fund industry towards economic development and also seek 
the social implications of the mutual funds. 


Methodology: Thorough literature has been reviewed on the topic. Discussion on social implications of mutual funds have 
been correlated with the objective. 


Findings: This paper is written with aim to press the need of the capital industry and particularly the mutual fund industry 
to include the larger society in its fold by working out certain strategies to encourage the low income group for investment 
opportunities. We are not actually discussing the social responsibility of fund managers in investment, rather allowing 
poorest to participate in the actual investment. This needs a paradigm shift of the mutual fund houses in India. 


Managerial Implications: Mutual funds in India are growing day by day. It is important to show interest in the social 
uplift of all sections of society by the people of a country. Mutual funds provide such an opportunity to have inclusive growth 
in the country. The present study outlines the possible ways of application of mutual funds investment for 
social implications. 


Future scope/ Limitations: This paper widens the future scope for further studies in this arena to tap the new avenue for 
mutual fund investment and assist the companies to tap low income group and mobilise all the segment of market. 


Conclusion: This paper suggests measures to improve investment in mutual funds to up lift the society. 


This paper is written with aim to press the need of the capital industry and particularly the mutual fund industry to include 
the larger society in its fold by working out certain strategies to encourage the poorest of poor for investment opportunities. 
Discussion is not on the social responsibility of fund managers in investment, rather allowing poorest to participate in the 
actual investment. This needs a gigantic paradigm shift of the mutual fund houses in India. 


Mutual funds have become increasingly popular and significant for capital investment among all sections of society. Mutual 
funds today have its implications in the social set up; it can integrate the investment of community into its fold by creative 
ways and means. Today, more and more funds have found ways to increase their positive impact on underserved 
communities while at the same time achieving their financial goals (Shari Berenbach and Justin Conway, 2005). 


Social participation in the capital market is important for the overall growth of the nation. Otherwise, there would be a 
huge gap between the haves and have nots, as it has happened in the nations all the time. It is the responsibility of a nation 
to include people from all spheres of society in inclusive growth and for which mutual funds will be a media through which 
it can be achieved. For the said purpose, mutual funds by nature have some advantages. 


One need not be an expert in the capital market to invest money into mutual funds. An in depth knowledge is not required 
along with the other investment strategies for participation in the mutual fund industry. In addition, one may not need 
huge sums of money to be an investor in the fund, as one can enter the mutual fund industry with a little savings. Hence, 
the mutual fund investment can be utilized effectively for its social implications. 


In many western countries particularly in USA the concept of community investment is very popular and they have 
achieved a lot through community investment. Community investing has grown substantially over the years $ 5.4 billion 
during 1999 to $ 14 billion in 2003(Shari Berenbach and Justin Conway, 2005). However, such a concept in India is new, 
and a study by author (Veeralakshmi, 2012) revealed that there is no knowledge of mutual fund investment among rural 
folk of sample villages in Haridwar district, in north India. 


There is also a huge discussion and debate on the social responsibility of corporate business houses. Many criticize that the 
corporate world in India not showing social responsibility particularly in the field of investment by the poorest of the poor of 
this country. Socially responsible investment decisions by some of the fund managers are being taken in India too, however, 

we are stressing the need of the industry to include people of all spheres in its fold and encourage all types of people to invest 
and make some profits. 
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INTRODUCTION 


Mutual Funds are the representatives of financial market through investment companies, which act 
as an intermediary and deal with purchase and sales of securities. Securities which are efficiently 
managed by fund houses on behalf of investors and their money is invested in different companies 
in form of shares, bonds and short term money market instruments. Value of each Mutual Fund is 
derived by their net value on the outstanding assets. This value is calculated with the help of market 
portfolio and liabilities of value of mutual fund. 


Investment in shares and mutual funds are increasing in India and also getting wider acceptance 
even by people who are earning average finances. Mutual Fund Industry has managed to grow 
nearly five times in the last seven years (Business India, 2011). 


With the advent of multinational companies in the country a lot of changes have been seen in 
Mutual fund industry in the past few years. Importantly the mutual fund industry has to equip with 
the professional expertise in managing funds. India is ranked second after Mexico in having shown 
the highest compounded annual growth rate of over 15 per cent during the period 2007-10 (Boston 
Consulting Group, 2011). As per RNCOS (2011) report, the Indian Mutual Funds retail market is 
growing at a CAGR (Compounded Annual Growth Rate) of 30 per cent, and is likely to touch US$ 
300 billion by 2015. 


Looking at the positive factors of Mutual fund investment its social implication is widen that be 
mobilize the small investor funds in the capital market.Mutual fund offers various benefits and 
advantages to the investor. Mutual funds are available at an affordable cost. It allows an investor to 
be more specific in his choice of investment to construct and blend securities of his choice as a 
portfolio or mutual fund instead of other stocks in the market. One can invest in variety of schemes 
and also a variety of sectors. It is less risky, as one can balance the returns from the diversified 
investment schemes and sectors. Investment in mutual fund is monitored by competent investment 
professionals to maximize returns and minimize risk for invested money. Professional fund 
managers try to provide and meet the social benefits to the investor by taking into consideration the 
tax benefits to the unit holders because if we look at investment objectives, every buyer things in 
terms of saving tax and protect his return. 


SEBI is the official regulatory board in India to form rules and regulations related to the 
formation and managerial isssues of mutual funds. SEBI also prescribe rules and regulations to 
disclosure and accounting requirements. Therefore, in India such regulatory mechanisms by the 
government of India. Some mutual fund schemes like open ended, have the advantages of liquidity 
where an investor can cash mutual fund units at any time they wish. Because one need not wait till 
the completion of the period one has bought the units for. In open ended mutual funds, one can at 
any time en-cash all or part of the units they had bought. Some schemes may also have a lock in 
period, for en-cashing the units they have purchased. Convenience is offered to the investors on the 
portfolios of the schemes. An investor is free to choose from the options when he or she wants 
purchase or sell the mutual fund units through middle men. 


Mutual fund investment provide an investor a choice of freedom to invest, switch and withdraw 
with the help of specialized schemes popularly known as systematic investment plan and advantage 
plans. Transparency is maintained by providing the investment and allocation details with the help 
of individual account accessibility. 


Apart from the advantages of investing in Mutual Funds mentioned above, a lot of 
diversification is possible in investing in mutual funds. The return potential is definitely there, with 
low risks in losing the money. There are a variety of schemes in Mutual funds, even with low costs, 
which makes it investor friendly. Overall, there are a lot of advantages in investing the mutual 
funds. So, mutual funds can be more mobilized in the society. However, majority of the market 
need to be tapped by this industry, as still the investors in Indian Scenario still preferring traditional 
investment alternatives as their primary choice of investment. (Veeralakshmi et a/, 2012) 
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Despite, India being one of the largest economies in the world, its economy has failed to build 
trust and faith in the investors of stock markets, particularly share market. In spite of the growth of 
capital market, it suffered a lot with many scams and irregularities in the share market. This makes a 
tremble in the mind of customer before investing. 


It is not easy for all kinds of people to invest in share market. One needs adequate information 
on the industry and knowledge of ups and downs of market to make intelligent moves. Even with 
knowledge and information one can invest in mutual funds. 


Mutual funds are proving as a easy and comfortable source for retail participants. Domestic 
savings need to be tapped which can encourage the operations of financial resources. So mutual 
funds offer variety of options to the domestic savers that enhances the demographical pattern and 
standard of the society. 


People look for safe avenues to invest their hard earned money. The mutual fund companies in 
turn invest the money into something profitable with a dedicated research in enhancing the profits 
for the customers. One of the review paper by Tripathy in 1996 conveys that the Indian mutual fund 
industry is dominated by the institutional investors who hold about 65 percent of the Indian mutual 
fund assets, whereas retail investors account for remaining share. Study of Sharma in 2006 
discussed that small percentage only is invested in liquid assets such as mutual funds. Rao suggested 
role of government in upliftment of society with the promotion of mutual funds also his work hovers 
around the foreign and Indian literature of 27 and 46 studies on mutual funds respectively. In which 
scholar has emphasized investors purchase securities with lower trading costs through mutual fund 
companies which gives frees them from the tension of diversification and risk management. Study 
says that higher savings rate of 23 percent savings has been channelized into mutual fund sector. 
Retail investment is spreading across with country. Untapped rural areas are discussed and 
importance of mutual funds to Indian society has been emphasized. (Khare 2007). 


Some of the studies have focused on the upliftment of the small investors in equity market 
through mutual fund, because, one needs in depth knowledge before investing in equity, at the same 
time continuous updates are required to gain in this investment, which is not so easy for a lay man. 
Mutual fund industry has strengthened the capital market by mobilizing huge amounts from a large 
section of investors towards equity market. It has provided impetus to the Indian financial market. 
Mutual fund industry has hit more than 30 million mutual fund folios and has covered over 400 
cities and towns. Financial markets are influenced by the ‘financial behavior’ of these investors. This 
study has, therefore, made an attempt to examine the related aspects of investor behavior to 
understand the attitude and perception of investors towards mutual funds. (Kaushal et al). Mutual 
funds are channelizing the savings of millions of individuals into the investment in equity and debt 
instruments (Rao and Mishra). 


CONCLUSION 


Society plays a vital role in the growth of an economy and its capital market. To have proper 
balance in the economic classes’ upliftment of the lower income groups is very important which can 
be achieved by motivating and providing diversified investment alternatives with professional 
management. It is the responsibility of a nation to include people from all spheres of society in 
inclusive growth and for which mutual funds will be a media through which it can be achieved. 
Looking at the advantages of mutual funds discussed in this paper, one need not be an expert in the 
capital market to invest money into mutual funds. An in depth knowledge is not required along with 
the other investment strategies for participation in the mutual fund industry. At the same time, one 
may not need huge sums of money to be an investor in the fund, still he can enter the mutual fund 
industry with a little savings. Hence, the mutual fund investment can be utilized effectively for its 
social implications. 
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Abstract—The finance and accounting profession is emerging as a fast growing profession. In this globalized era, IFRSs is 
gaining more and more attention. Not only are these gradually accepted as a single accounting language for the preparation 
of financial statements, they are also taking place of national Generally Accepted Accounting Principles (GAAP) across the 
world. The main objective of the study was to study the attitude, subjective norms, perceived behavioral control and 
intention of accounting practitioners towards the adoption of IFRS. Stratified random sampling method was used in order 
to select the sample respondents. The responses collected were tabulated and cronbach alpha was calculated to test the 
reliability of the results. Descriptives like standard deviation and mean were calculated and one way ANNOVA was used to 
test the association/ non association between the variables. The study concluded that the adoption of IFRS was good for 
Indian companies and the economy indicating that firms should adopt IFRS early and have necessary training to adopt 
IFRS as early as possible. No significant influence was found of the years of professional experience on the subjective norms 
established towards IFRS adoption, on the attitude towards IFRS adoption, whereas significant influence was found of type 
of firm affiliation on the attitude and of the position held in the organization on the attitude towards IFRS adoption. 
Further type of firm affiliation on perceived control, years of professional experience on the intention, firm affiliation on 
subjective norm established and type of firm affiliation on the intention had no significant influence towards IFRS 
adoption. 


Keywords: Accounting Standards, Attitude, Intention, Perceived Behavioral Control Subjective Norm 


INTRODUCTION 


The universal recognition of IFRS has not only generated a need for those in the profession of 
finance and accounting to acquire the requisite knowledge and experience on these standards but it 
has also formed a common platform for accounting profession in the whole world (Munyjal, 2013). 
Since the confluence of accounting standards into IFRS is gaining impetus across the globe, 
accounting bodies world over, like the International Accounting Standard Board (IASB) and the US 
Financial Accounting Standards Board (FASB) have also started the underpinning on converging 
International Financial Reporting Standards (IFRS) and Generally Accepted Accounting Standards 
(GAAP) (Khurshid, 2010).Every business needs a basis to set standards according to which 
transactions are measured irrespective of the location, subsidiaries and partnerships. And since 
business is global, the question facing the world of commerce is: whether one set of accounting 
standards will be more efficient and convenient? (Watch, 2009).The boards for setting the standards 
in different parts of the world have set their own schedule for adapting to IFRS and many countries 
have started agreed to adopt it as their national accounting standards. Internationally, as far as 
investments across the border are concerned, a non-IFRS compliant country is perceived to be 
riskier. (Khurshid, 2010). Some factors like attitude, subjective norms, perceived behavioral control 
and intention were identified in order to have a better understanding of the behavioral attributes of 
accounting practitioners toward the possibility of adoption of International Financial Reporting 
Standards. The purpose of the study was to investigate the perception of accounting practioners 
towards the intention of IFRS early adoption. 


REVIEW OF LITERATURE 


(Daske Holger, 2013) found that capital-market effects around IAS/IFRS adoption should be 
interpreted very cautiously as they not only reflect changes in the standards but also in 
reporting incentives or broader reporting strategies of firms. (Horton Joanne, 2013) found that after 
mandatory IFRS adoption consensus, there was a decrease in the forecast errors for firms that 
adopted IFRS mandatorily as compared to those of other firms. They also found a reduction in 
forecast errors for voluntary adopters, but this effect was neither large nor was it robust. Moreover, 
they showed that the extent of decrease in the forecast error was coupled with the firm-specific 
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differences between local GAAP and IFRS. (Zabihollah Rezaeea, 2010) compared the attitude of 
academicians and practitioners towards converging to a set of global accounting standards and 
found that majority of respondents agree that effective convergence to a set of globally accepted 
accounting standards would be beneficial to preparers, users, auditors, analysts, and standard 
setters. (Jain, 2011) discussed the problems the stakeholders (Regulators, Accountants, Firms etc) 
might face in the process of adoption of IFRS in India. He emphasized the various ways in which 
these problems could be addressed. (Alexandra Fontesa, 2005) analyzed three ways to measure the 
success achieved in effecting convergence between any two sets of accounting standards. 
(Neidermeyer, 2012) found that IFRS was valuable not only to local but international accounting 
standard setters as well since they seeked to negotiate common ground for convergence. (Thomas 
Jeanjean, 2008) analyzed the effectiveness of the mandatory introduction of IFRS standards on 
earnings quality, and more precisely on earnings management. They concentrated on three IFRS 
countries, Australia, France, and the UK who adopted IFRS for the first time. They found that there 
was no decline in the pervasiveness of earnings management after the introduction of IFRS and in 
fact this pervasiveness increased in France (Mark DeFonda, 2011) tested the assertion by examining 
changes in foreign mutual fund investment in firms that followed mandatory IFRS adoption in the 
European Union in 2005. Consistent with this assertion, they found that when mandatory IFRS 
adoption resulted in improved comparability there was an increase in foreign mutual fund 
ownership. (Liu, 2011) indicated that quality of accounting improved with with a reduction in 
earnings management and increased the value relevance of accounting measures in China since 
2007. (Laura, 2011)provided evidence that when IFRS were adopted, there were some benefits 
received in terms of trade in goods and foreign direct investment. 


RESEARCH GAP 


While reviewing the key trends from the existing literature, it was observed that though there were 
few studies on the adoption of IFRS, very few empirical researches on IFRS adoption have been 
found. It has been difficult to find a study focusing on the perception of accounting practioners 
towards the adoption of IFRS. This study attempts to empirically examine the factors that affect the 
adoption of IFRS. 
OBJECTIVE OF THE STUDY 

1. To study the attitude of accounting practitioners towards the adoption of IFRS. 

2. To study the subjective norm of accounting practitioners towards the adoption of IFRS. 


3. To study the perceived behavioral control of accounting practitioners towards the adoption 
of IFRS. 


4. To study the intention of accounting practitioners towards the adoption of IFRS. 


HYPOTHESIS FRAMED FOR THE STUDY 


Attitude 
HOI (There is no significant influence of the years of professional experience on the attitude towards IFRRS 
ladoption. 
IH02 (There is no significant influence of the type of firm affiliation on the attitude towards IFRS adoption. 
03 [There is no significant influence of the position held in the organization on the attitude towards IFRS 
ladoption. 
Subjective norms 
H04 There is no significant influence of the years of professional experience on the subjective norms 
lestablished towards IFRS adoption. 
(There is no significant influence of type of firm affiliation on the subjective norm established towards 
HOS IFRS adopti 
ption. 
H06 (There is no significant influence of the position held in the organization on the subjective norms 
lestablished towards IFRS adoption. 
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Perceived Control 


[There is no significant influence of the years of professional experience on the perceived control towards 


HO? IFRS adoption. 

Hog (There is no significant influence of type of firm affiliation on the perceived control towards IFRS 
ladoption. 

09 There is no significant influence of the position held in the organization on the perceived control towards 
IFRS adoption. 

Intention 

O10 be is no significant influence of the years of professional experience on the intention of adoption of 

IHO11 (There is no significant influence of the type of firm affiliation on the intention of adoption of IFRS. 

HO12 [There is no significant influence of the position held in the organization on the intention of adoption of 


IFRS. 


RESEARCH METHODOLOGY 


The study used the survey method to approach the respondents through a pre-tested and well 
structured questionnaire. Stratified random sampling method was used in order to select the sample 
respondents. The framework was developed using the variables identified during literature review. It 
consisted of structured closed ended questions. The responses were taken on a five point likert scale 
ranging from strongly disagree to strongly agree. The questionnaire consists of two parts such as 
namely (1) respondents demographic features, (2) the variables related to adoption of IFRS, which 
was measured on four major dimensions (i) Attitude (ii) Subject norm (iii) Perceived Behavioral 
Control (iv) Intention. The responses collected were tabulated and cronbach alpha was calculated to 
test the reliability of the results. Descriptives like standard deviation and mean were calculated and 
one way ANOVA was used to test the association/ non association between the variables. 


DATA ANALYSIS AND INTERPRETATION 


Table 1: Demographic Profile 


Frequency Per cent 
Gender Male 65 66.3 
Female 33 33.7 
Total 98 100.0 
Age (years) 20-29 years 30 30.6 
30-39 years 33 33.7 
40-49 years 20 20.4 
> = 50 years 15 15.3 
Total 98 100.0 
Highest Degree Held Bachelors 51 52.0 
Masters & above 47 48.0 
Total 98 100.0 
Years of Professional Accounting | < 10 years 47 48.0 
Experience > = 10 years 51 52.0 
Total 98 100.0 
Type of Firm Affiliation National 12 12.2 
Regional 7 71 
Over 10 people / Professional 11 11.2 
staff 
Private company 39 39.8 
Public company 15 15.3 
Not for profit 10 10.2 
Others 4 4.1 
Total 98 100.0 
Position Staff 10 10.2 
Entry level 15 15.3 
Senior in charge 25 25.5 
supervisor 6 6.1 
Manager 18 18.4 
Partner 14 14.3 
Others 10 10.2 
Total 98 100.0 
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INTERPRETATION 

Most of the respondents were male (66.3%), of the age group of 30-39 years (33.7%). Majority of 
them were bachelors (51%) and had been associated with their profession for a period of more than 
10 years (52%). Majority of them were from private company (39.8%) and were at the position of 
senior in charge (25.5%). Respondents had a good understanding of the need for the adoption of 
IFRS. 


Table 2: Descriptive Statistic of Variables 


Attitude Mean Std. Deviation 
IFRS are good for Indian industry. 2.70 1.186 
IFRS are good for the local economy. 2.84 1.146 
Feeling positive about IFRS 2.73 1.070 
Subjective Norms 
Organization top managers think that IFRS should be adopted as early as 3.51 .944 
possible. 
Supervisor thinks that IFRS should be adopted early. 3.55 .898 
Workplace close friends think that IFRS should be adopted early. 3.41 993 
Perceived Control 
Training is necessary for adopting IFRS early 3.65 996 
IFRS early adoption is entirely in my control. 3.26 .816 
knowledge of adopting IFRS early by firms 3.21 .922 
Firm would have the necessary financial resources to adopt IFRS early. 3.06 961 
Intention 
Intention of firms to adopt IFRS early 3.04 930 
Firms’ intention in adopting IFRS as early as possible. 2.91 .996 
INTERPRETATION 


The average of the responses was the highest with respect to the idea that IFRS were good for the 
local economy, the immediate supervisor’s thinking that firm should adopt IFRS early, firm would 
have necessary training to adopt IFRS early and firm intend was to adopt IFRS early. 


The standard deviation was highest in case of the perception that IFRS was good for Indian 
companies and the economy, close friends at the workplace thinking that firm should adopt 
IFRS early, firms would have the necessary training to adopt IFRS early and firms intending to 
adopt IFRS as early as possible. 


Table 3: Cronbach Alpha Values of the Variables Selected 


Variables Cronbach Alpha Cronbach Alpha 
Value (in Total) Value 
Attitude 927 922 


IFRS are good for Indian industry. 


IFRS are good for the local economy. 


Feeling positive about IFRS 


Subjective Norms 
Organization top managers think that IFRS should be adopted as early as 901 
possible. 


Supervisor thinks that IFRS should be adopted early. 


Workplace close friends think that IFRS should be adopted early. 
Perceived Control 
Training is necessary for adopting IFRS early 825 


IFRS early adoption is entirely in my control. 


knowledge of adopting IFRS early by firms 


Firm would have the necessary financial resources to adopt IFRS early. 
Intention 

Intention of firms to adopt IFRS early 891 

Firms’ intention in adopting IFRS as early as possible. 


INTERPRETATION 


The cronbach alpha value of all the variables varied between 0.82 to 0.93 hence considered highly 
reliable for the study. 
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Table 4 
Strongly Disagree | Neutral Agree Strongly 
Disagree Agree 
Attitude IFRS are good for Indian industry. 18 26 28 19 7 
IFRS are good for the local economy. 13 26 31 20 8 
Feeling positive about IFRS 10 37 25 21 3 
Subjective Our organization’s top decision-makers, 2 13 28 43 12 
Norms senior managers (partners) think 
that I/we/our firm should adopt IFRS 
early 
My immediate supervisorss think that 2 11 26 49 10 
I/we/our firm should adopt IFRS early. 
My close friends at the workplace think 4 11 37 33 13 
that I/we/our firm should adopt 
IFRS early. 
Perceived I/we/our firm would have necessary 2 11 26 39 20 
Control training to adopt IFRS early 
Adopting IFRS early would be entirely 0 19 39 36 4 
within my/our control 
I/we/our firm has the knowledge to adopt 0 26 32 33 7 
IFRS early 
I/we/our firm would have the necessary 6 19 41 27 5 
financial resources to adopt IFRS early. 
Intention I/we/our firm intends to adopt IFRS 4 24 38 28 4 
early. 
I/we/our firm intends to adopt IFRS as 5 31 37 18 7 
early as possible. 


INTERPRETATION 


Respondents had a negative attitude towards the benefits of IFRS for the economy a whole. They 
disagreed towards the benefits of its adoption. Most of the respondents had a positive attitude 
towards the Subjective Norms the Perceived Control and the intention for the adoption of IFRS. 


Study of Attitude Across Demographic Profile 


Ho: There is no significant influence of the years of professional experience on the attitude towards 
IFRS adoption. 


Table 5 
Sum of Squares| df Mean F Sig. 
Square 
IFRS are good for Indian industry. | Between Groups 6.812 1 6.812 5.046 .027 
Within Groups 129.606 96 1.350 
Total 136.418 97 
IFRS are good for Indian industry. | Between Groups 3.076 1 3.076 2.375 127 
Within Groups 124.312 96 1.295 
Total 127.388 97 
IFRS are good for Indian industry. | Between Groups 817 1 817 711 401 
Within Groups 110.285 96 1.149 
Total 111.102 97 


INTERPRETATION 


The null hypothesis was rejected in case of the perception that IFRS were good for Indian 
companies and for the economy implying a significant association. In all other cases the null 
hypothesis was accepted indicating no significant influence of the years of professional experience 
on the attitude towards IFRS adoption. 
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Hw: There is no significant influence of the type of firm affiliation on the attitude towards IFRS 


adoption. 
Table 6 
Sum of Squares df | Mean Square F Sig. 
IFRS are good for Indian industry. | Between Groups 6.848 6 1.141 .802 | .571 
Within Groups 129.570 91 1.424 
Total 136.418 97 
IFRS are good for Indian industry. | Between Groups 17.542 6 2.924 2.422 | .032 
Within Groups 109.846 91 1.207 
Total 127.388 97 
IFRS are good for Indian industry. | Between Groups 15.246 6 2.541 2.412 | .033 
Within Groups 95.856 91 1.053 
Total 111.102 97 
INTERPRETATION 


The null hypothesis was accepted in case of the perception that IFRS was good for Indian 
companies and for the economy implying no significant association. In all other cases the null 
hypothesis was rejected indicating a significant influence of the type of firm affiliation on the 
attitude towards IFRS adoption. 


Hy3: There is no significant influence of the position held in the organization on the attitude 
towards IFRS adoption. 


Table 7 
Sum of Squares df Mean F Sig. 
Square 
IFRS are good for Indian industry.| Between Groups 44.712 6 7.452 7.395 .000 
Within Groups 91.706 91 1.008 
Total 136.418 97 
IFRS are good for Indian industry.| Between Groups 41.214 6 6.869 7.254 .000 
Within Groups 86.173 91 947 
Total 127.388 97 
IFRS are good for Indian industry.| Between Groups 34.177 6 5.696 6.738 .000 
Within Groups 76.925 91 845 
Total 111.102 97 


INTERPRETATION 


The null hypothesis was rejected in all the case implying a significant influence of position held in 
the organization on attitude towards IFRS adoption. The above clearly shows the attitude towards 
IFRS adoption depended upon the position hold in the organization. 


Study of Subjective Norms across Demographic Profile 


Hu: There is no significant influence of the years of professional experience on the subjective 
norms established towards IFRS adoption. 


Table 8 

Sum of Squares df Mean Square F Sig. 
Organization top managers think | Between Groups 1.482 1 1.482 1.673 .199 
that IFRS should be adopted as_| Within Groups 85.008 96 885 
early as possible. Total 86.490 97 
Supervisor thinks that IFRS Between Groups .688 1 .688 852 358 
should be adopted early. Within Groups 77.557 96 .808 

Total 78.245 97 

Organization top managers think | Between Groups 948 1 948 .961 329 
that IFRS should be adopted as_ | Within Groups 94.725 96 987 
early as possible. Total 95.673 97 
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INTERPRETATION 


The null hypothesis was accepted in all the case implying no significant influence of the years of 


professional experience on the subjective norms established towards IFRS adoption. 


Hos: There is no significant influence 


established towards IFRS adoption. 


of the type of firm affiliation on the subjective norm 


Table 9 
Sum of Squares df Mean Square F Sig. 
Organization top managers | Between Groups 2.441 6 407 441 850 
think that IFRS should be Within Groups 84.049 91 .924 
adopted as early as possible. | Total 86.490 97 
Supervisor thinks that IFRS | Between Groups 3.828 6 638 .780 588 
should be adopted early. Within Groups 74.417 91 818 
Total 78.245 97 
Organization top managers | Between Groups 6.578 6 1.096 1.120 357 
think that IFRS should be Within Groups 89.095 91 979 
adopted as early as possible. | Total 95.673 97 


INTERPRETATION 


The null hypothesis was accepted in all the case implying no significant influence of type of firm 


affiliation on the subjective norms established towards IFRS adoption. 


Hos: There is no significant influence on the position held in the organization and the subjective 


norms established towards IFRS adoption. 


Table 10 
Sum of Squares df Mean Square F Sig. 

Organization top managers _ | Between Groups 22.382 6 3.730 5.295 .000 
think that IFRS should be Within Groups 64.108 91 .704 
adopted as early as possible. | Total 86.490 97 
Supervisor thinks that IFRS | Between Groups 18.216 6 3.036 4.602 .000 
should be adopted early. Within Groups 60.029 91 .660 

Total 78.245 97 
Organization top managers | Between Groups 25.022 6 4.170 5.372 .000 
think that IFRS should be Within Groups 70.651 91 .776 
adopted as early as possible. 


INTERPRETATION 


The null hypothesis was rejected in all the case implying a significant influence on the position held 
in the organization and subjective norms established towards IFRS adoption. 


Study of Perceived Control across Demographic Profile 


Ho7: There is no significant influence of the years of professional experience on the perceived 
control towards IFRS adoption. 


Table 11 
Sum of Squares df Mean Square F Sig. 
Training is necessary for Between Groups 4.343 1 4.343 4.538 .036 
adopting IFRS early Within Groups 91.861 96 957 
Total 96.204 97 
IFRS early adoption is Between Groups .657 1 .657 .987 323 
entirely in my control. Within Groups 63.965 96 .666 
Total 64.622 97 
knowledge of adopting IFRS | Between Groups .035 1 035 .041 .840 
early by firms Within Groups 82.465 96 859 
Total 82.500 97 
IFRS early adoption is Between Groups 399 1 399 429 514 
entirely in my control. Within Groups 89.234 96 930 
Total 89.633 97 
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INTERPRETATION 


The null hypothesis was rejected in case of the perception that I/we/our firm would have necessary 
training to adopt IFRS early implying a significant association. In all other cases the null hypothesis 
was accepted indicating no significant influence of professional experience on the perceived control 
towards IFRS adoption. 


Hos: There is no significant influence of the type of firm affiliation on the perceived control towards 
IFRS adoption. 


Table 12 
Sum of df Mean Square F Sig. 
Squares 
Training is necessary for Between Groups 4.813 6 802 .799 573 
adopting IFRS early Within Groups 91.392 91 1.004 
Total 96.204 97 
IFRS early adoption is Between Groups 2.449 6 408 597 732 
entirely in my control. Within Groups 62.174 91 683 
Total 64.622 97 
knowledge of adopting IFRS| Between Groups 2.065 6 344 389 884 
early by firms Within Groups 80.435 91 .884 
Total 82.500 97 
IFRS early adoption is Between Groups 2.292 6 382 398 .879 
entirely in my control. Within Groups 87.341 91 .960 
Total 89.633 97 


INTERPRETATION 


The null hypothesis was accepted in all the case implying no significant influence of type of firm 
affiliation on the perceived control towards IFRS adoption. 


Hoo: There is no significant influence on the position held in the organization on the perceived 
control towards IFRS adoption. 


Table 13 
Sum of Squares df Mean Square F Sig. 
Training is necessary for Between Groups 13.449 6 2.241 2.465 .030 
adopting IFRS early Within Groups 82.755 91 .909 
Total 96.204 97 
IFRS early adoption is Between Groups 12.456 6 2.076 3.621 .003 
entirely in my control. Within Groups 52.166 91 573 
Total 64.622 97 
knowledge of adopting IFRS} Between Groups 17.559 6 2.927 4.101 .001 
early by firms Within Groups 64.941 91 714 
Total 82.500 97 
IFRS early adoption is Between Groups 13.466 6 2.244 2.681 .019 
entirely in my control. Within Groups 76.166 91 837 
Total 89.633 97 


INTERPRETATION 
The null hypothesis was rejected in all the case implying a significant influence on the position held in the 


organization on the perceived control towards IFRS adoption. 
Study of Intention across Demographic Profile 


How: There is no significant influence of the years of professional experience on the intention to 
adopt IFRS. 
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Table 13 
Sum of df Mean F Sig. 
Squares Square 
Intention of firms to adopt IFRS _| Between Groups 6.202 1 6.202 6.617 012 
early Within Groups 89.972 96 937 
Total 96.173 97 
Firms’ intention in adopting IFRS | Between Groups .048 1 .048 055 815 
as early as possible. Within Groups 83.789 96 873 
Total 83.837 97 


INTERPRETATION 


The null hypothesis was rejected in case of I/we/our firm intending to adopt IFRS as early as 
possible implying a significant association. In other cases the null hypothesis was accepted 
indicating no significant influence of the years of professional experience on the above intention. 


Hou: There is no significant influence of the type of firm affiliation on the intention to adopt IFRS. 


Table 14 
Sum of df Mean F Sig. 
Squares Square 
Intention of firms to adopt IFRS Between Groups 9.605 6 1.601 1.683 134 
early Within Groups 86.569 91 951 
Total 96.173 97 
Firms’ intention in adopting IFRS_ | Between Groups 4.231 6 705 .806 568 
as early as possible. Within Groups 79.606 91 875 
Total 83.837 97 


INTERPRETATION 


The null hypothesis was accepted in all the case implying no significant influence of the type of firm 


affiliation on the intention to adopt IFRS. 


Ho: There is no significant influence on the position held in the organization on the intention of 


adoption of IFRS. 
Table 15 
Sum of df Mean F Sig. 
Squares Square 
Intention of firms toadopt IFRS | Between Groups 18.740 6 3.123 3.671 .003 
early Within Groups 77.433 91 851 
Total 96.173 97 
Firms’ intention in adopting IFRS | Between Groups 17.428 6 2.905 3.980 .001 
as early as possible. Within Groups 66.408 91 -730 
Total 83.837 97 


INTERPRETATION 

The study concluded that the adoption of IFRS is good for Indian companies and the economy 
indicating that Indian firm should adopt IFRS as early as possible and should also have a system to 
provide the necessary training to adopt IFRS as early as possible. Greater period of experience had a 
better understanding towards the perception of the benefits of adopting IFRS. Everyone felt that 
IFRS adoption would be highly beneficial. IFRS would have the necessary control needed and 
would be helpful for better understanding the performance of the organization and its equitable 
comparison with others. 


The position held within the organization had influenced the perception towards perceived 
control on the subjective norms established and the perception towards IFRS adoption. 


The null hypothesis was rejected in all the case implying a significant influence of the position 
held in the organization on the intention to adopt IFRS. 
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CONCLUSION 


FUTURE SCOPE 


As there is some divergence in Indian Accounting Standards from IFRS for example current 
investments are valued at lower of the cost or fair value under Indian Accounting standard 13. After 
the implementation of IFRS they would be calculated at fair value. And even other Indian 
Accounting Standards have a few minor differences with respect to IAS 2-Inventories, AS-33 
Earning per share, AS-38 Intangible assets etc. If IFRS is fully adopted in India then Indian 
companies would have a smooth and successful transition into the international market and hence 
could be understood better. 


MANAGERIAL IMPLICATIONS 


The study would help in having the common accounting system that is generally perceived to be 
stable, transparent and fair to investors across the world. IFRS adoption will eliminate the barriers 
of cross-border listings and will be beneficial to the investors and foreign investors will be attracted 
to the economy as the financial statements of India companies would be IFRS compliant. 
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Abstract—Since India opened its economy in the year 1991, the Banking sector has gone for enormous transformation 
and the credit management has followed suit. 


As the figures pertaining to Non Performing Assets (NPAs) are witnessing a continuous rise, off late Banks have been quite 
watchful while approving loans. NPAs stand as a crucial factor, while going for the evaluation of financial standing of a 
Bank. It also creates hindrance in the business growth of the Bank 


An NPA account reduces profitability of banks. There is a keen relationship between lending rates, NPA and profitability of 
banks. The objectives of current paper are to assess the effect of NPA and its movement. To analyze the data, Correlation 
and Granger causality is applied. The present study concluded that there is a positive relation among lending rates, NPA 
and profitability of banks. 


Keywords: NPA, Public Sector Bank, Net Profit, Lending Rates 


INTRODUCTION 


In today’s scenario, the most important parameter to judge the strength of a country is its economic 
standing in the world. To be on a firm footing for an economy, the banking system has to be strong. 


The stability and viability of commercial banking is synonym for sustainable economic 
development. Banking distress leads to economic crisis. Since the economy is changing, level of 
NPA is affecting the performance of banking sector. To tackle this situation banking sector needs to 
formulate appropriate strategies. 


Purpose of introducing the Bank reforms is to bring in economic development and in the longer term 
attain economic stability. Reforms are meant to pick up economic momentum and make the banks 
accountable. Before the economy was opened and thereafter the private ventures came into the 
banking industry, public sector banks were pulling the economy commendably. But, came Eighties 
and it was observed that public sector banks were not performing as per the expectations. Low 
profitability and consistently rising NPAs marked the working of the public sector banks. 


High rising nonperforming assets can lead to increase in the financial liability of the Bank, thereby 
further adding to the financial woes of the Bank. Instead of this, however in some cases Banks 
deliberately go for lending to the same borrowers and charge higher interest rates. Level of NPAs 
play pivotal role in lending economic stability to the Bank. 


REVIEW OF LITERATURE 


Growth of banking is inevitable for social and economic development. The best indicator for the 
health of the banking industry in a country is its level of Non-performing assets (NPAs). Non 
performing assets are unavoidable for banks. Banks have to keep them within tolerance limit only so 
as to run successfully. Hence, banks should monitor them closely and control them properly. NPAs 
stand decisive in shaping the economic health of the banking industry of a Nation. It is difficult for 
the banks to do without the Non-performing assets, as these are a must for banks to keep upto a 
certain level to run their operations smoothly. Over the years, studies have been made on the subject 
of the problems of NPAs, their origin and ways to resolve the problem.Khan and Bishnoi (2001) 
observed that banking crises exists in countries if the level of NPA touches 10% of GDP. NPA is a 
virus affecting the economy. NPA impact banks differently including a reduction in interest spread 
(Brahmananda, 1999), reduction of profitability and shareholder value (Kaur and Singh, 2011)and 
jeopardize the viability of the bank (Micheal et al, 2006).On one hand, it reduces the income earning 
capacity of banks, at the same time, banks need to provision from their income towards probable 
credit losses. The effect of NPA is not limited to bank alone, it affect the economy, borrowers, 
creditors, industries, etc. At macro level, NPA blocks the flow of funds to prospective borrowers and 
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hence results in reduced capital formation and economic activity. Also, higher levels of NPA force 
banks to invest in risk free government securities and other investments. This also results in reduced 
capital formation and economic activity. Management of NPA is one major objective promulgated 
in various reform measures since post-liberalization period. Prudential measures on income 
recognition, asset classification, provisioning, etc were carried out in order to control the NPA in 
banking sector. Various committees’ (including Narasmiham Committee, Verma Committee) were 
appointed to chalk out strategies and reform measures to manage NPA. 


OBJECTIVES OF THE STUDY 
e To study the status of NPAs 


e To study the relationship of NPA, Lending rates and profitability. 


e To study how much one variable affect the other. 


METHODOLOGY ADOPTED 


Etymologically, methodology means the way how the research is to be carried out, how the data 
will be collected, analysed and how the conclusions will be drawn. To achieve our objectives 
descriptive research has done. 


SAMPLE OF THE STUDY 


Paper under reference aims to study the relationship of NPA, lending rates and profits earned by 
various public sector banks during the span of 7 years i.e. 2004-2011. 


DATA AND TOOLS 


The study consists of references drawn from the reports of Reserve Bank of India. Data analysis has 
been done on the basis of testing done on statistical tools such as correlation and Granger Causality 
and conclusions have been drawn. 


The approach follows Granger (1969) who proposed a time-series based approach in order to 
determine causality between economic variables. A question that frequently arises in time-series 
analysis is whether or not one economic variable can help forecast another economic variable. In 
the Granger sense therefore, a time-series x is a cause of y if it useful in forecasting y. More 
precisely, variable x is said to Granger-cause another variable, if the current value of y(yt) is 
conditional on the past values of x (xt-1, xt-2,....... x0)and thus the history of x is likely to help 
predict y(Konya,2004). 


HYPOTHESIS 
HO: Lending Rates does not affect NPA 


H1;: lending rates affect NPA 
HO: NPA does not affect Profitability 
H1: NPA does affect Profitability 


RESULTS AND DISCUSSION 


NPA relates to money deposits which could not be recovered and turned into liabilities in the longer 
run. NPAs affect the present as well as the future profitability of the bank. It mirrors the actual 
standing of the bank in terms of performance, profits, position of debts, risks etc. One impact of 
NPAs would be higher provisioning. Between 2008 and 2011, about 25 to 40 percent of profits of 
banks would go towards provisioning of NPAs. The analysis of 7 years data (2004-05 to 2010-11) it 
is clearly indicated that NPA is most risky in public sector bank and impact on profitability and its 
liquidity. Competence of a banker can easily be judged by his management of NPA. Lending rates 
are the amount that a bank charges on money that it lends. Deposit and lending rates had largely 
followed the pattern set by the apex bank in previous cycles of monetary easing and tightening in 
the recent past. When RBI cut the repo rate, the rate at which it lends to banks, by 300 bps or 3% 
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between 2001 and 2005, the prime lending rates (PLR) dropped by 190 bps or 1.9%. The deposit 
rates then fell by 438 bps (4.38%) while the overnight rates, the rate at which banks lend to each 
other, declined 309 bps (3.09%). Similarly, when the RBI followed a tighter monetary policy and 
increased the repo rate by 300 bps between 2005 and 2008, PLR surged by 460 bps and deposit rates 
increased by 388 bps. But the monetary easing that followed the global financial crisis saw a much 
lower drop in PLR and deposit rates despite a huge fall in overnight borrowing costs. And when 
repo rates soared by 375 bps between 2010 and 2011, PLR lagged it by only about 80 bps. "The 
transmission of rate cuts remains challenging. The transmission from policy rates to lending/deposit 
rates has never been one-to-one," Nomura India economists Sonal Varma and Aman 
Mohunta(2011).When the central bank raises their discount rates, commercial banks may raise their 
lending rates sooner by more percentage points than their deposit rates. As a result, when discount 
rates are high, commercial banks’ profit rates are also because the banks interpret the high discount 
rate as a signal to raise their lending rates without as great an increase in their borrowings rates. The 
NPA, Lending rates and banks profitability are closely related and very sensitive to each other. 


This section discusses the findings of the study. Table 1 shows the result of descriptive study for 
the variables NPA, Lending Rates and NP. The result of the study shows that the data is not normal 
in the nature. The result of the Jarque-Bera probability test also confirms the same. The probability 
for the test is not significant (Less than 0.05). Further the result of standard deviation also confirms 
the same. 


Table 1 
NPA Lending Rates NP 
Mean 2.310492 1.083991 5.014238 
Median 2.251297 1.126294 5.026807 
Maximum 2.557158 1.149988 5.22089 
Minimum 2.16334 0.948168 4.790775 
Std. Dev. 0.149884 0.075795 0.178118 
Skewness 0.681859 -0.829929 -0.093668 
Kurtosis 1.977354 2.317583 1.388452 
Jarque-Bera 0.847447 0.939405 0.76772 
Probability 0.654605 0.625188 0.681227 
Sum 16.17345 7.587939 35.09966 
Sum Sq. Dev. 0.134791 0.034469 0.190356 
Table 2 
Lag AC PAC Q-Stat Prob. 
1 0.3 0.3 0.9469 0.331 
2 0.13 0.044 1.1596 0.56 
3 0.036 -0.016 1.1802 0.758 
4 0 -0.013 1.1802 0.881 
5 0 0.004 1.1802 0.947 


Table 2 shows that there is a little correlation observed in the data on the lag of 1 but after the 
1st lag the correlation is become very minimal on the lag of 2 and after that on the lag of 3, 4 and 5 
it’s marginally negative. 


Table 3 
Null Hypothesis F-Statistic Probability 
LENDING_RATES does not Granger Cause NPA 18.2929 0.02347 
NPA does not Granger Cause LENDING_RATES 29.0575 0.01251 
NP does not Granger Cause NPA 49.6114 0.00588 
NPA does not Granger Cause NP 13.4019 0.03522 
NP does not Granger Cause LENDING_RATES 10.1816 0.04968 
LENDING_RATES does not Granger Cause NP 38.5494 0.00842 


Table 3 portrays the findings of the Granger causality test. The test shows that all the variables 
cause each other. The probability value is given in table for all the variables and in all the cases the 
probability level is observed less than 0.05, thus the null hypothesis get rejected in all the cases. 
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CONCLUSION 


The study finds that the NPA, Lending Rates and NP are the crucial factors for the bank and they 
positively impact each other. Though the descriptive study shows that the data is not normal in the 
nature but the correlation shows that there is impact of the variables of one year on another. Further 
the result of the granger causality confirmed that all the variables caused each other positively. To 
conclude the study reveals that non performing assets have a significant impact on the profitability 
of the financial institutions. Further the study also finds that the lending rates also impacts the 
profitability and vice versa. 
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Abstract—The mergers and acquisitions are growing both in numbers and deal values at a rapid rate. Researches in the 
area of motives behind these mergers are limited, particularly in India. When various theories attempt to explain the logic of 
M&A transactions, many of them are not empirically tested. Here an attempt has been made to understand the motives 
behind the airlines M&As in India and their consequences. Results show that there is huge difference between the motives 
and consequences. 
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INTRODUCTION 


Corporate growth through mergers and acquisitions has become a common practice because of the 
several advantages associated with it. Most commonly cited benefits include gain in synergy, 
operational efficiency, market share and market entry, technological benefits etc. After liberalization 
the number and size of the acquisition deals are increasing day by day. Even India has witnessed 
some of the mega cross border deals in the past and future is waiting for many more. Even though 
M&A has become a very frequent activity and it has significant influence on stakeholders, corporate 
structure and the economy, our knowledge on the motives and effects of merger is limited and 
disagreement persists regarding what the existing evidence shows (Mohapatra, 2008). Mergers and 
Acquisitions have always remained a sort of an enigma in the “Theory of the Firm” (Muller, 1969). 


Table 1: Some Top Acquisitions World-Wide with Value 


Year Acquirer Target Transaction Value 
(in bil. USD) 

1999 __| Vodafone AirTouch PLC Mannesmann AG 202.8 
2000 | America Online Inc Time Warner 164.7 
2007 | Shareholders Philip Morris Intl Inc 107.6 
2007 _| RFS Holdings BV ABN-AMRO Holding NV 98.2 
1999 __| Pfizer Inc Warner-Lambert Co 89.2 
1998 | Exxon Corp Mobil Corp 78.9 
2000 | Glaxo Wellcome PLC SmithKline Beecham PLC 76 
2004 | Royal Dutch Petroleum Co Shell Transport & Trading Co 74.6 
2006 | AT&T Inc BellSouth Corp 72.7 
1998 | Travelers Group Inc Citicorp 72.6 


Compiled from various sources. 
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BACKGROUND 


Among the strategic choices for growth, external expansion over the internal expansion is preferred 
because of several benefits. It gives very quick growth to the firm and also reduces competition. 
There are other reasons too. Each merger or acquisition has a specific motive. Several theories 
explaining the logic behind mergers and acquisitions has been developed. Here therefore an attempt 
has been initiated to explore the major economic and behavioural motives of such business 
combinations and their consequences in the aviation sector mergers. 


Merger theories can be classified into two categories; while most theories focus on shareholders 
interest, one group focuses on managers’ interests and their deviations from shareholder value 
maximization (Halpern, 1983: Trautwein, 1990). The motives for mergers are manifold in the light 
of the fact that different acquiring firms may have different motives in different acquisitions. The 
field has brought forward a total of seven different theories (Trautwein, 1990) which fall broadly 
under the two major competing theories of the firm. 


Table 1: Theories of Merger Motives 


Merger as rational choice | Merger benefits Net gains through synergies Efficiency Theory 
bidder’s Wealth transfers from customers Monopoly Theory 
shareholders Wealth transfers from target’s shareholders | Raider Theory 

Net gains through private information Valuation Theory 
Merger Benefits Managers Empire-building Theory 
Merger as Process Outcome Process Theory 
Merger as Macro-economic Phenomenon Disturbance Theory 


Table 1: Theories of Merger Motives 
Source: Trautwein F., Merger motives & Merger Prescriptions, SMJ Vol. 11, 283-295, 1990 


The neo classical theory of profit maximization believes that the managers of the firm will try to 
maximize the benefit to the shareholders. So mergers and acquisitions should be value enhancing to 
the bidder shareholders. At the same time the contingency conflict remains in larger organizations 
and the managers try to maximize their own benefit at the cost of the shareholders. Mergers and 
acquisitions are mostly cited and justified in a way which seems that it will create value for the 
shareholders and the amount paid to the target is justifiable. At the same time process theory and 
disturbance theory describes mergers as outcomes of macroeconomic factors. 


A REVIEW OF LITERATURE 


Several studies have examined the motivation for mergers and acquisitions. The managers of the 
acquirer companies come up with statements showing strong logic and several benefits of the 
acquisitions. The various strategic fits they are going to achieve and ultimately increasing the 
bottom line benefits and growth and market share or reducing the cost or increasing efficiency or 
increasing the product line , innovation etc.. But empirical studies on the consequences mostly 
differ. Mergers are agreed to be value destroying for bidder shareholders. The optimistic promises 
which were made by the CEO and MD of the acquiring companies are partially realized. Even if 
growth is achieved it has not added to the shareholders wealth. To understand the true motives or 
intentions of the acquisition it is important to understand the consequences and can be traced back 
whether the stated motives were real or false. So an attempt has been made to understand the 
consequences of mergers. 


Most of the mergers take place to attain synergy benefits and thereby enhancing the value of the 
firm and benefiting the shareholders. It has been found that acquirers generally loose after merger 
(Firth, 1976; Meeks, 1977; Utton, 1974, Kelly 1967; Reid 1968). This loss can be because of over 
payment or mode payment (Antoniou, Arbour and Zhao, 2008; Firth, 1979; Franks and Harris, 
1989; Limmack, 1991; Kennedy and Limmack, 1996; Gregory, 1997) or overconfidence by the 
managers or prior acquisition experience (Hubbard 1999, Sudarsanam, 2004) or the acquirers’ 
inability to integrate (Zainulbhai, 2006) with the target properly. 


Mergers also lead to monopoly power (Gong & Firth, 2006) and generate more revenue by the 
way of charging more prices for the same product or service. Particularly in case of aviation it has 
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been found that mergers lead to increased consolidation in the industry as they are mostly 
concentric in nature and witnessed higher prices for the same routes (Kim and Singal). There is 
mixed result of M&A performance in the Indian aviation industry. Mahesh R. & Daddikar Prasad 
(2012) report insignificant improvement in return on equity and earnings per share in the post- 
merger period, Joshi and Desai’s (2012) has witnessed non uniform results. This gives us a 
reasonable doubt on the performance of M&A in the Indian Aviation sector and their motives. 


METHODOLOGY 


The Prowess database of centre for monitoring Indian economy (CMIE) has been used to identify 
the mergers and acquisitions in the Indian aviation industry. Only prominent mergers are taken 
where the deal size is high so that the motives and consequences can be prominently detectable and 
measurable. To know the direct motives the content analysis of the different reporting sources has 
been taken. To know whether these motives which are stated publicly are intended in true sense the 
verification has been done through pre and post merger profitability study. The event study 
methodology has been a prominently used as a tool to measure the performance of the mergers and 
acquisition (Ball and Brown, 1968; Fama et al. 1969) 


Table 2: M&A in Indian Civil Aviation 


Announcement Date Acquirer Target Volume Percentage Acquisition 
2nd June 2007 Kingfisher Airlines | Air Deccan 2115 Cr 26 
18th Jan 2006 Jet Airways Sahara Airlines 3020 Cr 100 
15th May 2007 Air India Indian Airlines NA NA 

Table 3: The Cited Motives behind the Mergers 
Jet Airways & Air Sahara Kingfisher Airlines & Air Deccan Air Indian & Indian Airlines 

Single operating permit to improve] Flying on international routes will be} Enhance customer proposition 
efficiency allowed as a result of merger as legal] Easy entry into one of the three 
Transferring aircraft from one fleet to | compliance is done. global airline alliances. 
another with a view to improve} Deccan founder G R Gopinath said] Optimal utilisation of existing 
efficiency "one merged cooperative entity be| resources through improvement in 


In addition to prime landing and take-off | created to get the best synergies and| load factors & yields on commonly 
slots at major airports such as London|cost; and the greatest value for}used routes & deploy freed-up 
Heathrow, New Delhi and Mumbai. It|customer in creating a _ great| aircraft capacity on alternate ones. 


would become the only privately owned | infrastructure airline in this country." | Facilitate leveraging of assets, 
Indian airline with permission to fly capabilities and infrastructure and 
overseas create strong  ground-handling 
The allocation of parking bays and the services & improve maintenance, 
arrival and departure slots during the repair and overhaul businesses. 

prime time in morning and evening in The merger would enable the 
the four metros—that would favor Jet merged entity to command better 
Airways after the new, rebranded entity valuation, provide the flexibility to 
comes into existence. achieve some financial and capital 

restructuring. 


Compiled from various news paper sources. 


The daily stock market return for the bidders Jet and Kingfisher has been extracted from BSE 
archive. Air Indian is not listed in the stock market so to capture the benefits or loss the accounting 
study method has been used. 


ACCOUNTING MEASURES OF PERFORMANCE 


In the present study we employ three categories of financial ratios—profitability and leverage and 
liquidity ratios. 


Profitability Ratios: 

RONW = (PAT = Net Worth) x 100 
Leverage Ratios 

Debt Equity Ratio = Total Debt = Net Worth 
Liquidity Ratio 
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Current Ratio = current assets + current liability 


We have calculated the ratios for three years pre merger and three years’ post merger. The mean 
values are computed and comparison can be seen from Table 4. 


Table 4 
Jet Airways Air India Kingfisher 
Pre-Merger Post-Merger Pre-Merger Post-Merger Pre-Merger Post-Merger 
RONW 0.251794 -0.16135 -1.42968 -6.70812 -0.02722 -0.24056 
Debt-Equity 1.897028 3.220467 23.66726 45 .25244 3.525472 7.448576 
CR 2.255424 0.714673 1.470433 1.410262 1.995684 0.790194 


EVENT STUDY MEASURE OF PERFORMANCE 
The first media announcement date for the merger or acquisition is taken as the event date. 


Normally estimation period is the unbiased and clean period which can be used to predict the 
normal return during the window period. We have taken-90 days to-30 days as the estimation 
period. To calculate the normal return we have used Single Index market model. The BSE Sensex 
return has been set to be the bench mark and regressed to calculate the normal expected return. 


Ri = a+B (Rin) + € 

Where 

R;, = Expected normal return for the company in the absence of the announcement of merger 
Rint = Sensex return for day t 

a and f are regression co-efficients. 

e = error term 


Abnormal return for any day has been calculated by subtracting the actual return of that day for 
a particular stock on a particular day from the expected return of that day. Aggregating the return 
over the window period we get a cumulative abnormal retun (CAR) for the event over the window 
period. Various window periods has been taken in the study. 


DATA ANALYSIS 


The regression co-efficients are calculated by regressing the daily sensex price with the stock price of 
the companies. The details of the statistical parameters are given in table-5. 


Table 5: Regression Statistics 


Jet Airways Kingfisher Airlines 
R Square 0.2855 0.153591 
Adjusted R Square 0.267185 0.131888 
Standard Error 0.017998 0.037064 
F 15.58 7.07 
Intercept (a) -0.00165 (-0.55467) -0.00183 (0.31374) 
X Variable 1 (B) 0.960452 (3.947664) 0.88 (2.66) 


The normal return for the window period is calculated using the co-efficients of regression 


through the following formula. 


Table 6 shows the CAR for both the companies over the window period. 


Table 6: CAR for Various Window Periods 


Jet Kingfisher Combined 
CAR (-10 to 30) -12.26* 4.97* -3.41* 
CAR (-10 to 0) 1.33 2.09 Veil 
CAR (-10 to 1) 4.1* 4.9* 4.5* 
CAR (-3 to 3) -11.6* 6.64* -2.48 
CAR (0 to 10) -23.1* -6.28* -14.69 


*Significant at 90% level of significance. 
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CONCLUSION 


Pre merger gain is found to be positive for both the acquisitions. Mergers were anticipated in all 
cases even before it was announced. The market reacts positively to the merger. This seems market 
is more optimistic about the gains of the merger before announcement. But gradually the return 
fades out. In case of Jet airways the post announcement CAR starts falling sharply with occasional 
positive abnormal returns. This might be because of the fact that market feels the merger is not 
going to generate benefit as expected as it was a clear case of overpayment for the target. At the 
same time the deal structuring was also not visibly clear. Where as in case of kingfisher the 
cumulative return is positive which might be the case that market valued the merger to be 
synergistic and will add value as it can help kingfisher develop in the international operations. At 
the same time the immediate effect of merger announcement on Kingfisher was also seen to be 
negative as it might be because of the entirely different set of operations and organizational culture 
among the bidder and the target. 


The combined effect is not value enhancing though it cannot be generalized. The operating 
performance for all companies across the industry has significantly destroyed in the post merger 
period. Mergers have failed to realize the synergy benefits and could not develop on operational 
parameters to increase sales or profit. 


One of the reasons which seem quite potent in these cases is the overpayment issue. Valuation 
of the target and calculation of the expected synergy benefits are crucial to the success of the merger. 
All the mergers were supported by the logic of cost reduction, operational efficiency and optimal 
utilization of resources which depends on the effective integration skill to achieve. Air India and 
Indian Airlines still have not integrated to the full extent. We conclude that the motives stated 
before the merger could not be achieved because of the overpayment, ineffective integration and 
ineffective utilization of resources. 
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Abstract—Sarthebari town is the second largest hub of bell metal industries of Assam. It encompasses 122 bell metal 
industrial units with a workforce of approximate 300 artisans. But in recent years, this industry has faced serious problems 
which threatening to its existence. The deplorable condition forced artisans to leave the industry. So an empirical study has 
been carried out through a field survey and focus group interview with the members of the “Asom Samaway Kahar Sangha 
Limited” established in the year 1933. The research findings are related to functioning of the units as a cluster, and 
methodology adopted for sourcing of raw material till its marketing and livelihood pattern of craftsmen. However, improper 
documentation and unorganized business model are the two major limitations for this study. Finally, the study focuses on 
the potentiality of the industry to provide a sustainable means of growth through government intervention. A further study 
can highlight this industry by interconnecting the rural tourism, which can play a tremendous role in promoting the craft to 
the outer world. 


Keywords: Assam, Bell Metal Industry, Industry Analysis, Rural Artisan, Sustainability 


INTRODUCTION 


In India, small enterprises have dominated mostly by the rural traditional artisanal clusters. Clusters 
that are formed by small firms always play a vital role in the socio-economic development of a 
region. It also helps in maintaining a healthy co-relation among the various stakeholders of the 
society, other national and international organisations and educational institutions. Clusters create 
scope for employment generation as it helps in setting up of other important ancillary business near 
by it. The North-Eastern small industries are mostly labour intensive, run from houses and they 
depend mostly on locally available resources. As the artisans are having less capital, application 
innovation in product, services and management is also limited. 


LITERATURE REVIEW 


Cultural value is considered as a different but not unrelated to economic value. Hence, an item of 
cultural capital such as cultural heritage can also be defined as an asset of cultural value. (David 
throsby, 1999).As North East India is known for natural resources and cultural diversity. People are 
earning livelihood through various small scale industries that are operating among village 
communities depending on availability of traditional skill and resources and thereby playing as a 
source of sustainable livelihood of people in NE. Bell metal industry is a cultural heritage of Assam 
and a source of employment generation for artisans engaged in the insustry. (Rinku Das & Ashim 
Kumar Das, 20/1). Bell metal works were highly developed throughout Assam in the past that 
flourished with royal patronage. Gradually, it became a traditional occupation of Assamese society. 
However, many ethnic groups are compelled to leave their ancestral occupation to cope with the 
changed economic structure. People switched over to other economic activities which can provide 
them a better socio economic status. The artisans are now struggling to cope with the changed 
economic situation *(Bishmita Medhil, B.S. Mipun, & Sailajananda Saikia, 2012). To develop the 
existing small and rural industries of the state, the government has adopted the policy of cluster 
development. Through, forming a Cluster, suppliers, customers and public investors can share the 
benefits of innovation in products, production process, services and management. Cluster also can 
create high demand for labour, task specialization, easy accessibility specialized skills, services and 
inputs. Cluster creation can strengthen the ability of clustered actors to compete by sharing costs by 
engaging in join tasks of marketing and distributing the products and helps in rapid flow of capital, 
goods, people and ideas across cluster institutions.*.(Rinku Das & Ashim Kumar Das, 2011.) 
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OBJECTIVES OF THE STUDY 


The focus or the study is to analyze and understand the nature and strength of current business and 
the organizational linkages between the various cluster actors and to find out the areas of 
interventions for further development of the bell metal industry of Assam. 


RESEARCH METHODOLOGY 


The study is empirical in nature where the required data and information was collected through a 
field survey. However secondary sources of data were also utilized wherever necessary. The 
population or sample space of the survey comprises of all the retailers/ Mahajans and Co operative 
society members belong to Sarthebari*. A convenient sampling technique is followed in selecting 
the sample unit from population for detail investigation. All together 50 numbers of representative 
households were interviewed through a well-structured schedule. However, this information was 
supplemented by the knowledge and experiences of the investigator gathered through detailed issue 
based Focus Group Discussion with the Artisans, cooperative society members and other 
experience people. 


DESCRIPTION OF THE BELL METAL INDUSTRY CURRENTLY EXISTING AT 
SARTHEBARI 


The Bell metal industry of Sarthebari is basically known for it’s contribution towards the 
development and sustainability of the very creative bell metal craft. Most of the artisans are 
concentrated in Gomura Namsala, Karakuchi and many others of Barpeta district. The present 
estimate of around 250 units are run by artisans mainly. The skills and the techniques involved are 
hereditary in nature.. Sarthebari, a small town under the Sarukhetry block of Barpeta district of 
Assam is a growth centre of Bell Metal Industry. 


The participants of the bell metal industry can be classified into five categories, Pure artisans, 
Proprietary unit (owned by local businessmen or Mahajans), Co-operative unit, Local institutions 
and a combination of all the above mentioned categories. 


‘Kohar Bhaiga’ or Ojapalli system is followed in Bell metal industry, where, four or five artisans 
are being grouped together to pool their resources. The work under a common production program 
is known as ‘Kohar Bhaiga’ or ‘Ojapallim’. In this system, the artisans mutually agree to work 
under the Master artisan (‘Kohar’) and the rest of the artisans are called ‘Vaiga or Rallies’. The 
‘Kohar’ usually owns the tools and equipments. The Vaigas do not get any direct wages under this 
system. But, the proceeds from the unit are shared according to mutually agreed upon ratio. The 
Kohar receivess a higher share of the profit which is usually 1.5 times of the share of a Bhaiga. The 
Bhaiga normally receives the equal share among them. 


DISTRIBUTION OF BELL METAL INDUSTRY AT SARTHEBARI AND ITS 
NEARBY AREAS 


The bell metal industry is scattered over a large area of Barpeta district with umpteen number of 
units which can be analysed further with the help of the below given Table 2 


Table 2 
Place Number of Units 
Sarthebari 122 
Gomura 69 
Namsala 50 
Karakuchi 19 
Amrikhowa 12 
Lachima 06 
Batiya 02 
Mararbari 01 
Bengapara 01 
Total 282 


(Adapted from the Official Statistical Report, District Industrial Centre, Barpeta.) 
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Specially, the bell metal items are manufactured in the Sarthebari cluster. Some of the special 
items like ‘Dafala Kaahi, Posang’, Simengetc. are being manufactured on order basis which are sold 
later on to neighbouring states and countries like Arunachal Pradesh, Bhutan, Myanmar and China. 


CLUSTER ACTORS 
CORE CLUSTER ACTORS 


These core cluster actors play an important | role in the process of development of the cluster in 
the region. 


Category 1: The raw material suppliers from Guwahati use to supply the brass scrap to the 
Artisans and also to the Independent customers. These suppliers are controlling the whole price 
mechanisms of the Bell Metal Industry. As per the reports, these Suppliers use to bring down the 
quantity of Raw material i.e Brass Scrap from the Moradabad &create an artificial scarcity so that it 
can be sold to the artisans at a higher price. 


Category 2: There are also many individuals who also provide Raw materials to the 
Artisans,who are known as MAHAJANS who are independent Businessmen. They are not much 
organized as such Cooperative Society but enjoy the highest share of the market. They use to 
procure raw materials from the suppliers from Guwahati and provide the same to the artisans. The 
artisans prepare different products as per the demand of the independent seller (mahajans) and 
marketed through the retail shops owned by the the independent sellers. 


Category 3: This group comprises of merchant traders and marketing agents. Bell Metal products 
that are manufactured in this cluster are sold through these dealers and traders. Substantial price 
addition takes place at this phase.. 


Category 4: The suppliers of tools, jigs, fixtures, and sulfuric acid for pickling fall under this 
category. These inputs are required in various stages of manufacturing and finishing process. 


ROLE PLAYED BY THE ASSAM CO-OPERATIVE BELL METAL UTENSILS MANUFACTURING 
SOCIETY LTD 


The “Assam cooperative bell metal utensils manufacturing society Itd.” Or “Asom Samaway Kahar 
Sangha Limited” was established in the year 1933 at Sarthebari town of Barpeta district and since 
then it is playing a vital role in the growth of the bell metal industry of Assam. The society has 53 
shareholders who are basically the craftsmen only. This society has flourished tremendously from 
the day of inception and has various branches across the state. The Society usually provides raw 
materials to the Craftsmen and the craftsmen produce the products as per the demand. In return, 
they usually get the GARANI (labor charges) which may differ from product to product on the basis 
of complex nature of the products. The Executive Body members are nominated by the member 
craftsmen who work under the Society. 


THE INSTITUTIONAL MATRIX 


‘The Assam co- operative bell metal utensils manufacturing society Itd.’ is playing the role of a 
facilitator to the artisan members. Besides, some other institutions like- Department of handicraft, 
SIDBI, District Industries Centre (DIC), National Small Industries Corporation (NSIC), Small 
Industries Development Bank of India (SIDBJ), Indian Institute of Technology, Guwahati and 
NEDFI are also helping the artisans in receiving required help from time to time. These institutions 
periodically organize training programmes and provide support to the artisans. As the extent of 
cooperation among these associations is minimal and need based. Hence, to form a strong 
relationship among stakeholders, cluster formation with appropriate technology, finance and 
marketing assistance can only help the industry towards future growth. 


COMMERCIAL SERVICE PROVIDERS 


The Commercial Service Providers like chartered accountants, export consultants and merchant 
bankers provide valuable services on commercial basis to the artisans. 
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METAL WORKING UNITS/ MIDDLEMEN/ CASTING UNITS 


While the artisans are involved in manufacturing the products, middlemen play the important role 
of distributor and earn heavy profit. 


BACKWARD LINKAGES/ FORWARD LINKAGES 


Raw material suppliers and suppliers of machinery, tools and other inputs form the backward 
linkage while marketing agents, exporters and large industries form the forward linkage. 


STRUCTURE OF THE BELL METAL INDUSTRY 


Raw Material Supplier 


Asom Samaway Kahar Mahajans (Local 
Sangha Limited Businessmen) 


Artisans Artisans 


Asom Samaway 
ON ie 
Limited 


Co- 
Operatives 
Retails 
Shops 


Mahajans 
own Retails 
Shop 


Customers 


Fig. 1: Structure of the Bell Metal Industry 


The above structure shows how the different Actors are interrelated to each other in the Bell 
Metal Industry. With the above structure it is understood that the role of the supplier who provides 
raw material is very important as we can see the Co Operative Society as well as the MAHAJANS 
(The Local Businessman) procure the raw material from the similar sources with the same price. 
After procuring the raw materials they used to give it to the Artisans to produce different products 
according to the demand of the customers. 
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INDUSTRY STRUCTURE ANALYSIS: 


Entry barrier to the cluster is low as anyone can enter the industry with a minimum investment of 
Rs.50,000-1,50,000/-. The resources are plenty but there is no proprietary skill/technology available 
that leads to no product differentiation and economies of scale. The rivalry amongst firms is 
moderate as the major rivalry happens between the Co- Operative Society and the Mahajans. 
Rivalry is moderated by the fact that the exit barrier is also very low. Suppliers enjoy high 
bargaining power as they are limited in number. This can be reduced by forming networks for 
common bulk purchase. There is hardly any product differentiation and the customers can switch 
from one supplier to another. 


PROBLEMS OF THE BELL METAL INDUSTRY 


a) Lack of organization among the scattered bell metal units. 

b) Raw materials are available but expensive and bought from unauthorized dealers which are 
sold without bill. 

c) There is a problem of regular supply of working capital also. 

d) Advanced Technology, Equipment, Design, Quality Control and Marketing guidance are 
unheard of. Lack of such institutional help to the artisans. 

e) In terms of price fixation, the local producers do not have bargaining power and it is mostly 
fixed by the bulk buyers who come from Guwahati. 

f) Lack of expertise in documentation. 

g) Due to inadequate exposure, product diversification is minimal. 

h) Due to lack of market information artisans are unaware of consumer's changing tastes & 
preferences. 

1) Most of the artisans are fully dependent on Bell Metal Craft and there is no other alternative 
employment for their survival. 

j) Due to poor repayment rate most of the Banks are not ready for financing. As SBI have 
financed the Artisans to develop the tools and techniques but this have not been done 
because of their lack of knowledge regarding the same. 

k) The industry is facing stiff competition from the machine made look —alike products as they 
are cheaper than the hand made one. 

RECOMMENDATIONS 
The few strategies which are being recommended are as follows: 

a) The artisans of the bell metal industry need a common facilities’ centre for imparting 
training, marketing and to establish linkages with financial institutions for market 
intelligence, raw materials, working capita and managerial inputs. 

b) The industry of Sarthebari town can be recognized as the potential tourist hot spot as eco 
and village tourism is boosting in other parts of the world. It enjoys a strategic location as it 
is nearby to Manas sanctuary and flourishing rural crafts such as Nalbari district is known 
for Elephant Teeth Craft ( Nalbari district), silk products and brass metal products 
(Sualkuchi and Hajo of Kamrup district) 

c) Skill upgradation programmes need to be initiated so that the workers can perform their 
work in more scientific way rather than by the same age old traditional way without 
affecting the traditional form of the craft. 

d) Design development training programmes and workshop should be organized from time to 


time with collaboration with the various Institutes such as IIT Guwahati. 
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e) Marketing support programmes need to be organized by establishing direct linkages with 
active participation in Govt- sponsored Trade Fairs as frequently as possible. 


f) Community Empowerment needed to be done by branding of Product and patent of designs 
which are produced in the Bell metal Cluster area. 


g) If Government can provide proper Transportation subsidy & licensing to procure the raw 
materials than Artisans do not have to depend much on the local traders who are charging 
high rates for the Raw materials. 


h) Assistance from Companies operating in the region as a CSR initiative: As the clause of the 
new Companies Bill mentions about mandatory spending of two percent of net profit of the 
last three years on CSR activities. Schedule 7 of the Act. lists out activities, which a qualified 
company can take up in discharging its CSR activities while empowering women and 
employment enhancing vocational skills. As, Section 135 and schedule 7 specifically 
provides that a preference should be given to the local area where a company operates, 
MNCs and local established industries can provide assistance to the ailing bell metal 
industry to be developed and provide livelihood to local Assamese community people. 


CONCLUSION 


The traditional Bell Metal Craft Industry has huge potential and can play a major role in socio- 
economic development of the state if timely and necessary support is provided to the artisans who 
are engaged in the bell metal industry. Towards this goa, 1, the various cluster actors have to come 
together for the upliftment of the poor artisans. The suggested Cluster Village Concept and the 
Rural tourism also can help in promoting the craft to the outer world. Innovation is highly required 
but should not be at the cost of originality and ethnicity. Proper and timely intervention of the 
Ministry of Information, Commerce and Tourism can definitely bring smile to the lives of the 
poor artisans. 
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Abstract— 
Title: Maiming The Unmanned Space 


The treaties on outer space usage declare space as the common heritage property of the mankind. Initially, reaching the 
space was the luxury of few developed countries. But now the innovations in space business like Virgin Galactic, has made 
it comparatively cheaper for researchers, academicians and astronauts to visit space or launch satellites in the sub orbits of 
the earth. 


Design: This is a doctrinal type of research. 

Findings: Space ferrying can be made lucrative by involving tourist rationale. 

Limitations: The researcher is limiting its scope to the study of Virgin Galactic due to paucity of time. 
References: (The Outer Space Treaty, 1967 and the Moon Agreement, 1979) 

(Reynolds G H and Merges R P (1990) Harvard Journal of Law and Technology; Volume III) 


Keywords: Space tourism, Space law Treaties, Virgin Galactic 


INTRODUCTION 


Business means earning profit with the give and take of commodities, goods or ideas which are 
mutually acceptable to the persons involved in the transaction but in order to become a successful 
business tycoon, ideas should be innovative which can be easily saleable due to their attractive 
incentives and characteristics. No person would undertake a business in which he would suffer a 
loss. Business should be a trade off between risks and profitability. Such a daring innovation in 
business is undertaken by Virgin Galactic which is offering space ferrying to private individuals on 
payment of certain fees. This company is a limited liability company which is working in 
collaboration with NASA for exploring the unventured zone of space and developing tourism 
industry therein. Space tourism was considered a myth and a mere fairy tale back in seventeenth 
century. Many authors have written and woven ideas about the space tourism since time 
immemorial. With the initiative of many space agencies this dream could be converted into a hard 
core reality. 


A landmark element of man’s space regime is the development of technology that can take a 
large number of paying passengers into the space on commercial basis. In October 2004, the 
successful launch of Space Ship One followed by its second return journey paved way for a new 
space tourism industry. Other companies have started following the trend. Richard Branson, the 
entrepreneur of Space Ship One has further agreed to make a new aircraft for Virgin Galactic and 
hundreds of people have registered for its future flights.'The prospects of suborbital and orbital 
journeys would give rise to many legal questions. 


Initially space could be visited only by persons involved in the augmentation and articulation of 
any space project or research. Gradually it so happened that along with the related members to the 
research project, the government or financial agencies representatives also started accompanying the 
astronauts in their mission to outer space. This development paved the further regime of introducing 
tourist activities in outer space on commercial basis. 


OBJECTIVE OF THE STUDY 
The study would aim to achieve the following broader objectives: 


e Critically examining the problem of establishing space tourism in outer space from legal 
perspective. 


‘http://www.virgingalactic.com 
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Studying the prevailing international laws, conventions and treaties which govern the outer 
space activities. 


Studying the avenues of operating Space tourism industry and the revenue generated by it. 


LITERATURE REVIEW 
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generating income there from. 


P Collins, 2002, " Meeting the needs of the new millennium: passenger space travel and 
world economic growth’, Space Policy 18 (3) (2002) 183-197 (also at 
www.spacefuture.com). 


The researcher has studied the prospects of economic growth from development of the space 
tourism industry. 


P Collins; A Autino, 2008, “ What the growth of Space Tourism Industry could contribute 
to employment, economic growth, environmental protection, education and World Peace”, 
presented at International Academy of Astronautics(also at www.spacefuture.com). 


The researcher has studied advantages of establishing the Space tourism industry for the 
upliftment of economy as a whole. 


United States of America National Space Policy adopted on August 31, 2006 
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20. The researcher has studied the principles and goals of the United States and after well 
knitting it with the Virgin Gala tic’s Space Travel initiative, tried to provide solution for the 
revival of uninstalled projects due to monetary crunch. 


SPACE TOURISM: LUCRATIVE BUSINESS OPPURTUNITY 


Space tourism means visiting outer space for business or recreational purposes. This industry is very 
lucrative as it provides economic and social benefits by creating new employment opportunities in 
aerospace and fields related to supply these services. Also many new opportunities for feasible and 
sustainable technological growth can be created in the process of exploring the area of outer space. 
Space tourism can be great alternative to the ever increasing demand for non-renewable resources 
on earth. It is the greatest boon for the growing issue of “space” problem on the earth. With the 
revenue earned in space tourism, several other expenses for experimentation and research can be 
reduced sharply. The rockets which were used to launch satellites could not be reused. That is the 
reason why space experiments were considered to be so expensive. Later the idea of reusing the 
launch vehicles started picking up along with the commercial utilisation of the same. This was the 
time when several space agencies thought of involving passenger travels to outer space in order to 
meet their growing expenses and ambition to explore space impeccably. Market research suggested 
that there is greater potential demand for reusable launch vehicles carrying fare paying passengers 
than for expendable rockets.” 


ENHANCING SEVERAL BUSINESS OPPORTUNITIES 


The reduction in the cost of space travel due to the use of reusable launch satellites in combination 
with new consumer service market in space would result in growth of several other industries in 
space as well as on earth. Many new companies have started taking initiatives in this direction. 
Virgin Galactic is enabling the space flights, Bigelow Aerospace is establishing its first space hotel, 
Spaceport Associates advises on spaceport design, Orbital Outfitters Inc. supplies customised flight 
suits, spaceports are being developed in several places in addition to several other services that are 
hired by normal tourism companies (cleaning, catering, hygiene etc.). Another unexplored avenue 
of mineral extraction for commercial purposes along with the use of solar energy can be developed 
into a noteworthy successful and paying industry by entrepreneurship innovation. 


EMPLOYMENT 

It has been observed that the number of people involved in air tourism related activities is 10-20 
times more than those involved in the aircraft manufacturing’. With the same nexus it can be 
established that the employment opportunities would increase at a greater pace if space tourism 
industry is established. In a capitalist economy like United States of America, companies compete 
within the economy to reduce costs in order to increase their profits neglecting the major issue of 
unemployment which would accompany such “economic efficiency”. Under such circumstances it 
becomes all the more essential to develop new avenues for employment by extending support for the 
development of innovative industries which would create employment opportunities thus striking 
balance between the unemployed and the employed people. It can be established from the above 
statement that the amount of people who are rendered jobless due to the closure of non reusable 
launchers can be employed in addition to others in the space tourism industry. 


ECONOMIC GROWTH 


Economic growth is required for healthy social development. If there is no scope for stable and 
profitable investment, whole industry would dwindle as a result of which there would be no 
economic growth in the society. The example of Japan’s zero interest investment has awestruck the 
world. If tourism industry is developed it would provide a safe, sound, stable, innovative and 


*Report of Futron Corporation" Analysis of space concepts enabled by new transportation” (ASCENT) Analysis study for 
NASA, 2003 

International Labour Organisation Human Resources Development, 2001" Employment and Globalization in Hotel, 
Catering and Tourism Sector”, ILO, Geneva, 2001. 
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profitable investment for the nations. The income would be churned in such a way that the output 
would be multiplied’. 


POLITICAL ASPECT OF VIRGIN GALACTIC 


NASA is the official United States of America’s space agency. It has laid down several space 
programmes based on its broad based policy. The USA space policy aims at the peaceful use of 
outer space wherein military action is precluded. The national security would be given prime 
importance and no claim of sovereignty or infringement of nation’s rights would be tolerated by any 
state. The following are its broad based goals: 


e Energising competitive domestic industries- satellite manufacturing, satellite based services 
and increased entrepreneurship. 


e Expand International Co-operation-undertake mutually beneficial space activities. 


e Strengthen stability in Outer Space-safe and responsible operation in space; improved 
information collection and sharing of space knowledge. 


e Increase assurance and resilience of space mission’s essential functions- commercial, civil, 
scientific and national security related. 


e Pursue human and Robotic initiatives-develop innovative technology to carry man to outer 
space and increase humanity’s understanding regarding outer space development. 


e Strengthen USA’s leadership in Space related Science, technology and industrial bases by 
increasing capabilities, decreasing costs, encouraging innovative and entrepreneurship skills 
and enhancing industrial capabilities. 


Virgin Galactic is an initiative towards establishing space tourism. It is limited liability 
Company which is providing sub orbital flights to passengers in outer space. In 2007 it signed 
Memorandum of Understanding with NASA to explore opportunities of collaboration. With this 
collaboration not only NASA’s above mentioned goals would be fulfilled but it will also help NASA 
to generate unparallel revenue and come out of the monetary crunch which it faced after the 
Columbia disaster? and export control policy of Communication Satellite. USA suffered a major 
setback due to the technological failure of launching communication satellites sold to China by 
manufacturers Lockhead Martin and Boeing. Besides congress has yet not bifurcated the civil and 
military communication of these satellites and continues to purchase it from other states instead of 
manufacturing itself. In such circumstances, space tourism industry would prove as a boon to revive 
the stand stilled projects of NASA like the Hubble Telescope, Earth Mission etc which are stalled 
due to fund crisis. According to study, space tourism is considered a very rewarding industry which 
would fetch good fortune for USA’s economy’. Thus, instead of crunching down the budget, new 
avenues of financing should be explored in order to continue and accelerate the space activities. 


LEGAL ASPECTS OF VIRGIN GALACTIC 


The space tourism industry, if established would pose a major legal threat of establishment of the 
property rights in outer space. Space, as resolved amongst the nation is common heritage of 
mankind and not liable for national appropriation. In the wake of such a piece of legislation, 
establishing outer space stations and hotels seems almost impossible. Nevertheless if we closely 
observe the following pieces of legislations, we can find several loopholes that can help enable 
establishment of space tourism industry. 


4P Collins, 2002, " Meeting the needs of the new millennium: passenger space travel and world economic growth”, Space 
Policy 18 (3) (2002) 183-197 (also at www.spacefuture.com). 

°1993 and 2003 

°NASA’s Report in collaboration with Space Transportation Association, “ General Public Space Travel and Tourism Report”, 
1998 
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THE TREATY ON PRINCIPLES GOVERNING THE ACTIVITIES OF THE STATES IN THE EXPLORATION 
AND USE OF OUTER SPACE, INCLUDING THE MOON AND OTHER CELESTIAL BODIES, 1967’ 


This treaty establishes the rules and regulations for carrying outer space activities and it is to be 
followed mandatorily by the signing and ratifying states. This Treaty was ratified and signed by 93 
States. This extra ordinary ratification stems from the need of having a regulating outline before 
man lands on moon. The most notable stride of man landing on moon was in 1966 with already 
three failures from® 1965. The following are the major principles of the outer space treaty which can 
enable establishment of space tourism industry by augmenting the loop holes of law. 


There are regulations in place but many loopholes are to be covered. Though the space is 
common heritage of mankind and not subject to national appropriation’, yet the Treaty itself 
implicitly mentions that any space activity launched by States will procure a definite area in outer 
space for some period of time and this shall be informed to all. This itself presupposes the idea of 
property though not completely sovereign but functionally though". Such a loophole would enable 
the establishment of hotels in the outer space. Later Article 8 suggests that the Space object shall 
belong to the State of registry even though it is launched in outer space. Article 10 discusses about 
the State permission to afford opportunity to other States for observing their space activity and apply 
conditions if any. This in itself establishes functional sovereignty in the space with the idea of 
granting permission. According to several established property Law regimes, a person or a State can 
grant permission to others regarding only those objects which it owns or possesses. If he doesn’t 
own a particular object, he cannot grant any partial right towards it. In addition, Article 11 of the 
Treaty states that the launching State can inform to the world at large and United Nations Secretary 
General about its activities only to the extent feasible and possible. In the light of the above 
mentioned articles, space tourism industry can be established with the erection of hotels, extraction 
of minerals/energy for running the equipments in outer space, establishing space ports etc. 


AGREEMENT GOVERNING THE ACTIVITIES OF THE STATES ON THE MOON AND OTHER 
CELESTIAL BODIES, 1979 


This agreement is drafted with a view to stop claims of states over Moon and other celestial bodies 
and curbs militarisation and colonisation of outer space. This agreement is proven to be toothless 
piece of legislation as far as establishment of the property rights are concerned. Article 5 states that 
the United Nations Secretary General should be updated about the mission if the mission continues 
for more than 60 days and later significant additions should only be informed if the mission 
continues for more than 6 months. This piece of legislation fails to provide the upper time limit for 
which the project can be continued at any specific location in the outer Space. Further it suggests 
that if any two or more States plan to operate in the same area they should inform each other and in 
case of dispute, they should settle it by consultations. In such a case, no solid and full proof 
mechanism is suggested to resolve the dispute. Later Article 6 talks about the samples those are to 
be collected by the States for their experiments but it fails to provide the sample size or quantity that 
is to be collected for experiments. In view of such a loop hole, the States can take undue advantage 
and deplete several minerals from the outer Space. The provisions of this agreement are self- 
contradicting. Article 8 states that there shall be free movement on the surface of the Moon but it 
should not interfere with the activities of the other States and if it does then the matter should be 
resolved by consultations. In the previous provisions of the same agreement it is stated that the State 
shall have jurisdiction over the Space Craft and this provision states that the space crafts and space 
vehicles can move freely over the Moon and other celestial bodies. This purely shows that these 
Space vehicles would carry their sovereignty and jurisdiction wherever they go. Thus it can be stated 


7General Assembly Resolution 2222 (XXI), adopted on 19 December 1966, opened for signature on 

°7 January 1967, entered into force on 10 October 1967. 

‘Luna V launched on 9" May 1965; Luna VII, 4" October, 1965; Luna VIII, 3“ December, 1966 

*Article 1 The Treaty on principles governing the activities of the States in the exploration and use of outer space, 
including the moon and other celestial bodies, 1967 

Article 12 Ibid 
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that there are several loopholes in this agreement and many of the provisions are contradicting. Due 
to such limitations USA is not a party to this agreement and so is not Virgin Galactic. 


CONCLUSION 


Space tourism industry is a great innovation scientifically, educationally, economically and 
politically. It should be undertaken despite all odds. There are certain legal shortcomings which can 
be qualified with little amendments to the existing procedures. Thus, space tourism is a fantastic 
opportunity for accelerating economic growth and it should be adopted by space ferrying nations in 
order to boost their economic potential. 
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Abstract—A business is sustainable if it is functioning in a manner such that it uses renewable resources and is 
answerable for the environmental effects of its activities all over the world. Most of the businessmen are connecting 
sustainability with their business plan. In fact, they consider sustainability as an opportunity as business concerns can gain 
an edge over their competitors, add to their market share, and increase investors’ value. The present study will focus on 
various issues of ‘sustainable business'; how it should conduct its affairs and various parameters of sustainability in the 
global economy. Research design would be descriptive in nature. One of the key findings would be that how sustainability 
control costs in a business through the careful use of scarce resources. For building successful sustainable business, it is 
required that the ideas or models by which businesses are organized and managed should be fundamentally changed. 
Various strategies and tools used for sustainable business practices shall also be discussed in this research work. Major 
limitations of the study would be lack of time and other resources. Available literatures would be reviewed for assistance. 
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INTRODUCTION 


The world in which our business runs is changing rapidly. We live in a world of finite resources, 
faced with global challenges of climate change, terrorism, corruption, etc, capable of affecting many 
of us. Economic recession, a rapidly growing population and seismic shifts as the economic and 
political federation moves from West to East all multiply the problem. Therefore, it is necessary that 
we must protect our natural and human resources in order to have a sustainable economy. Many of 
these challenges are complex and interrelated and as a business we must ensure that our impact on 
the world around us is positive. For this, we should adopt sustainable measures for preserving our 
environment and creating jobs in the process. However this is possible only if we work closely with 
governments, customers, and other key stakeholders to ensure smooth conduct of the business. Here 
it needs to be mentioned that the issue of sustainability does not subscribe to Green issues only, in 
fact it covers all aspects of business such as the financial, economical, industrial, social, cultural and 
legal issues. 


In spite of the importance of sustainability in a business, ironically, the conventional 
understanding goes such that people don’t find businesses to be economically viable if they are 
ecologically and socially sustainable. They find it difficult to compete economically the world over if 
they are compelled to function as per the rules that guarantee environmental and social integrity. 


Rather, sustainability’s greatest strength is that it measures and controls costs wherever they 
arise in a business through the careful use of scarce raw materials and other resources. Sustainability 
is therefore a strategically important for all firms. 


However, it is important to emphasize that sustainable development cannot be accomplished in 
seclusion. It can be achieved only when every individual in the economy must participate such that 
they are able to meet today’s needs without compromising the ability of their future generations. 
Here, the role of business in contributing to sustainable development is quite distinct. 


OBJECTIVES 


The objective of the present research is to study various issues of 'sustainable business’; how it 
should conduct its affairs and various parameters of sustainability in the global economy. One of the 
key findings would be that how sustainability control costs in a business through the careful use of 
scarce resources. The objective will also be to find out what are the fundamental changes required in 
the ideas or models by which businesses are organized and managed. Various strategies and tools 
used for sustainable business practices shall also be discussed in this research work. 
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RESEARCH METHODOLOGY 


The Research study has been conducted mostly on secondary sources of information procured from 
various government and non-government publications, similar studies conducted in the field, 
internet sites and various other publications like The Economic Times, The Business Standards, etc. 
Research design is descriptive in nature. Literature review is followed in the next heading. 


REVIEW OF LITERATURE 


According to Lee Froschheiser, “In business, it’s the ability of a company to develop and 
implement winning strategies that lead to long-term success. And here’s the reality check that great 
leaders get: When it comes to achieving sustainability, there’s no silver bullet or magic pill to 
suddenly make a company be able to manage sustainability, and therefore be more profitable and 
secure on a permanent basis. It takes real work, in terms of being open for necessary change, 
committing to a plan, and the ability for the CEO or manager to lead by example. 


Business sustainability starts with knowing when to stay the course with proven strategies or 
when it is time for change. Savvy leaders leverage proven strategies that move their 
companies forward.” 


According to International Institute for Sustainable Business, “Businesses keen to profit from 
the transition to sustainable development often have a longer time-horizon and a broader set of 
goals than traditional companies. Typically they are dissatisfied with the status quo and want to 
operate in a socially responsible manner, as well as protect the environment. They value the well- 
being of employees, society, culture and future generations. Whilst they cannot afford to ignore 
short-term cash flow, their definition of success is more sophisticated and long-term....... This 
broader vision of success requires new business tools, practices and relationships. Being receptive to 
new ideas and suggestions opens the door to an array of business opportunities.” 


According to the book, ‘Business strategy for Sustainable Development: Leadership and 
Accountability’, “Some executives consider the principal objective of business to be making money. 
Others recognize a broader social role. There is no consensus among business leaders as to the best 
balance between narrow self-interest and actions taken for the good of society. Companies 
continually face the need to trade off what they would ‘like’ to do and what they ‘must’ do in 
pursuit of financial survival. It is clearly in the interest of business to operate within a healthy 
environment and economy. It is equally plain that, on a global basis, growing and sustainable 
economies in the developing countries will provide the best opportunities for expanding markets.” 


According to the above studies, it can be interpreted that economic growth cannot be at the 
expense of the environment and society. We need to adopt sustainable measures in the 
business world. 


SUSTAINABLE BUSINESS 


INTRODUCTION 


As far as business is concerned, sustainable development means taking up those business measures 
and actions that meet the needs of the company and its stakeholders in the present while protecting 
and enhancing the natural and human resources that will be requires in future. 


The term Sustainable business connotes two aspects: 


e Strong sustainability: it’s an approach where every action in the business is taken in such a 
manner which contributes toward a sustainable society. 


e Weak sustainability: It’s an approach where the business considers environmental and social 
issues as well while expanding over the financial bottom line. It is also known as triple 
bottom line. 


Sustainability is becoming a major concern for successful businesses around the world. For a 
sustainable business, profit is the incentive for meeting the needs of the society in the present 
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whereas economic viability is the incentive for meeting the needs of people in the future. In order to 
be economically viable, a business should not deplete the productivity of its natural and human 
resources. Besides, a business must also continue to earn sufficiently well in the present if it wants to 
maintain its productivity in the society for future. 


MEANING 


According to the online encyclopedia, Wikipedia, “a business is sustainable if it has adapted its 
practices for the use of renewable resources and holds itself accountable for the environmental and 
human rights impacts of its activities.” 


This definition explains that economic development must meet the requirements of the business 
concerns and all of them who are affected directly or indirectly by the business activities like lenders, 
consumers, shareholders, workers, dealers and societies. It also emphasizes the fact that how 
dependent companies are on human and natural resources, besides physical and financial capital. 
This definition also direct business leaders on the application of sustainability rules in their 
organizations. 


SUSTAINABILITY AND ENVIRONMENT 


This section of the paper deals with connectivity between sustainable business and natural 
environment. Business extracts its productive resources from the environment and subsequently 
dispose of all material wastes into it. Even those organisations which do not produce any tangible 
products, like financial, legal, and other information-based services, are eventually dependent upon 
supportive tangible processes like producing, mining, and manufacturing. For this, we need to 
understand the principles of ecology. 


The first and foremost principle of environmentalism is “everything is interconnected”. Three 
subsequent ecological principles are derived from it which is holism, diversity, and interdependence. 
Our environment is not just a set of physical and biological constituents; in fact there is a great 
linkage between in which humans and their organizations are important parts. Whatever industry 
extracts from the environment or dispose of into the environment affects the entire ecosystem which 
eventually influences the long run feasibility of the concerns. 


The relationship between businesses and their ecological environment must be mutually 
beneficial, if the productivity of the environment and the profitability of the business are to be 
maintained. 


Leaders of sustainable business must have the valour to decline the irresponsibility and 
disrespect towards the environment not just for their own sake, but also for the sake of their 
companies. 


PRINCIPLES OF SUSTAINABLE BUSINESS 


Value, efficiency, and sovereignty are the fundamental principles of sustainable business. Economic 
worth is based on scarcity, which means the quantity demanded of a particular resource is relatively 
more than the quantity supplied. Sustainable businesses must produce those products and services 
that are scarce and thus will fetch economic value. 


As far as economic efficiency is concerned, it’s a measure of the economic value generated in 
relation to its economic costs. Efficiency is achieved by choosing the best among the available 
alternative resources involved in the production process. In other words, optimum allocation of 
resources will lead to efficient production process. Every Sustainable business must make efficient 
use of scarce natural, physical, financial and human resources in order to be successful. 


The principle of sovereignty is often ignored in comparison to value and efficiency. However, it 
is equally important. Without sovereignty, both the industry as well as separate business concerns 
cannot function successfully. Independent top level management must have a whole lot of 
alternative options available and ample information on how to use it. 
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Lastly, we can say that sustainable business must have environmental, societal, and economic 
reliability. 


SUSTAINABLE BUSINESS PRACTICES 


Most of the businessmen are connecting sustainability with their business plan. They have 
understood that they have to contribute towards solving this grave problem of the economy. 
Through sustainability, business concerns can gain an edge over their competitors, add to their 
market share, and increase investors’ value. 


To incorporate sustainable businesses practices, the ideas or models by which businesses are 
organized and managed must be fundamentally changed. There is no dearth of approaches or models to 
lead sustainable businesses. The need of the hour is that we must change those processes and the business 
must function as per principles of sustainable business rather than the approach towards earning profits. 


This section of the paper will provide the means or strategies for companies to become 
sustainable. 


INTERNAL CONSISTENCY 


In order to make sure that the principles of sustainable development seeps into the organisation, the 
process usually starts from the top level management. For changing organisation’s work culture, 
everybody in the organization must contribute and should work as a team. 


Set Objectives and Goals 


Setting up missions and goals is a statement of the objectives, principles and operating methods of a 
company. This statement should be distributed to all employees. If member of staffs know that 
performance will be evaluated and appraised as per the stated objectives, the mission will be taken 
sincerely. 


One more method of evaluating company's principles and objectives is to observe the objectives 
of other businesses and its practices adopted. 


Measurement of Performance 


All lines of communication can be used by a business to measure its progress in achieving financial, 
environmental and social objectives. By setting standards against which to measure growth of the 
business, and accordingly evaluating its success or failure, organisations can strengthen their 
obligations to stated mission. Environmental and social audits can help evaluate a sustainable 
business. 


Reduction of Internal Waste through Pollution Preventive Work Force 


People from diverse departments, can form their own teams and can be valuable in making 
strategies to perform environmentally better. But, it is important that they have top-management 
support, sufficient finances, and immediate contact with all employees. It is always better to initiate 
by setting simply attainable goals, and gradually become more determined. A simple example can 
be by asking all workers to bring their own coffee mugs. Another example can be that repair staff 
can be asked for eco-friendly cleaning products, and can use bathroom tissue paper and towels made 
up from recycled thread. 


Information to Employees about Economic, Environmental and Social Trends 


A number of workers want to perform in a better way; but for this they need a better perceptive of 
latest fashion and practical solutions. Knowledgeable member of staff will be in a better position to 
promote company goals. Books, articles, videotapes, and the occasional guest lecturers can 
be beneficial. 
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Medium of Exchange of Information 


Usual staff conferences, regular bulletins, available managers and an in-built newssheets can help 
maintain a medium of exchange of information. Discussion and new ideas can be generated 
through centrally paced bulletin boards or proposal boxes. 


INTEGRITY TOWARDS PUBLIC 


Public credibility, consumer trustworthiness, and depositor confidence are gained by organizations 
by doing things in the right manner. 


Sustainable Development Annual Report 


One of the best promotions for a company can be preparation of annual report underlining 
development made towards improving ecological acts and humanizing workplace and societal 
welfare. Such reports can go a long way in revealing a company's commitment to ecological 
safeguard and social accountability. 


Sincere and Accessible Public Terms and Relations 


Communicating adequate information about a company to all the people who are interested in the 
company like consumers, the press, the local public, and everybody involved requires a direct 
approach and understandable language. In the recent past, many producers have established toll-free 
numbers to sell goods and to encounter customer enquiries. 


A Pledge to Societal Developmental Attempts 


Though many organisations gauge their contribution towards the society by the amount of the 
cheque they give to local charities, a large number are towards more dynamic forms of 
community work. 


CHALLENGES FACED 
There are two main challenges faced while developing a Sustainable Business. 


The foremost is cost vs return on outlay in the short run. Mostly companies lack huge capital to 
start their business, therefore they occasionally cut corners to reduce expenses. The second 
challenge is that paramount sustainable business practices, especially regarding ecosystem, are not 
always straightforward. For example, office canteen has to make a decision on whether to use 
plastic, ceramic or paper plates. Plastic material can be reprocessed, but it is still disposable. 
Ceramic material requires ample water and energy to get cleaned. Paper material is a good option, 
but people will use it so many as they are not as well-built as others so the over-time cost will 
be higher. 


Outside of regulation, many companies have found that their biggest challenges stem from a 
lack of credible information, metrics and standards related to sustainability. The first is—without 
meaningful benchmarks—many companies are unable to properly measure their progress in relation 
to their competitors and market leaders. This goes to the heart of good business decision making, 
and presents an issue for all stakeholders including investors, shareholders and customers, all of 
whom are placing increased scrutiny on business and product sustainability. 


Meaningful and reliable metrics must be developed along with the vital processes and systems to 
widen sustainable practices to be rightly incorporated into operational plan. Sustainable programs 
must comprise suitable measurement that influences both financial and non-financial issues. 
Furthermore, since this data shall be used to measure all-round performance, it should be subject to 
the same rules that is relevant to the organisations’s financial schemes to guarantee that the 
information circulated is correct. 


Apart from this, one of the great challenges facing corporate sustainability programs is in 
securing adequate long-term funding. As organizations increasingly view their business operations 
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through the strategic lens of sustainability, many will find their programs should deliver measurable 
returns in the long-run. 


As the world move towards a state of sustainable entrepreneurship, much of the pressure will 
fall on the private sector. In this, governments will need to work together to develop and deliver 
clear and consistent rules in order to reduce the difficulty and regulatory uncertainty of 
sustainability for business. 


However the private sector must continue to move ahead with both individual and cooperative 
initiatives that support the creation of a broader sustainability framework. Those who have yet to 
take their sustainability program from a CSR objective to something substantial that is rooted in 
strategy will quickly find that an integrated and practical move towards to sustainability is required, 
otherwise they will soon lose as against their opponents. 


In the near future, only those companies that recognize and encounter issues of sustainability by 
bringing in changes in their business models will achieve real and ever-lasting benefits in the 
long-run. 


CONCLUSION 
In the end, we can say that we need to focus on these things: 


e We need to bring in and finance such solutions that will permit long term advantages of 
sustainability to struggle with competing programs which have a higher short-term benefits. 


e There is a need for some universal measures, and fundamental systems that produce realistic 
information, so that the impact of sustainability programs can be analysed. 


e Lastly, a clear and thorough international structure of guidelines within which companies 
can plan their functioning is a must. 


To conclude, sustainability can be a source of innovation and growth, if governments help 
business to make it so. Thus, it is rapidly becoming a strategic priority for businesses. Sustainability 
programs provide an indisputable occasion to gain competitive edge, bring in innovation and create 
real bottom line result. And despite a number of challenges, these companies are already taking 
various measures towards shaping the global approach to sustainability. 


Sustainability goals must be tied to operational strategy and measured in the same way as other 
investments. Other companies, however, still see uncertainties and complexities which stop them 
from taking the preliminary steps to implement sustainability programs. Firstly, there is no clear-cut 
and dependable regulatory framework which can make it hard for companies to devise business 
verdicts that have long-term impacts on sustainability. Secondly, companies are struggling with 
understanding how to build an appropriate business model for sustainability programs as they 
struggle with meagre, inconsistent and often unreliable data. It is clear that more needs to be done to 
encourage businesses to embrace sustainability. 
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INTRODUCTION 


Croatia Airlines entered the aviation industry in the year 1991. Soon after this the airlines brought 
many changes in its organizational structure, policies and it working procedure. The airline is a 
domestic carrier of Republic of Croatia. It is a member of the EU. This encouraged the company to 
implement the concept of Sustainable development in its functioning. 


The leading issue before the airlines industry is maintaining the emissions that are released from 
the aircraft. The emission of CO, causes great climate changes. In order to regulate this EU has 
formed ETS which means European Scheme of Trade of CO, emission. All the airlines that operate 
to and from EU are a part of this scheme. Croatia airlines have thus succeeded in setting its norms 
in such a way so as to maintain a sustainable environment. 


“Aircrafts, Airports and Aviation” has brought a tremendous change in our life. The world goes 
around this “3 R’s”. Aviation takes away a major stake in the business sector. There has been a 
rapid increase in air traffic since last few years. The number of domestic and international airlines 
operating in the world has increased considerably over the time. This has contributed a major 
segment in the economic growth of not only India but also the world on a larger side. 


These have led to the development of many new designed aircrafts having larger capacity and 
fuel and labour efficiency. The aviation in our country causes environmental problems of many 
types. The International Civil Aviation Organization Secretariat, in 1999 defined various 
environmental problems related to civil aviation. Here environment includes all the man- made and 
natural resources getting affected by civil aviation, but these resources do not form part of the civil 
aviation in any way. This compilation excluded the external factors that formed part of the aircraft 
such as manufacturing of the engines of the aircraft, conditions of the passengers and crew in the 
aircraft, etc. 


The problems associated with environment include: 

1. Noise created by the aircraft during the process of landing and taking off 

2. Emissions from the engines of the aircraft 

3. Other activities that are carried on, on the airport such as construction of airport, etc. 
4. Effect of civil aviation on climate. 


ICAO is initiating developments and progressing towards reducing effects of aviation on the 
environment. This shall require huge amount of finance, co-operation amongst states, finding 
alternatives for fuel etc. it is indeed a time consuming process. 


The researcher in this paper has covered only two environmental issues that get affected because 
of the aviation industry. The two issues covered are: 


1. The effect of noise on sustainable development. 
2. The emission of pollutants from the engines of the aircraft. 


This paper also covers some commitments and strategies of UK aviation industry towards 
sustainable development. 
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CHAPTER 1 
FACTORS AFFECTING SUSTAINABLE DEVELOPMENT 


EFFECT OF NOISE POLLUTION ON SUSTAINABLE DEVELOPMENT 


The intensity of noise created depends on its frequency and the time length for which it continuous. 
Unlike road and industrial noise pollution which continues for a considerable duration, the noise 
pollution caused by aircraft is persistent only during take-offs and landings of the aircraft. Several 
indices have been established to measure noise exposure considering certain factors.’ 


The noise created by the aircraft is the most aggravated form of noise pollution effecting the 
environment and is a matter of grave concern for the global community. People staying close to 
airports suffer from sleeping problems and other hearing disorders. Around 30 million people suffer 
from this nuisance and hence many states regard it as noise nuisance. Almost 3 million people suffer 
from more aggravated form of noise pollution. Many states hence have started developing 
provisions for noise insulation.” Seeing the disastrous impact of civil aviation on sustainable 
development the Airports Council International, which is an international body that represents 
airports worldwide also, gave its opinion on this.’ 


Mitigating Noise 


Several measures have been taken to mitigate the noise. But in order to regulate the noise it is 
necessary to curb it at source. Following steps can be taken: 


1. Manufacturing aircrafts with silencers. 
2. Setting up residential colonies at a distance from the airport. 


3. Controlling the operational functions of the aircraft at the airport. 


EMISSIONS FROM THE ENGINES OF THE AIRCRAFT 


Emissions of gases from the aircrafts cause great damage. When the engine of the aircraft burns fuel, 
certain emissions is emitted, which are similar to the combustion of fossil fuels. The emissions cause 
greater and vital environmental problems which can prove to be disastrous for the global world. 


The most comprehensive report on this prepared till date is “Special Report on Aviation and 
Global World”.* The report examines the effects of aviation on climate change. The main focus of 
the report is to bring accuracy in information which is provided to the environmentalists, aviation 
industry and the policy makers. The report is the first Intergovernmental Panel on Climate Change 
having the involvement of the experts from aviation sector. This report establishes that the aircraft 
contributes around 3.5 percent of the radioactive forcing. Moreover the emissions from aircrafts 
include Water vapour, Carbon dioxide, Sulphur dioxide etc 


CHAPTER 2 
HOW CAN THE POLLUTION BE MITIGATED? 


Aviation is an interconnected activity between states. Be it domestic or international flight the 
problem of noise and emissions prevails throughout the globe. Hence there is an urgent need to 
make policies and work towards this. 


'The factors that are taken care off include: Number of aircraft, Noise levels reached by the aircrafts, Time i.e. (day or 
night). 

“ICAO Reports Noise levels of DNL55 and DNL65 respectively. The DNL (Day-Night Sound Level) scale is equivalent 
to A-weighted Leq, but with a 10dB night penalty applied between 2200 hours and 0700 hours. 

*“The extreme difficulty encountered in the construction of new airports, the expansion of existing airports and the 
scheduling of aircraft operations, especially at night, is primarily the result of community opposition to aircraft noise at 
many airports” 

“This report is in six languages. These are English, Chinese, Arabic, Russian, French and Spanish. 

Radioactive forcing is a measure of the importance of a potential climate change mechanism. 
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It is the responsibility of the international community to take measures to reduce the noise and 
emissions that are being caused by the aircrafts. ICAO has significant expertise in this matter and 
shall continue to play a leading role in the management of aviation sector. 


The primary aim is to reduce the noise at the source, by developing quieter aircrafts. Thus, 
ICAO has established procedures that are to be followed by the airlines at the time of take offs and 
landing, with a view to decrease the noise that is created on the ground. ICAO has taken up various 
operational measures. It has set up certain standards for designing new aircrafts.° ICAO in 1981 
gave a set of recommendations to regulate pollution.’ 


Studies show that millions of people get affected because of this. It also creates problem in the 
expansion of airports as the local air quality and water gets polluted. The increase in pollution will 
increase with the growth of aviation industry. 


Many organizations and regulations have been created in the US and also other nations to 
mitigate the problem of noise and emissions. 


New fuels have been developed® which causes less pollution and recyclable materials are being 
used in the manufacturing of the aircrafts which reduces pollution. Many scientists and airlines have 
developed biofuels which can be used by the airlines.” The construction of the airports all around the 
world has been done in such a way that it suits the topography of that particular area. 


CHAPTER 4 
ORGANIZATIONS INVOLVED: 


There are many international organizations, agencies and committees working on the subject. 
However, here we will discuss very few and important among them. 


e Committee on Aviation Environmental Protection (CAEP) 


This committee is undertaking major activities of ICAO. It supersedes the CAN’? and CAEE". 
It provides assistance to the council in setting new standards for Noise of aircrafts and aircraft 
emissions. It also assists in setting new policies regarding the same. The work of the committee is 
carried on by working groups which are three in number and support groups which are four in 
number.”” The operational and Technical aspects are mainly dealt with by the working group. While 
the work of the support groups has been finely and clearly divided in four parts, one for each 
support group. The information on economic costs and environmental benefits is provided by one 
support group. The second looks after the model and database issues. One support group is 
exclusively dedicated towards the carbon calculator of ICAO and the last works on scientific 
understanding of aviation environmental effects." 


e European Aviation Safety Agency 


The main objective of this agency is to provide highest safety measures and Environment 
protection standards for Europe as well as for the whole world.'* The agency mainly works to 
reduce aviation impact at source. It also maintains the data base just like the above explained 
committee. So that it can be readily available and accessible.’° 


Shttp://www.klm.com/corporate/en/images/008524%20Factsheet%20operational%20measures_tcm729-342205.pdf last visited 
on (8" October 2013). 

TICAO Guidelines. ICAO (International Civil Aviation Organization). 

°CBC News (February 2008). "Airline flies jumbo jet powered by biofuel" 

Committee on Aircraft Noise 

"Committee on Aircraft Engine Emissions 

"International Civil Aviation Organization, http://www.icao.int, Committee on Aviation Environmental Protection. 

ptt: //www.icao.int/environmental-protection/pages/ CAEP.aspx 

ibid 

“The agency's responsibilities include: expert advice to the EU for drafting new legislation; implementing and monitoring 
safety rules, including inspections in the Member States; type-certification of aircraft and components, as well as the 
approval of organisations involved in the design, anufacture and maintenance of aeronautical products; authorization of 
third-country (non EU) operators;Safety analysis and research. 

'S European Aviation Safety Agency, www.easa.europa.eu, Environment protection, 

http://www.easa.europa.eu/environment/environmental-protection.php. 
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e Aviation Environment Federation: 


It is a non-profit making Environment association at UK. It is mainly concerned with the 
environmental effect of aviation. The work of this association is to take account of all environmental 
and amenity effects. They specifically take account of small airstrips and helipads created 
environmental issues. 


It mainly has the following goals’. 
e Taking account of the issues arising out of aerodrome and aircraft use. 


e To promote such a relationship between aviation and environment so that the negative 
effect of aviation on the natural as well as manmade environment stands at a minimum level 


e To promote deliberations so as to find out the problems involved and seek the solutions for 
the same 


e It also seeks cooperation of various government and aviation authority, universities and 
professional institutions, research bodies etc to find out the way to reduce all kind of 
detrimental effect on the environment caused by aviation. 


e The most important function is to give advice to its member regarding the issues and their 
solutions. 


Thus, it performs all the important function to bring down the negative effect of aviation on the 
environment. 


CONCLUSION 


After studying the impacts of aviation industry on our environment, it can be said that in order to 
take actions and for their efficient implementation, it is obligatory that all organizations, 
governmental and non-governmental bodies and stakeholders should come together on a common 
platform and work in co-operation. 


Like EU all the nations should develop schemes to regulate these emissions. According to 
industry such schemes are easy to establish, implement and administer. 


Moreover there is still an ambiguity in understanding the term “sustainable development”, 
leading to a complex working system. 


Hence a standard should be set for all the national and international carriers to maintain a 
certain level of noise and dangerous emissions that are emitted. 


Apart from this airport colonies should be established. That is no residential construction should 
be carried out near the airport and this should be strictly adhered to. The airports are for these 
reasons are constructed outside the city area for the safe landing and takeoff and also to avoid harm 
caused by noise. But yet some airports are exception to this rule. Talking about Chatrapati Shivaji 
International Airport, Bombay-the slum Dharavi is very close to the airport. This proves to be fatal 
as the constant noise of the aircraft and also the emissions of the air craft all the 24x7 harms the 
population living in the slum. 


There is an urgent need to develop such policies by all the nations whereby these rules are 
strictly followed. A heavy fine should be imposed on the airlines which do not abide by the set 
standards. 
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Abstract— 
Sub theme: Marketing 


Purpose: India has number of occasions to celebrate viz. festivals, weddings, etc. With every occasion and situation, Indians 
tend to give gifts to each other. Luxury buying signifies a symbolic, heritage, social and aesthetics value. When such type of 
luxury brands are shared or gifted in a community it supports an acceptance in the desired social class. 


Objectives: This paper explores the luxury accessories gift giving behavior among the new rich Indian consumers. 


Design and Findings: The study is based on exploratory research. The finding of the study are expected to benefit the 
luxury accessory brands in India in dovetailing customer acquisition strategies. 


Scope of the study: This study can further be extended by performing detailed investigation of the variables affecting 
respondents belonging to different age brackets and gender. 


Limitations: The sample is restricted to Delhi which limits its generalizability. 


Keywords: Luxury Accessory Brands, Gift Giving, Buying Behavior, Cultural Influences, New Rich Indian Consumers 


INTRODUCTION 


India has a rich culture of gifting and sharing. In the royal era, gifting was more focused on luxury 
goods. With the change in the market and the evolvement of the new rich in the society, they too 
have caught on gifting luxury products. 


The range of luxury products gifted during occasions are varied: luxury pens, hand bags, valets, 
jewelry, mobile cover, key chains, belts, home decor products, confectionary, holiday packages, 
hotel services, etc. The idea of gifting luxury products also makes the business operation sustainable. 
As these small luxury items help run the flow of business. 


There has been a remarkable growth in the luxury market during last couple of years. Because of 
the changing markets worldwide of luxury brands, there are many new segments of consumers 
coming up in the market. The gifting intentions of Luxury products differ in Asia and in Europe. 


LITERATURE REVIEW 


In the area of gift giving, literature is studied from various fields like anthropology, economics, 
social and cultural aspects of luxury gift giving. It’s important to understand the meaning of gift. 
Gift as a product propagates sustainable relationship and behavior between the gift giver and the 
receiver. Webster’s Third New International Dictionary (Gove, 1993) defines a gift as “something 
that is voluntarily transferred by one person to another without compensation” (p. 953). The ancient 
practice of gift giving has significantly influenced cultures around the world, and it remains a crucial 
part of the process of creating and maintaining social relationships with each other (Sherry, 1983). 


Gift giving could be called a universal social process of acceptance (Belk, 1976). Research 
findings clearly tie it to the process of creating and maintaining social relationships, which are long 
lasting because of effective gift selection (Sherry, 1983). Given that each relationship is unique, gift 
giving varies with the conditions and the relationship—making it highly contextual 
(Sherry, 1983).Culture is also expected to play an important role in the gift giving behavior. For 
instance, women in India are supposed to play an important role in gift selection and buying 
process. But there is dearth of literature on the subject in the Indian context and hence it is expected 
that the present study may make a valuable contribution in the field. 
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RECEIVING OF GIFTS 


Common self-centered intentions, but without spending too much money or time on acquiring a 
relevant gift, is an important concern. Cash generally is the most convenient gift, worldwide. 
Common self-centered intentions also include fulfilling obligations; maintaining relationships; 
wanting to appear generous, responsible, knowledgeable, or sophisticated; exerting influence or 
control; and signaling social standing, respect, affection (Camerer, 1988; Sherry, 1983).With the 
loud culture in north India, luxury gift giving heavily depends on some highly expensive luxury 
products, which are as per the new trend in the market. Jewelry and lingerie send across more 
intimate messages than cash and decorative item, for example, while a gift of bold apparel may 
serve to criticize or influence the recipient’s tastes. In India, the well to do families tend to give 
jewelry or other expensive luxury products as gifts as these products are passed on from one 
generation to next. 


Recipient-centered intentions are altruistic by nature (Belk &Coon, 1993); they motivate givers 
to seek gifts recipients want, desire and value (Sherry, 1983). To varying degrees, the value 
recipients place on gifts—including cash, traditional non-cash items, and gift cards—depends on 
the following: 


Symbolic and Sentimental Value 


Emotions aroused by inferences derived from a gift about the giver’s intentions or disposition 
toward the recipient is a concern (Camerer, 1988; Khalil, 2004). Giver concerns about a gift’s 
symbolic or sentimental value may be self/ recipient biased. 


Serendipity 


Pleasant surprise, which sometimes is considered gift’s most valued benefit. Likewise, receiving a 
boutique-or a 5 start spa invitation-specific gift card may culminate in a joyful experience the 
recipient would otherwise have missed. For Indian consumers, there is a lack of literature 
supporting this tendency of pleasant surprise. Elsewhere in Asia, the elders tend to gift with a sense 
of pleasant surprise associated with it. 


Guilt Relief 


The extent to which paying for personal luxuries, such as jewelry, with a gift card or a gift of cash 
extends the guilt factor (Kivetz & Keinan, 2006). 


CONCERT OF SELF GIFTING 


“Self-gift theory will likely benefit from drawing on additionally relevant psychological research” 
(Mick & DeMoss, 1990b p. 329) since “with rich and complex qualities, self-gifts provide a window 
through which consumer behavior can be viewed in some of its most adaptive, dramatic and 
personal significant forms” (Mick and DeMoss, 1990b p.331). 


According to DeMoss (1990), self-construal can be conceptualized by the degree of 
independence/ interdependence that any consumer possesses. They further state that people exhibit 
both an independent and interdependent self, but that the culture in which they are brought up 
influences which of these dominates. For example, those from the Western driven culture are more 
self and materialistic oriented compared to Asian consumers and their lifestyles. While Indian prefer 
to buy luxury gifts to show off their status and the group they are into. 


PROCESS OF GIFT SELECTION 


The internal search involves conceptions of oneself, the receiver or people related, and the gift. The 
internal search can lead to the selection criteria used by a giver to decide which item is suitable to 
give as a gift. Criteria that have been identified in previous studies include the price or value of an 
gift item Belk (1993) the practicability or functionality of an item (Belk, 1993; Yale, 1993).But for 
luxury gift items functionality and utility are not important issues compared to product appearance 
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and packaging, quality, availability, and fashion ability of the brand (Witkowski & Yamanoto, 
1991).The external search for a gift is a fundamental aspect of the gift acquisition process. 


GIFT GIVING IN WESTERN AND EASTERN SOCIETIES 


The gift giving culture in Western society is very materialistic. Based on the cultural influences of 
West, the gift giving in West is motivated by self gifting process (Mick & DeMoss, 1990). Yau et al, 
(1999) developed a model to describe Chinese gift giving. The model includes collectivistic cultural 
values such as the concept of face saving, relationship and reciprocity of emotions. The gift giving 
culture in West is more materialist, and individualistic compared to East. In India we can see the 
cultural influences and the young new rich India is getting more materialist. 


GIFT GIVING OCCASIONS 


General gift giving occasions can be classified into different categories like achievement occasions, 
recurring occasions and other occasions (Yau et al., 1999). Achievement occasion details with 
special achievement in life-like important achievements in Indian culture will be: Academic 
success, success in interviews and job, new projects in business. Recurring occasions—deals with 
events like birthday, anniversaries, valentine day. Special occasions-Indian weddings, festivals, 
some Western based occasions like father’s day, mother’s day and special parties. 


GENDER DIFFERENCES IN GIFT GIVING 


Researchers have opinedthat men do not indulge much in gift giving; they feel pressurized 
(McGranth, 1995). Generally, the women are the decision makers in the gift giving practice 
(Beatty et al.,1993). 


RESEARCH METHODS 


The present research paper is exploratory in nature. The primary objective of the paper was to 
explore the luxury accessories gift giving behavior of the new rich Indian consumers. 


DATA COLLECTION TECHNIQUES 


As the nature of the study is exploratory, it was decided to employ qualitative research tools as they 
are better equipped to provide insights into the area of study. 


The age of the respondent varied from 21-45 years; they were independent, majority were 
handling their own businesses and some were also employed. To qualify to as a respondent, they 
must have gifted at least one luxury product to their friends/ family/ extended families during the 
last two years. 


DISCUSSION AND RESULT 
Based on the in-depth interviews performed on 31 respondents, following issues were investigated: 


The results show that the occasions which have cross cultural overtones viz. Mother’s day, 
Father’s day are important but not as culturally relevant and significant as other occasions such as 
Diwali which witnesses considerable gift giving. Family related events like weddings, and 
anniversaries too play a significant role as they offer gift giving opportunities. These finding are in 
line with those of Yau et al, (1999) on Chinese consumers. It also can be borne out from the 
analysis that in case of birthday gift, especially in case of a friend, the gifted is a cumulative 
purchase of the group. 


Gift giving in case of those falling in the age bracket of 30-45 seems to revolve around showing 
care, concern, and power in the family or relationship. Those in the age bracket of 21-25 years want 
to give gifts to show their responsibility, to show that they are ready, they are committed, and is an 
attempt to prove the relationship. Findings of a number of researchers (Camerer, 1988; Sherry, 
1983) support these observations. 
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Table 1: Summary of Analysis 


Occasion of buying _| Highest responses _| Luxury Gift items Gift giving motives Importance 
Birth day 21-45 years Watches, belts, sunglasses, | Feel blessed, happy, High 
toy set, perfumes, key you are important, 
chains, cosmetics, pen priceless 
Anniversaries 30-45 years Jewelry, hand bags, belts, | Elders must do it. High 
wallets, mobile cover, pen 
set 
Wedding gifts 30-45 years Jewelry, hand bags, valets | Special, for anew High 
set, watches set, pen set, beginning 
home décor 
Diwali gift 24-45 years Watches, belts, sunglasses, | New year, cherish the | High 
perfumes, key chains, relationship 
cosmetics, home decor 
Karvachath gifts 30-45 years Watches, belts, sunglasses | Gifts given by in-laws, | Medium to low 
perfumes, key chains, my family is the best 
cosmetic, luxury spectacles 
frames, luxury jewelry 
brands, home decor 
Mother’s day, 21-25 years Pen, valets, belts To show the love and_ | Low 
father’s day care 
Valentine gifts 21-27 years Jewellary, sunglass, Making you feel Medium to high 
watches, hand bags special, important 


The gift items which are most favored include Dior baby kit, channel cosmetic kit, Cartier 
jewelry; Mont Blac pen set; Louis vuttion, Burberry, Fendi-belt, valet, sunglasses; Armani home 
accessories; Armani, Hugo Boss, Fendi-spectacles; and Channel-Cosmetics. The luxury products, 
which are gifted, are generally packed in an intricate manner (Witkowski & Yamanoto, 1991). The 
respondents confided that the package makes the gift special and is held in high esteem. 


It became evident that as Indians are very family/ group oriented so the buying intentions for 
gifts are always for others-family members, friends. Luxury gift buying, be it Individual or group 
decision, creates a sustainable relationship with the buyer and the brand because of the type of the 
gifts. Most of the respondents were very particular to buy specific type of luxury product (gift items) 
from specific brand. The findings of Beatty (1993) support the fact that the gift giving intention is 
different in Western and Asian countries. 


DIRECTIONS FOR FUTURE RESEARCH 


This study can further be extended by performing detailed investigation of the variables affecting 
respondents belonging to different age brackets and gender. Researchers also need to study 
repurchase intentions in the context of luxury gift giving as marketers can employ findings to form 
sustainable relationships with consumers. Future researchers can also make an attempt at studying 
the differences, if any, among the gender vis-a-vis gift giving. 


SUMMARY 


This study helpedus in understanding the occasions and buying motives of Indian new rich 
consumers in the context of luxury gift buying behavior. The study findings suggest that for the new 
rich, it is important to pay attention to occasions that are more rooted in Indian culture. Gift giving 
is not new to Indian society but what is different is that for newly rich, luxury gift giving offers them 
a chance to assert their improved status in the hierarchy conscious Indian society. A luxury gift is 
associated with high value and also signifies high esteem for the gift giver. 
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Abstract—Self Help Groups (SHGs) play a pivotal role in achieving financial inclusion' process with a view to enhancing 
equitable economic growth, mobilization and effective channelization of savings, eradication of poverty and a sustainable 
livelihood. There are a number of studies on the success factors of the SHGs (Ramanathan 2011). However, there were a 
number of failures in SHG functioning in India researched in its different states (Pokhriyal and Ghildiyal 2011). This 
paper endeavors to identify the problems faced by SHGs in the Rampurhat region of Birbhum district, West Bengal by 
analyzing the functioning of banks and their linkage with SHGS; identifying various stratification of the society based on 
wealth and income, social class, gender, religion etc. affecting the formation of SHGs and identifying the other social, 
political, economic, infrastructural and environmental challenges of the SHGs as a major instrument for financial 
inclusion. The methodology of the research is historical-analytical in nature and a questionnaire based study was done to 
identify the problems in linkages between SHGs and banks. The geographical region studied is confined to one region in 
West Bengal; it may be extended to the entire state for future studies. 


Keywords: Self Help Groups (SHGs), Financial Inclusion, SHG-Bank Linkages, Microfinance, Non-Government 
Organisations (NGOs) 
INDIA AND FINANCIAL INCLUSION 


Even after completing 66 years of independence, India’s majority population is still characterised as 
poor and socially as well as economically underprivileged. The Indian government with the help of 
the Reserve Bank of India (RBI) and National Bank for Agriculture and Rural Development 
(NABARD) has taken various steps to promote inclusive growth. In order to achieve an equitable 
economic growth, enhanced mobilization and effective channelization of savings, eradication of 
poverty and a sustainable livelihood, financial inclusion is the call of the day. Some of the important 
financial inclusion initiatives taken by the RBI are as follows: 


a) Introduction of ‘No-Frills’ account. 

b) Relaxing 'Know Your Customer' (KYC) norms. 

c) General Purpose Credit Card Schemes. 

d) NGOs, SHGs and microfinance institutions (MFIs). 
e) Business Facilitator (BF) and Business Correspondent (BC) Models. 
f) Nationwide Electronic Financial Inclusion System. 
g) Project Financial Literacy. 

h) Financial Literacy and Credit Counseling centers. 

i) National Rural Financial Inclusion Plan. 

j) Financial Inclusion Fund. 

k) Financial Inclusion Technology Fund. 

'The term “financial inclusion” was first introduced in the Indian context by Dr. K.C. Chakrabarty (the then Chairman of 
Indian Bank) with Mangalam village to be the first village in India where all households were provided banking facilities 
followed by the Reserve Bank of India in 2006 permitting commercial banks to make use of NGOs/SHGs, microfinance 
institutions as intermediaries for providing financial and banking services. Financial inclusion is defined as “The process 
of ensuring access to financial services and timely and adequate credit where needed by vulnerable groups such as weaker 


sections and low income groups at an affordable cost.”(Rangarajan C. 2008) Ref: 
http://www.nabard.org/English/FinancialInclusion.aspx 
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In India, according to the annual reports of NABARD (various years) the dominant 
microfinance dispensation models in India are as follows: 


1. Banks promote SHGs and finance them directly, i.e., the banks themselves acts as self-help 
group promoting institutions (SHPI). 


2. Non-government Organizations (NGOs) acting as the facilitating agency in the promotion 
of SHGs and banks finance them. 


3. NGOs act as both facilitators and microfinance intermediaries. They borrow funds from 
banks and financial institutions and provide several services to SHGs like promotion of 
SHGs, providing training to SHG members and approaching the banks for bulk loans for 
lending to the SHGs. 


The bank and SHG elements are pervasive in all the microfinance dispensation models. In 1992, 
NABARD initiated the SHG-Bank Linkage programme as a pilot project by linking around 500 
NGOs promoted SHGs with banks. An SHG is a homogeneous group, comprising 10-20 members 
(mostly women). They are voluntarily formed to save whatever amount they can out of their 
earnings conveniently and pool in such savings to a common fund of the group from which small 
loans are given to the members for meeting their productive and emergent credit needs at such rate 
of interest, period of loan and other terms as the group may decide. Once the SHG successfully 
undertakes savings and credit operations from its own resources, it can borrow from a bank (SHG- 
BLP) to enhance its pool of resources. They aim at: 


1. Meeting the credit needs of the poor by combining flexibility, sensitivity and responsiveness 
of the informal credit system with the strength of technical and administrative capabilities 
and financial resources of the formal credit institutions. 


2. Building the mutual trust and confidence between the bankers and the rural poor; and 


3. Encouraging banking activity both on thrift as well as credit side in a segment of the 
population that the formal financial institutions usually find difficult to cover. 


Bangladesh is considered to be the inception point of microfinance where the Grameen Bank, 
founded by Dr Mohammad Yunus’, Professor of Economics, collects and provides small loans to 
members as well as the general public. West Bengal is one of the states with which Bangladesh 
shares its neighbourhood with India. They more or less share the same language and culture. 
Though West Bengal enjoys a better banking system being a part of India, when it comes to the 
functioning of SHGs as a part of the SHG-Bank Linkage Programme, the success rate is low. Even 
when we take a look at the Indian scenario, the states of southern India have gained more success 
than the states of eastern India in this respect (Chavan and Birajdar 2009). 


OBJECTIVE 


The study is compiled with the help of the primary data collected in the month of October, 2013 and 
the area of study was restricted to the villages of Meteldanga, and Tetuliya of Rampurhat 
subdivision of Birbhum district. A total of 830 SHG members and 1 bank manager of State Bank of 
India was interviewed. Questionnaires were administered mainly involving Yes-No type of 
questions. For few questions, options were given to the SHG members. However, on actual 
interview the problems were too diversified to get answers to structured questionnaires. In order to 
serve the purpose of this paper, the questionnaires were unstructured and open ended. This paper 
makes an attempt to achieve the following objectives: 


1. To ascertain the satisfaction level of SHG members. 


2. To analyse how far SHGs have been successful in actually including the excluded. 


Professor Muhammad Yunus is a Bangladeshi economist from Chittagong University who in 1983 formed the Grameen 
Bank, meaning ‘village bank'. In 2006, he and Grameen Bank received the Nobel Peace Prize for their efforts through 
microcredit to create economic and social development. 
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3. To identify the efforts made by the banks towards the process of financial inclusion through 
the SHGs; and 


4. To identify the other social, political, economic, infrastructural and environmental 
challenges of the SHGs as a major instrument for financial inclusion. 


ANALYSIS AND INTERPRETATION 


This is purely a descriptive study for which no complicated models or tools are used for analysing 
the collected data. 


Rampurhat is a subdivision of Birbhum district of West Bengal. It is one of the backward 
districts of the state which is mainly dependent on agriculture, handloom and activities allied to 
agriculture. Mainly SHGs work over here helping the people in various kinds of trades. 


Reactive versus proactive role of women and men in SHGs: The SHG members interviewed were all 
women. As per the information collected, the SHGs formed previously which had only male 
members were a mere failure as they were engaged into non-productive activities like conversion of 
paddy to rice which did not fetch much income and as a result the loans that their respective SHGs 
took could not be repaid. Later on, banks did not give further loans to them and those SHGs 
ultimately stopped functioning. The women SHGs, on the other hand, are always into productive 
activities like animal husbandry, handloom and various types of handicrafts and are better 
performers. In order to ensure the continued membership of women members, créche facilities are 
also provided where their children are engaged in various learning activities including primary 
education. However, the number of women-SHGs is still low which needs further promoting from 
banks and NGOs. 


Reason for joining SHGs: In case of Meteldanga village, since the male counterparts are addicted 
to alcohol, the women of the family join the SHGs mainly for three reasons: 


1. To earn their livelihood. 
2. To provide for the health, education and medical requirements of the family members; and 
3. To get loans for various purposes. 


The SHG members of this village are tribal people where during marriage it’s a custom for the 
groom’s family to pay dowry to the bride’s family. The mothers are major contributors to such 
savings who earn from the joint activities of SHGs. 


In case of the SHG members of Tetuliya village, they had different reasons which are: 
1. To earn extra income so that they can take care of their expenses. 

2. To provide for the education of their children to ensure a better future for them. 
3. To get loans for various purposes; and 

4. To save for future contingencies. 

They gave equal importance to each of the four reasons. 


The common reason that has been identified is getting loans for various purposes. However, the 
way they utilise the loans is a matter of concern. They either use it to repay any pending old loans 
indigenous bankers or for personal purposes like funding marriages and repairing their houses. 
Seldom do they use it for investment purposes which do not lead to any inflow of funds and 
thereby, loan repayment is either delayed or faltered. Interestingly, the loans are also used for 
investing in various chit funds. When these chit fund organisations default payment, as a chained 
effect, the actual loans taken from the banks are not repaid due to both timing and amount 
mismatch. 


Preference of SHGs over others: On inquiring about the rationing services and the NREGA’s 100 
days job card, everyone said that they preferred working as a part of the SHGs as the income flows 
in throughout the year compared to the occasional and delayed income from the 100 days job card. 
The rationing services to which they are entitled to are also very irregular. 
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Type of activities carried out in the SHGs: The SHGs in Meteldanga village are engaged in 
activities like fisheries, poultries, piggeries, goateries, floriculture, horticulture, dairy farming, 
handloom, soft toys, etc. SHGs in Tetuliya village are predominantly engaged in handloom 
activities where garments especially silk sarees are manufactured. 


Financing the SHG projects: The banks do not cater to individuals who approach standalone for 
procuring loans because of problems related to mortgage like presentation of appropriate papers and 
non-availability of guarantors. On the other hand SHGs are catered as there is no requirement of 
securities for SHGs for getting loans upto® 150,000. Beyond this limit, securities are assessed but 
cases where an SHG has approached for such a huge amount is rare. The SHG members can ask for 
a loan upto 4 times of the corpus fund accumulated there. The banks keep a grading form wherein 
the performance relating to loan repayment is recorded. If the repayment record is good, then the 
loan amount can go upto 10 times of the corpus fund that gives an opportunity for expanding of the 
business activities of the SHGs. 


Marketing of the goods produced by the SHGs: The handloom garments and handicrafts produced 
by these SHGs are being marketed through the NGO “MALLARPUR NAISUVA”? as well as 
corporate houses. Sometimes in cultural events, the bags, files and purses made out of cloth are 
distributed among the special guests for the purpose of promoting them. The agricultural and 
animal husbandry produce are sold in the local ‘haats’ (village mandis). 


Utilisation of the income earned from the SHGs: For women, family well-being comes first in their 
priority list. The SHG members who are women, not only contributes to the income, expenditure 
and savings of the family but have become major contributors after joining SHGs. Some of them 
have made recurring deposits with banks or post offices to save for future contingencies. As for the 
men, they prefer spending on various kinds of entertainment and addictions. 


Reasons behind the failure of SHGs in including the excluded: Though SHGs have made several 
efforts towards financial inclusion in Rampurhat area, still there are some loopholes that dilute the 
entire effect. As per the data collected, out of 24000 SGSY (including SHGs), only 3500 are actually 
functioning. The following reasons have been identified: 


1. On inquiring whether the extra income earned from SHGs has increased their standard of 
living, they came up with the usual problem of their husbands spending more on addictions 
as their wives take care of the household expenses. As a solution to this problem, they often 
hide their actual income which again acts as an excuse for the husbands to discourage their 
wife to remain a member to the SHGs. Our society is still featured as male dominated which 
contributes to the inefficiencies in the entire process of financial inclusion. It is also found 
that the jobless men residing in that area are made the agents of chit fund organisations who 
can easily influence the others, specially their wives, to invest their earnings in the chit funds 
promising better returns compared to the SHGs. 


2. Illiteracy in these villages results in lack of awareness. Very few children attend school and 
even if they do, they hardly reach middle school level when they either stop going to schools 
(in case of males) or get married off (in case of females). The banks and NGOs do not 
indulge in adequate promoting activities whereby the villagers can be motivated to form 
SHGs. The various meetings held among the villagers, bank personnel and NGO members 
do not have proper minutes which do not facilitate future follow-ups. Only the attendances 
are recorded, which cannot be put to any fruitful use. 


3. The villagers neither have proper banking habits nor do they make any proper planning of 
their future activities. They show some project for which the bill vouchers are also submitted 
for procuring loans. But, instead of using the loaned amount for the intended project, it is 
utilised for unproductive purposes. 


3Mallarpur Naisuva is a NGO engaged in various rural development activities founded by Dr. Ashok Pathak and Shri 
Sadhan Sinha registered under Society Registration Act in 1995. Ref: http://www.mallarpurnaisuva.org 
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4. On interviewing the bank manager of State Bank of India, Kusumba Branch, it was found 
that it is mainly the fear of Non-Performing Assets (NPAs) which make them conservative 
in giving loans to these SHGs. Sometimes, it is the leader of the SHG who takes away the 
money depriving the other members of the group and sometimes, it is the group effort of 
procuring the loans in the account of SHGs and distributing amongst themselves instead of 
investing in the proposed project. The Branch Manager changes every 3 years which makes 
it difficult for them to keep a track of the defaulter SHGs. However, all superannuation 
benefits and promotions of the branch manager, who sanctioned the loan, are stopped till 
the point the money is paid or suit is settled in case of any non-repayment of loans. They 
might even have to get it rectified by payment of the amount. Moreover, the managers who 
are awaiting their retirement do not want to take such a risk. 


5. The goods that are produced are not marketed properly. In some cases, as a part of 
promotional activities, the NGOs conduct various training programmes whereby 
preparation of pickles, incense sticks, candlesticks, etc. are being taught. They make no 
further effort in either providing a forum to sell these goods or assisting them to start these 
activities as an entrepreneur. These lead to the members quitting the SHGs. Even the sale of 
handloom garments and handicrafts in various fairs in Shantiniketan and Kolkata is less 
frequent due to high operating costs. 


6. From the year 2005, SGSY responsibilities were given to the Gram Panchayats who chose 
their own resource persons irrespective of their credibility. But, political influences did not 
lead to the desired results. In many cases, it is found that the norms laid down by NABARD 
regarding the formation of SHG are also not followed. 


CONCLUSION 


The study shows that though SHGs are important in financial inclusion, it faces a lot of problems 
which when overcome would lead to overall development in the Rampurhat subdivision of 
Birbhum district. Educating the villagers along with the active participation of banks and NGOs in 
formation and promotion of SHGs would help in including the excluded. Moreover, more 
manpower should be engaged either by the banks or the NGOs who can track the utilisation as well 
as channelization of funds to prevent NPAs and ensure its proper utilisation for the expansion of 
business activities which would lead to overall development of the area. 
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Abstract—Our research is an attempt to identify the ethical dimension of management students across Indian national 
capital region of Delhi. It deciphers the underlying drives which lead the B-school students to adopt unethical conduct 
within academic settings. A structured questionnaire was developed towards identifying three dimensions in the context of 
B-school students-their awareness of what constitutes unethical behavior, the reasons prompting the students to resort to 
unethical practices in academic settings and probability of their future corporate behavior reflecting unethical conduct. 
Ethics is majorly viewed as one or other form of moral objectives perceived by respondent group. Inspite of general agreement 
that presence of ethical conduct in academic settings is important, diverse unethical conducts exists in varying degrees within 
academic settings. The awareness as to what constitutes Plagiarism is found to be alarmingly low among students. The B- 
schools may look towards employing suggested means of evaluation and plagiarism detection for thwarting academic 
cheating practices. Future researches can identify linkage between current ethical orientation of B-school students and their 
future conduct at respective workplaces. Future researchers may consider frequency of resorting to individual cheating 
methods towards deriving a classification of academic cheaters. 


Keywords: Ethics, Academic Cheating, B-School Students, Magic Broom Acquired Syndrome 


INTRODUCTION 


According to Oxford Advanced Learner’s Dictionary ‘Ethics’ refers to moral principles that control or 
influence a person’s behavior. In other words, the inherent principles within an individual guiding his 
action in response to a situation constitute the ethics. Ethical orientation remains of paramount 
importance at various levels of individual dealings and hence is a factor to be emphasized upon by 
all the elements within a societal setup. 


Over the past decade, ethical issues in business have gained considerable significance in the 
developed countries and more recently in the emerging nations. With the advent of free-market, 
deregulation and privatization of the Indian economy, the ethical issues in business perspective have 
been accentuated. It is evident from inclusion of specific corporate governance code towards 
executing listing agreement with stock exchanges in India (Kumar Mangalam Birla Committee). 
During the initial phase when management education in India was gaining ground, there existed 
few institutes of repute, both public and private, who ensured imparting holistic and cutting edge 
education majorly culminating into attractive employment opportunities. The corporate houses 
were competing with a view to attracting talents by offering higher pay packages. Such a belief was 
termed as ‘Magic Broom Acquired Syndrome’. Over a period of time this led to a notion among 
aspiring students that an MBA degree is an instant gateway to hallowed corporate organizations. 
But as all good trends come to an eventual halt, it was not much different here as well. 


In the present times, an MBA degree no longer commands the status of panacea of ail ills unlike 
the traditional belief. This has been the result of rapid influx of private education institutes, resulting 
from implementation of AICTE report recommending thrust on setting up of additional B-schools, 
offering numerous conventional and hybrid management programs with scant regard towards 
quality of such programs and their capacity to conduct such programs in terms of faculty 
competency and infrastructure. In many instances faculties neither having sound industry nor 
adequate teaching experience are recruited to teach courses which require sound industry 
experience on the part of faculties. The intense competition amongst existing and mushrooming 
institutes has led them to focus all their energies in maximizing intakes, many a times by hook or 
crook. While this may give short term revenue benefits to the institute, but it hurts the long term 
standing of its students and its own image in the society as well as in the eyes of prospective 
recruiters. Thus, when the management institutes are themselves not ethical in terms modus- 
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operandi, they can’t be expected to either inculcate or enforce ethical standards in their enrolled 
students. The total absence of ‘Magic Broom Acquired Syndrome’ with respect to a management degree 
has led to rise in unethical malpractices within the B-School setup. Due to constant influx of 
management institutes, the students graduating from these institutions are not able to differentiate 
themselves purely on the strength of their degrees. This gives a strong impulse to students towards 
resorting to various unethical means with the intent of excelling and differentiating themselves both 
during the course of the program and post completion as well. 


The current irrelevance of Magic Broom Acquired Syndrome in terms of management 
education has been a major contributor towards promoting unethical practices amongst students. 
Some of the rampant forms of unethical practices are plagiarism, falsification of survey findings, and 
deliberate delay in project submission inspite of knowing the deadline. Prevalence of such practices 
has reduced the value of an MBA degree to ‘Managing Bogus Activities’ a far departure from it is true 
potential. 


Thus, it is an appropriate time given the current scenario, that ethical issues in management 
education must be explored with a view to determine the underlying reasons towards adoption of 
unethical approaches at all levels of management education. This will aid towards ensuring true 
potential of management education which ideally is ‘Managing Beyond Academics’, but which sadly in 
the present times owing to degradation of quality and associated unethical practices have become 
Managing Bogus Activities. 


OBJECTIVES 
The present research has a three-fold objective. 


e To begin with, the research aims to identify student level awareness of opportunities to 
indulge in common unethical actions. 


e Moving ahead, the research attempts to unearth proportion of management students 
portraying a tendency to resort to unethical practices in an academic set up and the 
underlying reasons prompting such conduct as reported by the student community 
themselves. 


e Finally, the study attempts to identify predictors of probable future unethical corporate 
behavior at workplace. An attempt has also been made to decipher possible influence of 
gender on unethical conduct of B-school students. 


REVIEW OF LITERATURE 


From the family to society at large, from government to the private workplace, ethical violations 
have become a conspicuous feature of the contemporary landscape globally. Tellingly, most of the 
Indian colleges and universities have been plagued by ethical misconduct ranging from cheating by 
students to faculty who have falsified data and manipulated research findings. 


The concept of ethics is not new in management education, but on having a synoptic view of 
existing literature, very few researches come to fore with a focused assessment of a particular 
dimension indicating ethical orientation of B-school students. 


In the past, researches have majorly focused on effect of business ethics courses towards ethical 
orientation of B-school students (Glenn 1992, Carlson & Burke 1998, Stead & Miller 1988). In 
addition, certain other studies have concluded that most of the B-school students view their course 
curriculum as having value neutral impact (McCabe 1994). The underlying focus of the present 
study i.e. identifying the inherent drives which lead management students to resort towards 
unethical means at different points of the program have remained fairly untouched till date in 
research circles. There exists significant correlation between cheating in schools and unethical 
behavior at work place (Sim 1993). This is particularly worrisome as it suggests inability to control 
the unethical student conduct at school will have a propagating effect on future workplace behavior. 
There exists other set of studies which have attempted to establish relation between Age and Marital 
Status and inclination to cheat. Age and marital status have a moderate linear relationship with 
cheating; younger and unmarried students cheat more (Whitley 1998). 
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Bushweller found that an astonishing 50 percent of the students surveyed did not perceive 
cheating as necessarily wrong and 95 percent of those who had cheated stated that they have never 
been caught (Bushweller 1999). Koch offered the most staggering statistic of 20-30% of college 
undergrads cheat on a regular basis (Koch 2002). Based on the literature, McCabe’s erstwhile 
conclusion is reaffirmed “...that these results indicate that dishonesty appear to not carry the stigma 
that it used to”. 


A major reason students continue to cheat is that they rarely get caught. In 1999, McCabe 
interviewed 1,000 faculty members from 21 campuses and nearly a third admitted to observing 
cheating in their classes yet doing nothing about it. Fear of lawsuits, time required to handle 
cheating incidents, and lack of institutional rewards for catching cheating are all cited as 
rationalizations for this behavior (Koch 2002). 


From the undergraduate to the master’s and doctoral levels, business schools must encourage 
students to develop a deep understanding of the myriad challenges surrounding corporate 
responsibility and corporate governance; provide them with tools for recognizing and responding to 
ethical issues, both personally and organizationally; and engage them at an individual level through 
analyses of both positive and negative examples of everyday conduct in business. 


METHODOLOGY 


The present study is based on an exploratory cum descriptive research design. To begin with an 
initial pilot study across categories of students was carried out wherein focused group discussions 
were conducted to determine common reasons which drive the management students to adopt 
unethical approaches towards excelling in written examinations, in preparing dissertations and 
research papers, and for meeting project submission deadlines. 


A structured questionnaire was developed on the basis of focused group interactions with the 
aim of identifying three dimensions with respect to B-School students i.e. their awareness of what 
constitutes unethical behavior, the reasons prompting the students to resort to unethical practices in 
academic settings and probability of their future corporate behavior reflecting unethical conduct. 
Over 600 students pursuing management programs at undergraduate and postgraduate levels at two 
major management institutes within National Capital Region (NCR) were contacted to gather 
relevant inputs for the study. The final sample comprised of 336 valid respondents distributed across 
five distinct academic programs (Table 1). The sample had fair representation of students from both 
the genders, comprising of 192 male respondents and 144 female respondents. 


Tables and Exhibits 


Table 1: Student Response Rates 


Academic Programs Questionnaires Disseminated Returned & Valid Per cent 
ae 8 ; 166 
eee Z : 514 
et 20 5 cos 
Economics (MBE ie Business 50 19 38 
aes 8 : : 
Totals 620 336 54.2 


The study includes determination of propensity of students to adopt unethical cheating habits in 
the context of written examinations and academic dissertations/ project report submissions. 
Towards this, the respondent sample have been divided into multiple categories comprises of 
students who have resorted to only one unethical action from the given list, those who have adopted 
only three actions, those with only two actions and those who reported to have resorted to four or 
more actions. The categorized data was further classified on the basis of respondent gender to detect 
inclination of a specific gender towards higher indulgence in academic cheating. 
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Further, cross-tabulation analysis between respondent gender and various measurement 
dimensions of academic ethics forming the part of survey was undertaken. In addition, chi-square 
test of association was utilized to decipher underlying associations between gender and individual 
measurement parameter for academic ethics. 


An effort has been made to predict future workplace behavior of respondent group when they 
step out to the corporate world. Towards this 14 distinct statements highlighting probable future 
corporate behavior were included within the questionnaire (Reddy & Krishnan, 2002). The 
respondent group comprising of management students were asked to rate the statements on a 4 
point likert scale towards specifying their extent of agreement with respect to each individual 
statement. By undertaking Exploratory Factor Analysis (EFA) using SPSS the rated statements 
were categorized under two extracted factors based on the item-wise factor loadings specified by 
‘Rotated Component Matrix’ generated as a part of EFA. 


ANALYSIS AND FINDINGS 


The research was undertaken towards exploring three major dimensions, viz. ‘Perception of the 
concept of Ethics in general’, ‘Academic Integrity and Inclination towards Cheating Habits’ and 
‘Probable Future Corporate Conduct’ with respect to current management students. 


ETHICS—PERCEPTUAL REVELATION 


As part of the survey questionnaire respondents were asked to reveal their perception of the concept 
of ‘Ethics’. Varied responses were received ranging from Rules and Regulations to be followed, Moral 
objectives/values of an individual or a group to Choice between Right and Wrong. On a detailed review of 
the entire response set, it was revealed that majority of the respondent group (55.3%) perceive ethics 
as moral values either in context of an individual, a community or within a business setting. In 
addition, some of the other major response categories include choice between right and wrong, rules 
and regulations to be followed, code of conduct in the context of a profession or a specific activity 
(Table 2). 


Table 2: Perception of Ethics 


Perception of Ethics Number of Responses Percentage 
Moral Values/Objectives 186 55.4 
Right vs. Wrong 39 11.6 
Code of Conduct 32 9.5 
Others 79 23.5 
Total 336 100 


ACADEMIC INTEGRITY—ADOPTION OF UNFAIR MEANS IN WRITTEN EXAMINATIONS 


The survey attempted to identify the degree significance attached to ethics in academic settings by 
the student group. From the respondent sample, (65%) considered ethics as ‘Significant’ in the 
academic context, while 26% considered it as ‘Highly Significant’. Further, from a list of commonly 
cited unethical academic practices given in the questionnaire 49% of the respondents ranked 
‘Lying/giving false excuses to faculties’ as least unethical, while 60% of the respondents ranked 
‘Submitting fake certificates towards gaining admission and other benefits’ as most unethical conduct within 
an academic setting. 


Some common Unfair Means (UFMs) observed by the authors as well as highlighted within 
past researches were included as part of questionnaire. The respondents were asked to opt from the 
given list the UFMs which they had resorted to during written exams appeared until now. In 
addition, an option was also provided wherein the respondents were asked to express any other 
UFM they have adopted while appearing for a written examination. Further, the respondents were 
also quizzed towards underlying reasons which either prompt or compel them to adopt UFM in 
written examinations. 


Analysis of the responses sought in the above specified context revealed significant facts. 
‘Copying from other candidates’ emerged as the most extensively resorted UFM with 86% students 
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assenting to it. ‘Usage of crib notes/chits’ garnered favor of 69% respondents, while ‘Exchanging answer- 
sheets’ emerged as third most popular UFM with 56%. The respondents were classification towards 
determining the proportion of ‘Novice Cheaters’ (those having resorted to only one form of listed 
UFMs), ‘Amateur Cheaters’ (those having resorted to exactly two forms of listed UFMs), ‘Pro 
Cheaters’ (those reporting adoption of exactly three forms of listed UFMs) and ‘Expert Cheaters’ (those 
consenting to have resorted to 4 or more forms of listed UFMs). 


The categorized data on basis of inclination to cheat was further classified on basis of 
respondent gender which highlighted major trends. When it comes to low (Novice) to medium (Pro) 
category of cheaters Female students are having a clear lead over their Male counterparts in two out 
of the three categories. But when it comes to category representing highest risk and cheating 
indulgence (Expert), the Male students trump the Females by a significant margin. Our findings 
reveal that both Male and Female students resort to academic cheating practices in the context of 
written examinations. But, the propensity to cheat in the context of Female students reduces 
significantly as we gradually move up the ladder of cheaters classification (Table 4). Past studies on 
this by McCabe & Trevino too classified students pursuing undergraduate programs according to 
number of academic cheatings methods adopted. His study found that 67% of the students admitted 
to resorting to one or more instances of cheating, while 38% students admitting were in the ‘Active 
Cheaters’ category having admitted to at least three incidents of cheating. 


Table 4: Classification of Academic Cheaters—Written Examinations 


Novice Cheaters Amateur Cheaters Pro Cheaters Expert Cheaters 
Gender | Count % Gender | Count % Gender | Count % Gender | Count % 
M 39 59 M 35 45 M 43 47 M 68 68 
F 27 Al F 43 55 F 49 53 F 32 32 
Total 66 100 78 100 92 100 100 100 


*M: Male, F: Female 


Thus, it is evident that inspite of being conscious of the importance of ethics in academics, 
majority of the student group still resort to unfair means during written examinations. When our 
survey probed the underlying reasons as to why students engage in such behavior, the majority 
students (71%) considered ‘Constant pressure to excel from family and society’ one of the factors 
prompting them to adopt such behavior (Table 5). In addition, Chi-Square significance value of 
0.014 indicates an association between gender and ascertaining the contents of a question paper 
beforehand (Table 6). 


Table 3: Common Cheating Methods—Written Examinations 


Cheating Method Opting Respondents Percentage 
Using crib notes (short chits with indicative answers) 230 69 
Copying from other candidates 288 86 
Using unfair methods to derive the contents of the question paper 
78 23 
beforehand 
Exchanging answersheets 189 56 
Assisting someone else to cheat 139 41 
Others 37 11 
Table 5: Cheating in Written Examinations—Reasons 
Reasons Opting Respondents Percentage 

Constant pressure to excel from family and society 238 71 
Rising level of competition 192 57 
Demonstrating risk taking ability to peer group 202 60 
Chances of getting caught are negligible and 

é ; : z 161 48 
punishment is quite lenient 
Others 10 3 
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Table 6: Chi-Square Tests (Gender—using Unfair Methods to Derive the Contents of Question Paper) 


Value df Asymp. Sig. Exact Sig. Exact Sig. 
(2-sided) (2-sided) (1-sided) 

Pearson Chi-Square 6.061" 1 014 
Continuity Correction? 5.435 1 .020 
Likelihood Ratio 6.217 1 .013 
Fisher's Exact Test .018 .009 
Linear-by-Linear Association 6.043 1 .014 
N of Valid Cases 336 


a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 33.43. 
b. Computed only for a 2x2 table 


ACADEMIC INTEGRITY—ADOPTION OF CHEATING HABITS IN ACADEMIC SUBMISSIONS 


The study found presence of unethical cheating practices in the context of academic submissions 
such as thesis, dissertations and project reports too. From the initial pilot interview and past studies 
some of the commonly cited cheating methods were included within the questionnaire. The 
respondents were asked to opt for the cheating methods resorted to in the context of academic 
submissions made till now. Findings revealed that as many as 60% of the students agreed to having 
copied an existing published material and turned it as their own work, while 53% agree to having copied few 
points from a published work without required footnoting. The findings have been depicted within 
Table 7. 


Table 7: Common Cheating Methods in Academic Submissions 


Cheating Method Opting Respondents Percentage 
Copying material and turn it in as your own work 201 60 
Falsifying a bibliography 72 21 
Receiving unpermitted help on an assignment 87 26 


Collaborating on an assignment when the instructor asked for 
eats 93 28 
individual work 

Copy few points from published notes without footnoting 177 53 


On the basis of categorization of cheaters as discussed in the preceding section, respondents 
resorting to cheating practices in academic submissions were classified. It was revealed that 
significant proportion of respondents are falling under Novice cheater and Amateur cheater 
categories. On reviewing the gender wise status of respondents across various cheater categories, it 
is evident that in the context of academic submissions Male students are on the forefront in three 
out of four categories. In the Expert cheaters category, Female students take a slight lead over the 
Male counterparts (Table 8). Underlying reasons which lead the students to resort to cheat in the 
context of academic submissions were explored. Majority of the students (46%) attribute ‘No 
appreciation for genuine hard work from the subject instructor leading to dissatisfaction’ as the chief reason 
behind adoption of in-genuine means towards submissions. Closely followed reason was ‘Readily 
available secondary reports on all themes at affordable prices’ which had been cited by 43% (Table 9). 
Further, chi-square test indicates an association between respondent gender and copying few points 
from published notes without footnoting as means of cheating in academic submissions (chi-square Sig. 
value = 0.025) Table 10. 


Table 8: Classification of Academic Cheaters—Academic Submissions 


Novice Cheaters Amateur Cheaters Pro Cheaters Expert Cheaters 
Gender | Count % Gender | Count % Gender | Count | % Gender | Count % 
M 83 64 M 68 53 M 27 55 M 11 46 
F 46 36 F 61 47 F 22 45 F 13 54 
Total 129 100 129 100 49 100 24 100 


*M: Male, F: Female 


162 / Research and Sustainable Business 


Table 9: Cheating in Academic Submissions—Reasons 


Reasons Opting Respondents Percentage 

Readily available secondary reports on all themes at 

: 144 43 
affordable prices. 
Lack of concern for project quality/originality from the 110 33 
subject instructor 
No appreciation for the genuine hard work from the subject 155 46 
instructor leading to dissatisfaction 
It is just another component of curriculum to be 55 16 
undertaken somehow or the other 
Work assigned appears to be boring and meaningless 109 32 
Others 101 30 

Table 10: Chi-Square Tests (Gender—Copy Few Points from Published Notes without Footnoting) 
Value df Asymp. Sig. Exact Sig. Exact Sig. 
(2-sided) (2-sided) (1-sided) 

Pearson Chi-Square 5.015* 1 025 
Continuity Correction? 4.533 1 .033 
Likelihood Ratio 5.036 1 025 
Fisher's Exact Test 028 .016 
Linear-by-Linear Association 5.000 1 025 
N of Valid Cases 336 


a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 68.14. 
b. Computed only for a 2x2 table 


Table 11: Student Activation Timeline towards Academic Submissions 


Actively Start Working Opting Respondents Percentage 
From 2" 21 6 
Between 2” and 15" 53 16 
On 15" 35 10 
Between 15" and 25" 131 39 
After 25" 93 28 
Never 3 0.9 


QUALITY OF ACADEMIC SUBMISSIONS 


The modern day academicians, in general, are united on the view that the average quality of 
academic submissions have plummeted over time. Such a trend is particularly worrisome given the 
fact that current crop of students will be the future corporate executives and inferior reporting or 
documentation skills is bound to significantly hamper their goodwill and performance in future 
workplace environment as well. Our study attempted to relate the falling quality of academic 
submissions with the average time devoted to the assigned projects by students and their awareness 
of the precise concept of ‘Plagiarism’ which is hurting the quality of academic submissions big time. 


Survey results indicate that 39% of the students would start working on a academic 
project/assignment (assigned on 1* day of the month and due to be submitted on 30" day) between 
15 and 25" day of the month, while another 28% asserted willingness to work only after 25" day of 
the month. Thus, a whopping 67% of the reporting students are themselves reducing the allocated 
timeline by 50 percent (Table 11), and with inadequate time remaining at their disposal they are left 
with no alternative but to indulge in cheating/unethical tactics to meet the fast approaching 
submission deadline. In addition, the survey revealed that only 37% of the students are aware of the 
correct meaning of ‘Plagiarism’, while another 24% of the respondents have explicitly indicated that 
they ‘Don’t Know’ the concept of Plagiarism’. Thus, go slow approach by the students coupled with 
unawareness of the concept of Plagiarism can be attributed as the major contributors towards 
gradual fall in quality of academic submissions. 


ACADEMIC SUBMISSIONS-MANAGEMENT PERCEPTION VS. STUDENT PERCEPTION 

The importance attributed to projects and assignments by the students and the institute management 
authorities are many times at a variance. The primary objective of the institutes towards assigning 
projects is to enable students to learn and imbibe the practical aspects of specific academic concepts 
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with a view to ensure their smooth transition into corporate work environment. But when our 
survey explored the perception of students towards project/ assignment submissions, 61% of the 
respondents indicated the fact they find an academic project interesting only if the specific theme is of 
own preference. In addition, another 27% students view projects/ assignments as a challenge to 
overcome. Further, when the students were quizzed regarding their awareness of academic projects 
being a part of evaluation component, 61% reported of being aware. Thus, it is evident that inspite 
of knowing the fact that submitting genuine and quality projects on time will fetch them good 
marks, they appear to be lacking adequate sincerity towards such submissions. 


INFLUENCE OF EXTERNAL ENVIRONMENT TOWARDS ACADEMIC SUBMISSIONS 


The external environmental factors are lowering the quality of academic submissions. The authors 
have come across existence of retailers blatantly selling second-hand project reports to students over 
the counter. Their modus-operandi is to offer printing and photocopying facilities to students as a 
peripheral service. When a student who had worked hard and in good faith towards preparing an 
academic project approaches such a service provider for printing his submission report, the retailer 
retains a soft copy of the project file without the knowledge of the student. Such a practice over a 
period of time leads to large collection of project reports with the retailers which in turn are offered 
to the desiring students over the counter for a price. Survey determined the extent of student 
awareness towards prevalence of such practices. From the students surveyed as many as 88% 
asserted to knowing the fact that there are such retailers in existence. It has been observed that such 
suppliers of second-hand project reports mushroom in dedicated institutional areas which are hub of 
major educational institutions. 


Some of the identified market areas within the NCR wherein such illegal retailers are active 
include Ber Sarai market catering to students of adjoining Qutab Institutional Area and Atta market in 
Noida catering to students from Noida Institutional Area as well as Knowledge Parks of Greater 
Noida region. This ensures availability of ready market for such illegal retailers. All the institutional 
areas specified above houses a host of management and engineering institutions and represent 
dedicated educational nerve centers of the respective regions. The authors have specific evidences 
and personal observations in support of their claims. 


FUTURE CORPORATE BEHAVIOR—PREDICTORS 


The present generation of management students will be the torchbearers of the future corporate 
landscape. Hence the ethical orientation of the students currently enrolled across various 
management institutes assumes considerable significance. With the aim of gaining an outlook to 
probable future conduct of students within a workplace set up 14 statements reflecting behavioral 
conducts were included within the questionnaire and respondents were asked to rate them on a 4 
point likert scale indicating their degree of agreement towards the given statements. 


On the basis of the responses, EFA was performed using SPSS predictive analysis software with 
a view to extract relevant factors. Two major factors were extracted on the basis of factor loadings 
indicated by the Rotated Component Matrix (Table 12) generated as part of EFA. The two factors have 
been named as ‘Personal and Situational Stimuli’ and ‘Performance Drives and Bribery’ (Table 13). KMO 
measure for the sampling adequacy equals 0.895 (Table 14) and Cronbach’s Alpha reliability 
statistic equals 0.801 (Table 15). 


Table 12: Rotated Component Matrix 


Component 

1 2 
If bribe is a must even to get what is legitimate, as happens in some government offices, we .737 .048 
may have no choice but to pay up. 
It is impossible to do business in India without paying bribes. .671 214 
It is a dog-eat-dog world. Each person has to take care of his own interest first, before being .660 .200 
concerned about other’s interests. 
Companies have a responsibility to ensure well being of the society. 621 125 
The ethics of business are different from the ethics of personal & family life. .604 258 


Table 12 (Contd.)... 
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... Table 12 (Contd.) 


To achieve success in business dealings one may have to occasionally indulge in a certain 503 264 
degree of dishonesty and telling half-truths. 
In a situation where my performance is being measured relative to that of others, I might not 158 .655 
mind doing things which can hinder the performance of others. 
In order to achieve high performance, it is OK if an organization is somewhat unethical in its .031 .616 
business practices. 
Ihave personal experience of having given a bribe. 312 613 
It is OK to sift through a competitor’s garbage to obtain their documents. 164 583 
It is alright to exaggerate the performance of a product in order to achieve higher sales. 204 2557 
In a business situation, if the need arises I would not hesitate to pay a bribe to get business. 330 547 
I would rather get a lower grade than copy project reports in order to meet deadlines or get .080 423 
false attendance to meet the stipulated norm. 
If a person manages to do well in his/her career and life by networking and politicking even 330 422 
without doing his/her work properly, it is OK. It for each person to decide on what he/she 
wants to accomplish his/her goals. 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 
a. Rotation converged in 3 iterations. 
Table 13: Factors Extracted based on Exploratory Factor Analysis 
S.No. | Personal and Situational Stimuli | Factor Loading | Performance Drives and Bribery | Factor Loading 
To achieve success in business In a business situation, if the need 
dealings one may have to arises I would not hesitate to pay a 
i occasionally indulge in a certain 0.503 bribe to get business. 0.547 
degree of dishonesty and telling 
half-truths. 
The ethics of business are different It is alright to exaggerate the 
2. from the ethics of personal & 0.604 performance of a product in order to 0.557 
family life. achieve higher sales. 
It is a dog-eat-dog world. Each It is OK to sift through a 
person has to take care of his own competitor’s garbage to obtain their 
3. : ; 0.660 0.583 
interest first, before being documents. 
concerned about other’s interests. 
It is impossible to do business in I have personal experience of having 
4. face : ; 0.671 : : 0.613 
India without paying bribes. given a bribe. 
If bribe is a must even to get what is In order to achieve high 
legitimate, as happens in some performance, it is OK if an 
5. 0.737 Sastre : 0.616 
government offices, we may have organization is somewhat unethical 
no choice but to pay up. in its business practices. 
In a situation where my performance 
is being measured relative to that of 
6. others, I might not mind doing 0.655 


performance of others. 


things which can hinder the 


Table 14: KMO and Bartlett's Test 


Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 895 
Bartlett's Test of Sphericity Approx. Chi-Square 934.970 
df 91 
Sig. .000 


Table 15: Reliability Statistics 


Cronbach's Alpha Cronbach's Alpha Based on Standardized Items 


N of Items 


801 793 


1 


7 


Table 16: If Your Peers are Maintaining Ethical Integrity will You Look to 


Adopt Unethical Means to Obtain Certain Benefit? 


Proposed Action Opting Respondents Percentage 
Yes 37 11 
Depends on the nature of realizable benefit 167 49.7 
No 132 39.3 
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RECOMMENDATIONS AND CONCLUSION 


Our research reveals trends towards definite existence of deep-rooted unethical cheating practices in 
academic settings. Though our study is limited to B-School students within the NCR region, but 
such unethical practices are not restricted to a particular stream of education or geographical area. 


Restoring the academic integrity is the need of the hour and academic institutions are required 
to take concrete steps towards realizing this need. As an initiating step in this direction, B-schools 
and other academic institutions within India may look towards implementing a system of ‘Honor 
Codes’ which has effectively used by institutions in UK and USA, but remains fairly unexplored in 
the Indian academic settings. ‘Peer Integrity’ i.e. impact of peers holding high integrity and ethical 
dimension towards reduction in an individual’s propensity to indulge in cheating, and ‘Peer Review’ 
le. entrusting the responsibility of academic vigilance to members of student group itself, forms 
major components of Honor Codes system. 


Findings of our survey reveal that only 11% of the respondents have expressed explicit 
willingness to indulge in unethical means to obtain certain benefit within a peer-reviewed and peer- 
integrity based environment (Table 16). Thus, well implemented system of ‘Honor Codes’ can act asa 
strong deterrent to rising menace of academic cheating across institutions, leading to prevalence of 
honesty and integrity, in the multiple context of examinations and academic submissions. 


In addition, academic instructors dealing with specific courses may look to innovate and break- 
free from conventional methods of academic testing and evaluation of students. Various tests and 
assignments administered round the academic semester should be drafted with an aim to assess a 
student’s ability to apply the conceptual knowledge derived in class, instead of mere ability to 
demonstrate memorization. As part of academic evaluation components conventional examination 
pattern may be replaced with open book essay based tests, viva-voce based sessions pertaining to the 
concepts covered in class, conducting presentations cum viva-voce session individually or on a 
group basis. Such evaluation techniques will aid in rendering academic cheating practices difficult, if 
not impossible. 


Academic institutions in the present times have been impacted by falling quality of theses, 
dissertations and project reports. A major factor resulting in such a trend has been the concept of 
Plagiarism’ i.e. using the published/ in-progress work of others and misrepresenting it as one’s own 
work. As discussed in the preceding sections, although our survey found that as high as 63% of the 
responding students have explicitly indicated unawareness of the precise meaning ‘Plagiarism’, but 
still the same is being practiced extensively as evident from frequently cited academic concerns. 
Thus, it is high time that B-Schools and other academic institutions in India take steps towards both 
detecting plagiarized submissions and use such detection systems as deterrent towards future 
instances of plagiarism in the context of academic submissions. 


Academicians should assign a list of student-wise specific assignment topics instead of giving a 
single topic to entire class. Assignment of extremely narrowed down and specific topics will make it 
very difficult for the students looking to plagiarize from online databases or illegal retailers selling 
readymade theme specific reports as discussed in the preceding sections. An extreme form of such 
illegal practice was detected by the authors when they observed the retailers enquiring with 
approaching students as to which academician/ faculty from a particular institute have assigned this 
topic. The retailers claimed to supply readymade reports tailored to the preference or liking of the 
assigning academician/faculty. This was quite a startling revelation for the authors and a reality 
check as to what heights the practice of plagiarism has gained. 


Our study revealed that students deliberately adopt a go-slow approach when faced with a long 
submission deadline which leaves inadequate time at their disposal ultimately. Towards negating 
such behavior academicians can break the assignments into various distinct phases and review the 
extent of work completed in individual phases periodically leading up to the final submission 
deadline. Such a practice is likely to keep a tab on willful delaying habit of students by leaving the 
entire work for the last minute just before the final deadline. The academic institutes may look to 
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organize seminars and workshops towards making their students aware of what precisely constitutes 
Plagiarism’ and how to avoid same towards enhancing the quality of academic submissions. As part 
of such workshops student community may also be briefed on the importance of live projects, 
operational workouts, internship projects etc., and how genuine work in respect such academic 
components would ensure a smooth and successful transition in to the future workplace 
environment. 


While it is recommended to take adequate steps towards ensuring that the menace of plagiarism 
is completely thwarted, but B-schools and other academic institutions must not lose sight of the fact 
that detection efforts towards existence of plagiarism in the submitted contents is equally critical to 
ensuring quality. Academic and research institutes globally are increasingly subscribing to web 
based plagiarism detection services such as Turn it in, Ithenticate, My Drop Box, Easy Verification 
Engine (EVE2) etc. In India, the academic institutes are yet to embrace and fully realize the benefits 
of such detection systems, financial considerations being a hindrance in this regard. But, it is 
prudent to undertake an investment towards raising the quality of research bringing laurels and 
recognition to the institution in the global arena. 


Our findings in terms of predictors of future workplace behavior of students classified under two 
factors on the basis of EFA can be used by recruiters towards screening and selecting the applicants 
who are ethically upright. 


Thus, reinstating academic integrity and ethical conduct among students is the need of the hour 
and B-schools and other academic institutions in India will be well served to consider the same as 
one of their topmost priority to keep pace with their global counterparts. It is a situation meriting 
now or never approach. 


REFERENCES 


[1] AACSB International (2004). Ethics Education in Business School, Report of the Association to Advance Collegiate 
Schools of Business 

[2] Bushweller K. (1999). Generation of Cheaters, The American School Board Journal 

[3] Carlson PJ. & Burke F. (1998). Lessons learned from Ethics in the Classroom—Exploring Student Growth in 
Flexibility, Complexity and Comprehension, Journal of Business Ethics, Vol. 17. 

[4] Glen J.J. (1992). Can a Business and Society Course affect the Ethical Judgement of the Future Business Managers?, 
Journal of Business Ethics, Vol. 11. 

[5] Hongyan J.M. et al, (2008). Digital Cheating and Plagiarism in Schools, The College of Education and Human 
Ecology Journal 

[6] Koch K. (2000). Cheating in Schools, The CQ Researcher Vol. 10, No. 32, Sept 2000 

[7] McCabe D.L. & Trevino L.K. (1995). Cheating Among Business Students: A Challenge for Business Leaders and 
Educators, Journal of Management Education Vol. 19 No. 2 

[8] McCabe D.L. & Trevino L.K. (1993). Academic Dishonesty: Honor Codes and Other Contextual Influences, Journal 
of Higher Education, Vol. 64 

[9] Reddy C.M. & Krishnan R.T. (2002). Measuring the Ethical Orientation of MBA Students—A Scale Development, 
WP 183 Working Paper Series, Indian Institute of Management (ITM), Bangalore 

[10] Sims R.L. (1993). The Relationship between Academic Dishonesty and Unethical Business Practices, Journal of 
Education for Business Vol. 68, Issue 4 

[11] Stead B.A. & Miller J.J. (1998). Factors Associated with Cheating among College Students, Research in Higher 
Education, Vol. 39, Issue 3 


Magnetizing Customer’s Wallet with 
Customer Loyalty Program 
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Abstract— This paper attempts to knock sensitive issue of mounting customer satisfaction for consumer in India. Today’s 
corporation constantly moulds itself to meet the business challenges despite economic, political and social patterns in which 
it exists. The efforts made by retail organization are to retain old customers rather than acquiring new attributable to 
present vivacious nature of competition. An effective way to retain customers is to create customer satisfaction consequently 
escort to customer loyalty program. This paper accomplishes the key drivers of customer loyalty program and its effect on 
consumer decision. An extensive review of relevant literature is done for a clear understanding of the concept. Descriptive 
research design is used to explore psychological and physical structures of these programs. An effort is also made through 
this paper to try and find out different elements to develop the loyalty strategy. 
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INTRODUCTION 
LOYALTY 


The concept of loyalty always focus on human behavior research and exploring needs and wants of 
younger population is indispensable as they are future customers. Recent years were spectator of 
momentous developments in the retail sector as the growth is not limited to attract only the 
attention of the customer but also to make them loyal customers which will be considered as 
competitive assets (Dekimpe et al., 1997) towards organization thus, the concepts of customer 
loyalty program has emerged. The highly volatility of business environments make retail industry 
global as a result current business scenario build retailers highly competitive, which increased 
operational costs and decline profits (Yasin and Yavas, 2003). To create loyalty amongst its 
customer, organization should emphasize on several factors like physical factors, environmental 
factors, prices, quality of products, services provided as it influences the attitude and behavior and 
purchase decision especially the repeat purchase, which the main component of loyalty 
(Kandampully, 1998). It is necessary for the retailer to ensure that they establish ways to get a 
positive behavior from the customers. Although, customer loyalty can be defined in many ways 
with different concept, but majorly customer loyalty can be explored and measured from two 
aspects: loyal behavior and loyal attitude (Reynolds and Arnold, 2000). However, loyal attitude 
emphasize mainly measure loyalty on the basis of customer preference to specific product or service 
of providers (Morgan and Hunt, 1994). 


CUSTOMER LOYALTY PROGRAM 


Many researchers concluded that repeat purchase is counterfeit to become loyal towards a specific 
organization while the following situation may occurs: consumer does not have another provider to 
choose, consumer participation lever is low and consumer has to buy from the same provider 
because of perceiving no differentiation between providers (Zeithaml et a/., 1996; Dick and Basu, 
1994). But Loyalty program can be risky as customers demand better value, convenience or quality 
so they can buy desired products and services elsewhere (Bose and Rao 2011). Thus over the past 
decade Loyalty programs focus on consumer research. According to Yuping Liu, (2007) “Loyalty 
Programme” can be defined as a programme that can be beneficial for consumers to get free rewards 


when they make repeated purchases with a firm Loyalty programs frequently knock into more than 
one social process at any given time. For example, a program might award a unusual condition, 
which improve customer feelings of social belonging, build appreciation, promote reciprocation, by 
delivering a combination of these benefits (De Wulf, Odekerken-Schréder, & Iacobucci, 2001; 
Morales, 2005). 


Oliver (1999), contributed loyalty Model which consist of Cognitive, Affective, Conative and 
Action. The very first stage is cognitive loyalty, where customer determined information about the 
offer regarding price, quality and quantity. It is broadly affected through how consumers appraise 
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the worth about an offer given in loyalty programme. The second stage of loyalty model is affective 
loyalty, in which positive attitude of consumer relates to towards an object. Likes and dislikes of 
consumers fluctuate on the basis of their perception about perceived value and experience. The third 
stage of loyalty model is Conative loyalty, which state that attitudinal loyalty must lead to a desire 
to intend an action. The previous said stages may result an inclination towards action which is the 
last stage of proposed model. 


LITERATURE REVIEW 


In order to penetrate into market several initiatives was taken and the term defined as “loyalty 
program” to inclined customer’s toward them. Organization endow with loyalty program by the 
means of different approaches like giving gifts, making reward cards available, by providing special 
tiered service for different segment of customer. 


Market scenario has changed as organizations are interested in relationship marketing by 
making their customer’s loyal rather than targeting new market segments (Wendelandt and 
Schrader, 2007). According to Gutiérrez (2005), in order to establish and maintaining long-lasting 
relationship, key variables like trust, satisfaction and commitment play very important role. Not 
only dissatisfied but even satisfied customers always become ready to switch to other superior 
prospect retailer (Slovang, 2007). 


Therefore it is difficult for organization to secure their customers. For securing customer by 
making them loyal, a loyalty program acts as a marketing strategy that offers incentives and reward 
to its members (Lacey, 2003; Yi and Jeon, 2003; Leenheer 2007; Omar et ai., 2011). 


Customers concern about the value that they receive from firm. According to Yi and Jeon 2003) 
Customer value is trade-off between what they receive (such as service quality and benefits) and 
what they sacrifice (such as time, price, psychological and other costs) whereas overall evaluation of 
products or services are based on perceived benefits and sacrifice (Holbrook, 2006; Noble and 
Griffith, 2005). Due to availability of extensive alternatives and low switching cost, customer choice 
may inclined towards another firm hence, it may lead an alarming situation for maintaining 
relationship with customers (Yuping, 2007). 


BENEFITS OF CUSTOMER LOYALTY PROGRAM 
BENEFITS TO CUSTOMER 


Customers become loyal towards the organization when risk for benefits reduced. Future dealings 
will be possible when both customer and organization show trust & commitment for each other. 
Customer always wants less time in searching, evaluating and comparing different choices for 
getting derived value according to his expectation. 


Mimouni-Chaabane and Volle in 2010, well explained the Benefits of loyalty programs for the 
customers by classifying into utilitarian benefits, hedonic benefits, and symbolic benefits. 


Utilitarian benefits, are benefits related to saving money and providing convenience to 
consumer which will create token of value which pull customers to sign up with loyalty programs. 
According to (Bolton et al, 2004; Johnson, 1999), utilitarian value provides monetary 
compensation. Generally shopping pattern of people is to carried out the task which give chance to 
save money and having convenience. When customers get convenience it escort to gain utilitarian 
value hence motivate people to register in loyalty programs 


Hedonic value derives are those value which provide personal pleasing benefits which provide 
emotional experience to customer (Hirschman and Holbrook, 1982). Hedonic benefits may be 
related to loyalty programs by doing in-depth study on two dimensions: exploration and 
entertainment (Arnold and Reynolds, 2003; Babin and Attaway 2000) These benefits are associated 
with acknowledgment, pleasure, group associations, knowledge benefit and time saving benefit. Liu, 
Y.P. (2007) which enable customers to enjoy unique experience. 
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Another category of benefit is Symbolic benefits which help customers to distinguish different 
offers in terms of tangible and intangible associated attributes. In some way symbolic benefits are 
extrinsic benefits of products or services which provide customer satisfaction by recognition and 
social benefits like increasing self-worth, providing support socially and by doing so it will meet 
need of the customer (Keller, 1993). 


BENEFITS TO THE FIRM 


It has believed and proved that loyal customer is more profitable as compared to non loyal 
customers. Organizations’ derive less cost while entertaining their existing customer. By means of 
customer loyalty program organizations may differentiate them from their competitors. Loyal 
customer brings higher average sales to the firm due to cross selling & up-selling opportunities. It is 
implicit that satisfied customers not only become regular purchaser but will also spread it to their 
family member, friends and other societal people in their group with the help of positive word of 
mouth. Thus, loyalty programme can increase referrals. According to (Grahame & Uncles, 1997), 
organization can generate profit as loyalty program reduced servicing costs, customers become less 
price sensitive which help firm to generate more revenue. Along with customers, Loyalty programs 
are beneficial for firm as customer give positive feedback about their favorite brands and loyal 
customers as compared to non loyal customers spend more with the organization. It is believed that 
increased customer loyalty build strong attitude among customers which reduce switching barrier, 
the biggest threat for every organization. 


DRIVERS OF CUSTOMERS LOYALTY PROGRAM 


Companies by analyzing available datasets, try to search and understand customers lifestyle pattern 
through adequate attainment, expansion and retention tactics to convert customer approach into 
consumer buying process. These strategies are designed after understanding customers shopping 
pattern so that customer will purchase repeatedly from their store. Customers become regular 
customers only when firms will be able to frame new approach of evaluating and administering their 
code of conduct of business and giving pleasure experience to customer (Gable, et al., 2008). 


In 1994 researcher Heskett, contributed a theoretical model of the providing such service to 
customer which lead to profit n where he supposed that customer satisfaction was the main driver of 
making customer loyal but Majority of the researcher quoted that there are three other drivers which 
are-quality of tangible product, quality of intangible service, and reflection of brand which attract 
customers and help to make them loyal towards a particular brand/ firm. These drivers are 
worldwide applicable to an extensive series of different industries thus, Jones and Sasser (1995) 
claimed that that popularity of brand and quality of the product play imperative drivers of customer 
loyalty in those situation where even after satisfying with the product or services, customer hesitate 
to become loyal towards the organization. 


Loyalty programmes augment customer loyalty by the means of several financial and emotional 
mechanism. In Financial perspective, value is provide to the members of loyalty programmes by the 
means of rewards. It is difficult for the organization to convert their existing customers into loyal 
customers because they switch very easily to another firm as they might offer many choices. 
(Yuping, 2007). To win customers’ confidence and commitment towards the organization, these 
drivers play important role (Meyer-Waarden, 2006). 


LOYALTY PROGRAM STRUCTURE 


In any industry, due to cut throat competition every organization wants to come across differently 
in front of existing as well as potential customers. Thus, Loyalty programs are one way to establish 
differentiation that competitors will be hard to copy. The structure of any loyalty program diverges 
with other loyalty programs and it varies due to variation in spending patterns. Managers need to 
identify and analyze different segment of group of customer. According to Dréze, X., & Nunes, 
J.C. (2009), proposed that, it depends on customer preferences, needs, and spending patterns. 


In 1997 Dowling and Uncles, did a depth study and identify a transactional and structural 
models which proposed relationship between customer and the organization. He explored with the 
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help of customer loyalty programs normal purchasing behavior of customer can be affected. He 
contributed that along with potential loyalty program, three psychological; considerations are opted: 


1. A direct and indirect effect of the extent of brand loyalty. 
2. Valence (the way customer value the rewards on offers). 
3. The effect of timing on these assessments. 


Many researchers concluded that program structure will be optimal if it consist of three tiers 
(top elite, bottom elite, and no status) but high tier should have controlled proportion of consumer. 


As per Hanover Research 2011, loyalty programs endeavor to make available a delayed reward 
to customer that uphold the value of the product’s, or it may leads to any other indirect type 
of reward. 


Thus all loyalty programs offer deferred satisfaction, but the reward structure can be somewhat 
flexible. In below table identifies potential reward schemes where loyalty programs fall into Cells 
2 and 4: 


Types of Reward Schemes 
Liming of Reward 
Immediate Delayed 
1 - 
Directly Supports RetalerBrand Airline Frequent 
the Froduct's 
Value Proposition 


Type of Reward 


Competitions |* Multi-product 
& Frequent-buyer 

Types of Reward Lotteries Clabs 

(Instart Sxratchies) (tly Buys) 


Other Indirect 


Source: Dowling and Uncles, 1997 


Loyalty programs endeavor to change choice of customer’s by indulging them towards multi 
epoch contractual relationship by the means of reward plan, where all customers frequency and 
purchasing power is different hence code of conduct is not same for all. Customer spends more 
money will be beneficial by getting additional reward. 


ELEMENTS TO BE CONSIDER IN FRAMING LOYALTY STRATEGY: 


Many traditional businessmen, academicians, and many consulting firms believed that customer 
satisfaction is the necessary element for growth and for that foundation of total quality is required. 
By providing desired quality and service to current customers, customers will be satisfied and will 
remain loyal towards the organization. This is a myth, and potential drawback, for firms who are 
totally customer satisfaction oriented, (Lowenstein 1995). Satisfying customer is much easier than 
retaining them. Premeditated loyalty strategy is required to retain loyal customers as result essential 
elements should be considered. In 1993, Reichhald Frederick wrote in an article on Loyalty Based 
Management that was published in Harvard Business Review, Developing the loyalty strategy 
following elements may be considered. These are: 


Elements to develop loyalty strategy: 
Build a superior customer value proposition 
Find the right customers 
Earn customer loyalty 
Find the right employees 
Earn employee loyalty 
Gain cost advantage through superior productivity 
Find the right investors 
Earn investor loyalty 
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CONCLUSION 


In today’s scenario due to continuous up gradation it is difficult to achieve the ideal business 
productivity in spite of financial, political and societal lifestyle changes. By reviewing the existing 
literature this paper addresses how customer loyalty program is effective to attract and retain 
customers. Not only retaining but it helps to magnetize customer’s wallet to attain more revenue 
from them. From last decade it has been seen that customers have proved that they are taking much 
more interest in loyalty programs. Loyal customer brings higher average sales to the firm due to 
cross selling & up-selling opportunities. Customer spends more money by getting additional reward 
but all customers may not be treated the same. It has also been reviewed that product quality, 
service quality, and brand image are three direct drivers of customer loyalty which attract customers 
and help to make them loyal towards a particular brand/ firm. 
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Abstract—The purpose of developing the current research paper is to understand and highlight the relationship and 
importance of business ethics as a subject in B-schools and its practicality of application in the corporate world to be 
practiced by student managers. Many researches carried in past has been reviewed to develop the current area of research. 
Also, few practicing middle level managers from corporate and faculty colleagues teaching Business Ethics in the classroom 
were interviewed to understand the practicality and dilemmas in dealing the concept. The findings of the research reveals 
that business ethics is something that any person would flaunt to be practicing seriously, when in public, while accepts the 
hardships to be faced if dare to follow. The educators give away the theories in the classrooms with a hope that it will be 
practiced by their students when they are working in corporate but are also facing the dilemma that whether ethics develops 
through experiences over a period of time or it can be taught and asked to practice? 
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CONCEPTUALIZING BUSINESS ETHICS 


The word ‘ethics’ has deep meaning and tough codes of behavior hidden behind it. Wiley (1995) 
defined ethics as moral obligation, responsibility and social justice that also reflects the character of 
the individual and of an organization, which is collection of individuals. Many researches on 
various aspects related with ethics has already been carried out. Mahoney James F. (2012) 
conducted a research with the aim to find out the problems that are posed in practicing ethical 
philosophies due to cultural diversity existing in the world around us. 


Ethics in business has a vital role to play and has been accepted among almost all the business 
centers but whether actually practiced is still a mystery. Whenever the practice of ethics is noticed to 
be declining in a reputed organization, it becomes the talk of town. Similarly, during the late 1980s 
ethical practices in corporate became hot talk after Bhopal destruction or the destruction of 
Brazilian rainforest. But the question here is why we talk and make it a topic of discussion after 
some large scale unethical practice in society? De Cremer, Mayer and Schminke (2010) also 
accepted that repeated instances of corruption, both in politics and business, activates consciousness 
of society towards general and business ethics. 


Similarly, it was realized that students who will be managers tomorrow should be inculcated 
with the values of business ethics so that they can practice it with ease when they are out of 
B-Schools to work. Also, whether following business ethics a good idea in today’s scenario of tough 
competition and dynamic political system? Most of the studies done in past only provides guidelines 
on what all a manager, employee or people in general should or shouldn’t do to act as morally 
responsible citizens (Jones, 1991;Rest, 1986; Trevin™o and Weaver, 1994) and very few concentrates 
on studying what are the problems faced in practicing or how it is practiced? It has been seen that as 
public in general and academic circle started taking interest in ethical practices being followed in 
business, the importance of including and teaching Business Ethics as subject in Business 
Curriculum has also increased. 


ETHICS AT B-SCHOOLS 


Business schools try to develop and update a curriculum that can help them to achieve their mission 
statement of producing managers in the span of two years. Koehn (2005) agreed that the curricula of 
business schools must provide the business students better tools for ethical decision making leading 
to superior leadership. But if we look at the curriculum of Business ethics, one of the expert teaching 
the course strongly accepted that the syllabus is not rightly designed and many thoughts based on 
ancient epic are no more of relevance. 


The emphasis on introducing a course on ethics became major focus after the 1987 stock-market 
crash as it was strongly believed that this crash was result of fall in ethical practices within business. 
Through his study Bok (1988) asserted that “Suddenly, ethics has become a national obsession’. 
Also one of the studies conducted by Grant (1990) supported that Business schools should educate 
their students for handling ethical dilemmas at work place. 
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Actually there are two aspects related to teaching Business ethics in B-Schools, the first aspect is 
related to the ethical behavior of the educators, administrators and other important systems being 
followed at the B-schools. The results of interviewing third semester students of MBA program also 
supported the same fact when 90% of the students admitted that they would like to practice ethics 
only when they find the B-school members following them, which is again a set back. Also, 75% of 
the students commented that they find no change in their attitude after studying the course and they 
don’t think that the course is of any use to them once they join corporate. 


Green (2009) reported that at the Global Forum for Responsible Management Education held at 
the United Nations, business school leaders from 43 countries discussed the importance of ethics 
and CSR in the curriculum. The course of Business ethics is taught as an independent course in the 
second semester of the MBA program which I find is too early for them. The students should be 
taught ethics related to different areas of management merged with the related course so that there is 
better understanding of the implications. Taking example of business environment course, the 
curriculum is dominated by the functional or technical jargons related to business world and has no 
content on the values of the business system. A study conducted by Tasker and Packham (1993) and 
Wolfe (1993) also supported the fact that the level of business ethics awareness among the students 
of Business course is not sufficient enough to affect the orthodoxy of free market. Although there are 
formal bodies like AACSB which take the course of business ethics quite seriously and also gives 
guidelines on how to teach ethics effectively (AACSB, 2004) and has many mandatory criteria 
related to ethics module within the accreditation process (AACSB, 2005). Further it was found that 
73% of B-schools running stand alone undergraduate programs got accredited by AACSB, which 
again emphasize the importance of having the course. 


Jones, Parker & Ten Bos, (2005) commented that the rapid increase in the number of textbooks 
and articles on business ethics reflect that business ethics is in fashion. Most of the Business schools 
today carry an independent course on business ethics, this simply shows the acceptance of need for 
the same. McWilliams and Nehavandi, (2006) stated that the environment of B-schools is reflecting 
that we may move on, it simply mean that now the debate on whether ethics should be taught or not 
has settled. 


CHALLENGES IN TEACHING ETHICS 


Teaching ethics in classroom has been a challenging task for the faculty members of the B-schools 
due to many reasons. In a study conducted by Nicholson and DeMoss (2009) the findings suggested 
that there is lack of proper integration between ethics and social responsibility in the various aspects 
of program. The subject name itself indicates the importance of being ethical personally to justify 
the delivery of lecture in the classroom. Also, not any teacher can completely justify the subject but 
the ones who have deep roots into the Indian ethos and value systems. 


The educator also needs to be sure of the outcomes or the impact of the subject on the students. 
Ramsay (2007) found that the purpose of teaching ethics is defeated when educators teach different 
ethical ethos and philosophies leading to different conclusions as it confuses the students and leads 
them to indecisiveness and moral skepticism about any ethical principle. Thus the educators need to 
remember that the basic purpose of teaching a particular syllabus in B-school is to develop the 
decision making skills of the future managers which should not be defeated. 


The text books of ethics only introduce and explain the classic theories and traditions related to 
ethical decisions and the role of the teacher becomes that of relating it with the real life business 
situations. In the same context nowadays educators of B schools have started using simulation 
games along with the theory that allows the students to apply the learnt theories and they also get 
the feedback on the impact of these theories on their decisions (e.g., The Ethics Game 
[www.ethicsgame.com]). The advantage of such web based simulation games is that there is an 
automatic recording and tracking of all the decisions made by a student which the educator can 
analyze and evaluate improvements in the student’s decision making skills along with the 
advancement of the course. 
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STUDENTS’ PERSPECTIVE ON ETHICS 


Many past researches done in the area of duration of MBA program and its impact on the learning 
has given some amazing facts. Gundersen, Capozzoli & Rajamma (2008) suggested that the length 
of study program and an individual’s ethical nature is negatively correlated. It simply mean that 
longer study programs have negative impact on the ethical behavior of the students. Also another 
study done by Krishnan (2007) specifically suggest in context of two year MBA program that it 
increases the individual’s self centered values and decreases their values related to dealing with the 
concerns for others. These results indicate the need to rethink about the duration of MBA programs 
run in our B schools and also ask for further research investigations. 


The Business ethics course being run during the two year MBA program has different 
interpretations among the students and similarly their expectations from the course also vary. 
Nowadays students are witnessing that the business ethics course is demonstrating more of the 
market benefits of ethical behavior rather than encouraging them to examine the assumptions and 
effects of business practice. Bruce Macfarlane (1995) also accepted that courses in business ethics do 
little to disturb the market orthodoxy of business studies students. Another question when asked to 
the students of MBA program about values developed over the period and those tried to inculcate 
through the course, students strongly argued that moral values develop from childhood depending 
on the environment a student has grown into. Bruce Macfarlane (1995) research results also confirm 
that there is a positive correlation between students’ Personal Ethical Values and their degree of 
Moral Intensity, but did not support that more business classes and students’ perception of faculty 
ethical values increase Moral Intensity. 


When the students of final year of MBA program were interviewed, most of the students 
accepted that the intensity of ethical behavior of the faculty teaching the subject influences learning. 
McKay, Kidwell, and Kling (2007) found that students perceive faculty as role models and observe 
their behavior and conclude implications for ethical practices in their life. The students also 
emphasized that they are on one side taught that business is all about making profits and on other 
side the importance of ethical behavior in business, which according to them is contradictory. 
Trezise () reflected one of his own experience with his student while teaching business ethics when 
the students commented that it is the first time when he came to know that business is about 
anything other than making money. 


ETHICS IN CORPORATE 


Indian corporate is changing its face rapidly with the full swing of globalization world over. The 
corporate today needs efficient employees who can manage profit for their organizations along with 
being sincere and ethical towards the policies of the company they are working for. Industry looks 
with great hope towards the business schools for providing them fresh managers with required skill 
sets. In fact in today’s scenario students also studies about the company profile before appearing for 
the screening process of employment. 


Growing number of cases of unethical practices in business like those of AIG, Tyco, WorldCom 
and Enron have raised many questions on the emergence of unethical and irresponsible behavior in 
organizations. Why such instances occur even after many HR practices and policies compelling 
employees to be ethical is indeed a matter of research. Bersoff (1999) found that many evidences 
indicate that sometimes good people do bad things even without realizing that they are doing so. 
This might be one of the major reasons of moral detoriation in organizations that unknowingly 
business practices involve individuals into scandals. Tenbrunsel and Messick (2004) conducted a 
research on ethical fading and asserted that individuals ignore the moral components of an ethical 
decision not because they are not educated about moral values but because psychological processes 
fade the ‘‘ethics”’ 


Wood, and Chonko (1989) emphasized that the ethical values of companies is sum total of the 
ethical values of managers working there and the formal and informal policies on ethics of the 
organization. But there are authors who completely disagree that the image or act of individuals 
should be transferred to the image of corporate. David C. Jacobs (2009) argued that corporate are 
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not tools or instruments of individuals, in fact they both are social bodies and thus the behavior of 
individuals is not sufficient to explain the complex nature of corporate. Now in both the cases the 
corporate looks for an assurance that hiring MBA students who have read business ethics will 
reduce the chances of occurrence of scandals in their organization. Although adding to the humor a 
research study conducted by McAlister’s (2004) claims that many of those responsible for recent 
corporate scandals hold MBAs from prestigious institutions. 


During a discussion about ethics with marketing head of an MNC, the manager accepts that 
ethical behavior is expected in the new joiners as far as reporting and conduct is concerned. 
Krehmeyer (2007) also reported that Harris Interactive rankings of MBA programs found personal 
ethics and integrity identified as one of the five most important attributes that recruiters were 
looking for in new hires. But on the other side the manager being interviewed also admitted that 
organizations pay for results and especially from a sales employee it is expected that his personal 
values and ethics should not come in between of his targets. Although Vince (2010) emphasized that 
marketing management is an area of study and practice confronted with calls for it to be held to 
account and for a more professional ethos to be embraced. 


CONCLUSION 


Business ethics and its practice is a vast concept. Teaching ethics is tough for the educators but they 
must be true to themselves and be sure about doing justice to the subject. They must be ethical and 
only then the students will be able to absorb all the values the educator delivers and expects the 
students to practice. Students should also understand that although they are living in a practical 
world they must understand that in long term most of the successful managers were those who were 
strong in their moral conduct. Simha and stanusch (2012) found through their study that most of the 
successful managers working in Poland are the ones who are ethical. Similar kind of study done in 
Russian context by Deshpande et al., (2000) also reported that 61% of the Russian managers think 
that successful managers are more ethical. 


Also, the students must keep in mind that the corporate are looking for honest and morally 
strong employees but not at the stake of their profit targets. Further it is strongly suggested that 
ethics education must incorporate clear statements related to professional values and 
responsibilities. Hence, the line of conduct needs to be drawn by the student himself and the greatest 
role could be of the teachers of B-Schools. 


The study emphasizes the growing importance of ethical practices among the managers looking 
to the current economical condition of the country. Also, it highlights the need of developing the 
organizational climate such that budding managers can practice what they have received from 
their educators. 


LIMITATIONS 


Although the findings of the study indicate a positive impact of ethics instruction on learning and 
practice, limitation of the study must be acknowledged. The paper is an attempt to understand the 
current state of ethics teaching in B-schools and perception of the course among the students and 
people practicing in corporate. The study is conceptual in nature and further empirical research in 
the area is strongly recommended. Future research may be conducted to assess the level of ethics 
existing in B-school students and how it varies with demographic variables. Also, empirical research 
can be conducted to understand the important factors that lead to organization in becoming an 
ethical contributor to the society in which it is operating. 
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Abstract—It is a high time when corporate should come forward with a new integrated strategy to accept and adopt the 
concept of social responsibility. Corporate social responsibility (CSR) strategy formulation and implementation are critical 
tool for every corporation. Development of CSR strategy is an evolutionary and recursive activity. It encompasses economic 
and non-economic objectives of the firm. CSR strategy differs from organization to organization and is largely determined 
by four elements, these are industrial structural, firm resources, corporate ideology & values and stakeholders. 


The purpose of this paper is to analyze the above mentioned determinants of CSR strategy. The study is exploratory in 
nature and is based on primary and secondary data. Journals, articles, books and websites have been referred for the 
preparation of this paper. 
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INTRODUCTION 


Corporate Social Responsibility (CSR) is emerging as a key issue in international business 
(Bake 2004, Weather and Chandler 2005). CSR is relatively a new area of academic research 
(Crane et al., 2008), little is known about how companies formulate and implement their CSR 
strategy and factors that affect the formulation and implementation of these strategies. In 1986 
(Porter) structure of industry was considered a key factor in formulating CSR strategy. In 1987 
Andrews specified four factors that affect the CSR strategy, these are, market opportunities, 
corporate resources & skill, values and knowledge of obligations to society and shareholders. In 
today’s highly complex environment it is very difficult to determine what factor affect the CSR 
strategy and up to what extent. In 1991 Barney said ‘internal resources have a considerable impact 
on CSR strategy’. The primary objective of businessmen is still profit making. They make business 
strategy and according to their business strategy they formulate CSR strategy. Business strategy 
tools and concept determine the CSR strategy of any company (Husted &Allen, 2001).CSR depends 
a lot upon ethics and values of individuals (M.K. Chain, Donald C. Hambrick and 
Linda K. Trevino, 2013). 


New companies bill mandates CSR, now companies do not have the option to decide whether 
to engage in CSR or not but now they need to think that how to engage in CSR, what should be 
their CSR strategy, up to what extent it should be integrated into their core business strategy, what 
are the factors that should be considered before formulating CSR strategy. This paper seeks to 
answer all these questions and suggest an appropriate model to formulate CSR strategy. 


RESEARCH METHODOLOFY 


The present paper does not focus on any specific problem but aims to increase the level of 
knowledge which is useful in formulating and implementing CSR strategy. This paper is based on 
primary as well as secondary data. Primary data are collected through an interview with senior 
official of IFFCO. Journals and books have been used to collect secondary data. The present paper 
is justified by the need for a detailed analysis on the factors that affect the CSR strategy. This paper 
is an attempt to explain the factors that affect the CSR strategy and should be analyzed thoroughly 
before formulating and implementing CSR strategy. 


CSR STRATEGY 


CSR has become a global phenomenon and has become increasingly prominent in the Indian 
corporate scenario. According to Sir Richard Skyes (Chairman, Glaxo Wellcome PLC) companies 
are Closely linked to the communities in which they operate locally, nationally or globally. CSR is 
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emerging as a new discipline in itself. In spite of this growing importance there is no unanimous 
definition of CSR. Corporate social responsibility means something but not always same thing to 
everybody (Votaw, 1972). The core theme of CSR is to deal, interact and relate with stakeholders 
with an ethical approach (Hopkins, 2013).The social responsibility is set of economic, legal, ethical 
and discretionary expectations of society towards the business organizations operating within its 
premises (Carrol, 1979). 


Strategy means long term planning (Jan Jonkar and Michel van Pykeren (2006). In order to 
practice CSR, a sound strategy is compulsory. The development and implementation of strategy is 
of course important for every organization, and has always been so. Increasingly however in the 
present CSR is being considered as a crucial part of that strategy with corresponding benefits to the 
organizations. Firm’s CSR strategy and decision making should be integrated into firm’s overall 
strategy (Heman B. Dutch Leonard and V. Kasturi kash Rangan). CSR has emerged as an 
inescapable priority for business leaders. Increasing expectations of stakeholders are demanding a 
fresh and aligned strategy which can give non-economic and social benefits as well as contribute 
towards the achievement of economic objectives of the firm. Traditionally CSR was not carried out 
or supported by whole organization but modern organizations can not adopt the same practice 
because entire scenario has been changed. Globalization and liberalization have made the situation 
complex than ever before. In this changed environment strategies are made after considering every 
element that has an impact on business. But the difficult task is to ascertain which factor has an 
influence on business and to what extent it affects any action. These factors differ from industry to 
industry and company to company. 


INDUSTRIAL STRUCTURE 


Every company operates in a particular industry and shares some common features of that industry. 
A company in any particular industry faces same opportunities and threats that are faced by other 
companies of the same industry. One strategy may suit one industry but at the same time may not 
be appropriate for other industry. For example a labor intensive industry should focus on workforce 
health and safety than a capital intensive industry. Similarly a petroleum industry should be more 
sensitive for natural environment than an IT industry. When we talk about industrial structure 
certain factors come in our mind which can considerably affect the CSR strategy, like competition, 
government regulation, market concentration, product attribute and differentiation etc. 


LEVEL OF COMPETITION 


In this era of cut-throat rivalry, competition has become an important factor for any strategic 
decision. In a perfect market where entry and exit are free, companies can differentiate themselves 
through their CSR practices. Whereas, when company enjoys monopoly it can adopt a liberal CSR 
strategy. The present market can also be characterized by consumer awareness, where every buyer is 
aware about the product, producer and production process. In such a situation, incorporating 
responsibility in production process and in daily business operations creates a positive image and 
helps the company in retaining existing customers and attracting new customers. Companies can 
also improve their supply chain by demonstrating responsibility in their business operations. 


GOVERNMENT REGULATIONS 


Government regulations differ from industry to industry. Some industries are subject to strict laws 
and regulations whereas, some industries are given free hand to decide their CSR strategy. For 
example coal mining industry is subject to the provisions of environmental laws. State and Federal 
regulatory authorities impose obligations on the coal mining industry in a wide array of areas. On 
the other hand retail industry is subject to different regulations. 


FIRM RESOURCES 


Before formulating any strategy its implementation should be ensured by checking the availability of 
internal resources. A company with strong tangible and intangible resource base can expand its CSR 
activities while a weaker resource base does not allow the companies to move beyond a specific 
limit. Firm resources include not only traditional tangible resources i.e. physical and financial assets 
(Bryan W. Husted and David B. Allen, 2001) but also intangible resources (Grant, 1996, Nehapiet 
and Ghoshal, 1998). 
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TANGIBLE RESOURCES 


A tangible resource means visible resource like capital, machine raw material. Resources are never 
available in abundance they should be used carefully. Scarce capital demands for a sound capital 
rationing strategy, under which available capital is allocated among different projects including 
CSR project. 


INTANGIBLE RESOURCES 


Intangible resources have emerged as a major component of firm capital and include organizational 
capital, informational capital, credibility, corporate reputation etc. organizational capital is a term 
used to describe the efficiency with which a business or other type of organization can utilize 
resources in a manner that makes it possible to implement and sustain some type of strategy. 
Another important intangible asset is informational capital. Information has intrinsic value which 
can be shared and leveraged within the organization. Informational capital consisting of systems, 
database, libraries and networks make information and knowledge available to the organization 
which can be used by the organization in decision making process. 


CORPORATE VALUES 


Values represent basic convictions or enduring belief that a specific mode of conduct or end state of 
existence is personally or socially preferable to an opposite or converse mode of conduct or end state 
of existence. Values are powerful force affecting behavior of employees and chief executive officers. 
It is an important factor which affects the CSR strategy. 


VALUES OF WORKFORCE 


Ethical approach of individuals drives their behavior. Values of individual employee are visible in 
their actions. Strong values like loyalty, kindheartedness etc. motivates employees to do their job 
with honesty. Companies influence the behavior of employees by influencing their values. 


CEO’S VALUE 


CEO’s can significantly inject their personal preferences into corporate policies and thus corporate 
policies reflect the values of CEO’s. A CEO with strong values emphasizes on CSR even when 
company’s financial performance is poor (M.K. Chin, Donald C. Hambric and Linda K. Trevino, 
2013). Conservative executives are more sensitive to current performance level especially curtailing 
CSR initiatives when times are not so good. 


STAKEHOLDERS 


A stake implies that one has an interest or share in the organization and its operations. Stakeholder 
means any group or individual who can affect or is affected by the organizational policies, strategies 
and actions. Stakeholders expect business to participate in solving societal problems whether they 
had caused the problem or not. The expectations of stakeholders are increasing day by day. Multiple 
stake holding increases the pressure on companies to fulfill the expectations of stakeholders and 
incorporate responsibility in their business strategy. 


PRIMARY STAKEHOLDERS 


It includes shareholders, employees, customers, business partners etc. they are directly affected by 
the operations of the company. There is no reason to think that shareholders and creditors are 
willing to tolerate an amount of corporate non-profit activity which appreciably reduces either 
dividends or the market performance of the stock (Hetherington, 1973). Companies need to 
formulate CSR strategy which does not affect the profitability of the company in a negative way, 
otherwise that will not be supported by primary stakeholders. 


SECONDARY STAKEHOLDERS 


Everyone does not possess direct stake in any organization, but they indirectly affected by the 
operations of the companies. Local, state and federal government, regulatory bodies, media and 
competitors fall under this category. 
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MINGLING OF CSR STRATEGY WITH BUSINESS STRATEGY 


Recent corporate scandals and demand for ethical behavior reflect that a significant part of the 
problem is that traditional CSR strategies are frequently not aligned with business strategy. CSR is 
now considered to be an integral part of strategy for any organization and built into the strategic 
planning process. There are many perceived benefits to an organization from this. CSR is 
increasingly being regarded as an important trend in business world. It must be designed, executed 
and evaluated in line with strategic criteria, following the same guidelines as for any other vital 
interests of the company. It must be integrated with the organization’s mission. It should not be 
sham, or a set of the tasks that diverts the organizations away from its core business activities. 
Business has two major responsibilities: economic and social responsibility. Corporate strategy 
should be designed to achieve both economic and social objectives of the firm. In order to 
successfully implement the CSR plan, it is important to build commitment to align and integrate 
CSR into business strategy, objectives, goals and practice. CSR strategy formulation and 
implementation could be considered as an organizational change process. To ensure full integration 
of CSR into core business strategy change in organizational culture is essential. A positive and 
ethical culture leads to better results from CSR initiatives. 


CASE STUDY: IFFCO (INDIAN FARMERS FERTILISERS 
COOPERATIVE LIMITED) 


To examine the impact of above mentioned factors on CSR strategy and to get insight into how 
companies are dealing with CSR, a personal interview was conducted with senior officials of 
IFFCO ( Phulpur). IFFCO is the world’s largest fertiliser cooperative federation based in India 
which is registered as a multistate co-operative society. Number of social development measures 
have been taken by IFFCO. This organisation does not want to integrate CSR strategy into their 
core business strategy because a businessman can not take an unbiased social initiative. ‘Being a 
morally strong citizen of this country if I invest five rupee on CSR, I will definitely invest four rupee 
and 75 paise on CSR if I think as a businessman’, an official said. 


Competition does not have any significant role in formulation of CSR strategy in IFFCO 
because prices as well as allocation area of their product is determined by the government. But 
government regulation plays an important role in deciding their policy for sustainalable practices. 
Subsidy is provided by the government to the companies operating in this industry,which is totally 
based on energy conservation and use of advance technology. This motivates companies to 
minimise the use of natural resources in their manufacturing process. 


IFFCO has created a trust at its corporate office, which provides finance to its different 
production units and CORDETS to undertake extrordinary CSR initiatives.Besides, every year a 
fixed percentage of profit is set aside by every unit to perform its regular social activities. 


IFFCO has build a corporate culture where every individual is concerned about social 
development. Communication and empathy makes their culture strong and minimise the chances of 
conflict between top management and employees. Whatever strategy for CSR is formulated by the 
top management is full heartedly accepted by their employees. They consider CSR as their moral 
obligation and take social initiatives without expecting anything in return. Their CSR strategy seeks 
to bring prosperity and happiness in the society and does not make any arrangement for any 
business profit out of their CSR initiatives. 


As far as stakeholders are concerned,IFFCO has classified farmers,local public,natural 
environment, government and employees as their primary stakeholders. At the time of making 
strategy they analyse the need of poor farmers and accordingly they decide the activity and select 
the areas for these activities IFFCO Kisan Bazar, IFFCO Kisan Seva Trust, Co-operative rural 
development trust (CORDET) etc. are the example of such activities. Initiatives have also been 
taken to improve the quality of life of local people which includes, eye camps, distributing books 
and comix to poor children, road construction, mahila club etc. Pollution control system has been 
installed to keep the natural environment clean and healthy. 
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ANALYSIS 


Integration of CSR strategy into overall business startegy is considered as a critical success factor for 
any organization. IFFCO however does not believe in integrating CSR with business decisions. 
They do not involve any business mind in serving the society. Inspite of this different approach, 
IFFCO occupies an important place among the organizations known for their contribution in the 
development process of the society. The company does not face any direct threat from its 
competitors in terms of marketing of its product but in terms of manufacturing process it faces a big 
challenge to control the use of natural resources, as their subsidy fluctuates with the use of these 
resources. There CSR strategy is highly influenced by this subsidy system. They focus more on 
energy conservation and use of latest technology to avoid duel burden i.e. lesser subsidy and 
increased cost of production caused by use of obsolete technology. Their strong corporate 
culture,internal values and sense of responsibility help them in discharging their social obligation 
without incorporating it into their business strategy. They concentrate on stakeholder group which 
is directly influenced by company’s operations. This is one of the best way to choose the 
beneficiaries of CSR activities. When we analyse the initiatives taken by IFFCO it becomes very 
clear that the company seeks to bring real development in the society. 


SUGGESTIVE CSR MODEL 


In this rapid changing scenario where every company faces different threats and opportunities and 
possess different strengths and weaknesses it is very difficult to suggest a model which can be used 
by every organization to formulate and implement their CSR strategy. The model suggested below 
outlines some common factors that affect the strategic decision of every company and should be 
considered before formulating CSR strategy these are-industrial structure,firm resources,corporate 
values and stakeholders. It is also suggested that companies should integrate CSR with its business 
decisions so that it can demonstrate responsibility in its every activity. Its not important to take 
social initiatives but intention behind that initiative is important.An integrated approach to CSR 
shows that an organization actually seeks to bring changes in the society. Althoug a non integrated 
approach can also serve the purpose but our country needs full support from its corporate sector to 
remove social problems and this is possible only when social responsibility become an integral part 
of our corporate houses. Strategy formulated in such a manner will help the companies in achieving 
its economic objectives (through business strategy) and non economic objectives (through integrated 
CSR strategy). This can be explained in the form of a model. 


industrial 


Paar business strategy 


economic objectives 
resources 
non- economic 


corporate values objectives 


stakeholders 


SUGGESSTIVE CSR MODEL 


CONCLUSION 


Corporate social responsibility is a concept that has attracted world wide attention and is now 
became an inescapable respondibility of corporations. Organizations are searching for new ways to 
formulate and implement CSR. The present paper has made a contribution by outlining some 
factors which should be considered befor making CS strategy. All of these factors should be 
analyzed by the companies in their own context. Secondly, this paper also gives a suggesstion to 
incorporate CSR into core business strategy of the company. Non economic profit also forms a part 
of company’s overall performance, which should be achieved by discharging its social 
responsibilities. The model presented in this paper shows how prpoerly framed strategies lead to 
achievement of economic and non economic objectives. 


182 / Research and Sustainable Business 


REFERENCES 


[1] 
[2] 


Bhatia S.K..( 2007), Business ethics and corporate governance, (chapter 59). 

Chin M.K., Hambrick Donald C., Trevino L.K. (2013). Political ideologies of CEOs: The influence of executives’ 
values on corporate socialresponsibility. Administrative Science Quarterly. 58, pp 193-232. 

Gautum Richa, Singh Anju(2010). Corporate social responsibility in India: A study of top 500 companies. Global 
business & management research: An international journal. vol. 2, no. 1 pp 41-56. 

Jonker Jan, Pykeren Michel Van( 2006), In search of business strategy for corporate social responsibility, ICCSR 
research paper series, no. 41, ISSN 1479-5124. 

Oberseder Magdalena, Schlegelmilch Bodo B., GruberVerena(2011). Why don’t consumer care about CSR: A 
qualitative study exploring the role of CSR in consumption decisions. Journal of business ethics, DOI 
10.1007/s10551-011-0927-7, pp 449-460. 

Sousa Filho, Jose Milton De, Wanderley, Lilian Soares Outtes, Pasa Gomez, Carla and Farache Francisca. 2010, 
Strategic corporate social responsibility for competitive advantage, Brazillian Administrative Review, 7(3), ISSN 
1479-5124, pp 294-309. 


The Breakfast Menu in Allahabad—Changing Trends and 
Consumer Preferences 


Sakshi Chhabra! and J.N. Bhargava’ 
' Department of Commerce and Business Administration, University of Allahabad, India 
?Professor, Department of Commerce and Business Administration, University of Allahabad, India 


Abstract—ZJn stark contrast to the traditional Indian breakfast menu, today the breakfast platter has a lot more to offer, 

where a bowl of cereal is elbowing out the hot puris and paranthas, thus indicating a radical shift. Demographic, 

socioeconomic, changing lifestyles are some of the factors behind this trend. This exploratory study aims to understand 
various factors affecting consumer preferences’ trends in this regard. The sample is proposed to contain various types of 
households like traditional, professionals, and those in employment with varying income potential to give a representative 
presentation of the universe. A questionnaire shall be used as an instrument to collect primary data from sample respondents 
residing in Allahabad. The study shall provide a strong basis for similar studies across various regions and states in the 
country. The study is likely to provide useful insights to the concerned practitioners to formulate appropriate strategies for 
catering to the changing needs of consumers and thereby increase their market share. 


Keywords: Breakfast Menu, Demographic, Changing Lifestyles, Trend, Consumers 


PROLOGUE 


With the advent of globalization in an economy there was a spurt of large number of MNC’s 
offering wide range of goods and services in almost every market segment, catching the eyeballs of 
every consumer all over the nation. The breakfast segment too was not left out of such revolution, 
resulting in a paradigm shift in the consumers’ preferences for breakfast food. 


A transformation has taken place during past two decades in the breakfast menu of an average 
Indian household everywhere. Majority of the homemakers feel that owing to less time in the 
morning, they prefer cooking a breakfast meal which is not only healthy and tasty but also easy to 
prepare and time saving replacing the traditional items(puris, paranthas, poha and so on ). Such 
transformation is a result of factors like consumer awareness of new breakfast items, desire for 
healthy diet, changing lifestyle and demographic profiles. 


Despite the penetration of such trends, it has been noticed that there are still many households 
who are reluctant in adapting to new trends. However, all is not doom and gloom, it was reflected 
in a recent article in 'The Times of India ‘If industry data is anything to go by, the packaged 
breakfast market has doubled in three years to Rs 400 crore. It is growing at the rate of 30% 
annually’. Focusing on this emerging scenario, marketers are formulating aggressive marketing 
strategies and competing with each other in order to capture major chunk of the breakfast segment. 


STUDY OBJECTIVES 

The study was conducted with following objectives: 
1. To study the changing trends in the breakfast menu preferences of the consumers. 
2. To understand the factors affecting consumer preferences. 
3. To suggest suitable strategies to breakfast food marketers. 


METHODOLOGY 
To conduct this study following methodology was adopted: 


SAMPLE COVERAGE 


This exploratory research was conducted using 30 sample respondents chosen randomly from 
Allahabad city. This city was chosen for conducting the study on account of wide offering an 
attractive destination for marketers. Allahabad is a tier 2 city having *population of 5,954,391 of 
which male and female were 3,131,807 and 2,822,584 respectively. Population density of Allahabad 
district is 1,086 people per sq.km. 75.26% of the population constitutes the rural segment and 
remaining 24.74% is urban population as per 2011 census. 
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SAMPLE COMPOSITION 

In this study demographic segmentation is done on the basis of variables such as age, education, 
income, occupation, nature of family, family size as *‘people within the same demographic can 
exhibit very different psychographic profiles. Values and lifestyles significantly affect product and 
brand choice of consumers.’ (Kotler, Keller, Koshy, Jha, 13 ed). 


Age-Wise Distribution 


As shown in Exhibit:1 given below, maximum no of respondents (43.33%) belonged to the age 
group(40-50). 40% and 16.67% of the respondents belonged to the age group (above 50) and (30-39) 
respectively. 


Age-Wise Distribution 


m 30-39 
m 40-50 
= ABOVE 50 


Exhibit 1: Age-Wise Distribution 


Education- Wise Distribution 


As per Exhibit: 2, maximum no of respondents (63.33%) were post graduates. 26.66% of the 
respondents were graduates. 10% of the respondents were matriculate. Therefore, it was observed 
that none of them were illiterate. 


Education-wise Distribution 


No of Respondents 


UPTO UPTO POST 
MATRICULATION GRADUATION GRADUATION AND 
BEYOND 


Education 


Exhibit 2: Education-Wise Distribution 
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Income- Wise Distribution (‘000) 


As per Exhibit: 3, most of the respondents (40%) belonged to income group (50-100). 36.67% and 
20% of the respondents belonged to income group (25-50) and (up to 25) respectively. Only a few of 
the respondents (3.33%) belonged to income group (above100). 


Income- Wise Distribution 
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Exhibit 3: Income-Wise Distribution 3.2.4. Occupational Breakup 


If we go by occupational breakup, 33.33% of the respondents belonged to Traditional, 
Professional and Employment category each. 


Breakup on the Basis of Nature of Family and Family Size 


All the respondents interviewed have been living from 1980 onwards. 63.33% of the respondents 
were living in nuclear families and the remaining (36.67%) were living in joint families. Maximum 
of respondents (40%) belonged to the family size of 2 members. 23.33% and 16.67% of the 
respondents belonged to the family size of 4 members and 5 members respectively, 13.33% and 
6.66% of the respondents having 3 members and 6 members respectively. 


Food Choice 


Among the respondents 50% were vegetarians, 36.67% non-vegetarians and 13.33% eggetarians. 


DATA COLLECTION METHODS 


To conduct this study required data was collected from both primary and secondary sources. 
Primary data was collected with the help of questionnaire comprising of both open and close ended 
questions. 100% of the respondents were females. Personal interview was conducted with each 
respondent to make the data more authentic. Sources for secondary data were journals, magazines, 
newspapers and books. 


ANALYTICAL TOOLS 


The data collected for the study was analyzed using pie charts, graphs, percentages to portray 
the results. 


ANALYSIS AND INTERPRETATION OF RESULTS 


OVERALL TRENDS 


As is evident from Exhibit: 5 100% of the respondents prefer traditional breakfast from 1980 
onwards and they are having it till now. Moving to the next category of breakfast cereals comprising 
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of (cornflakes, dalia, oats, muesli). 23.33% of the respondents added cornflakes (cold cereal) in their 
breakfast menu from 1990 onwards. 30% and 23.33% of the respondents added it 2000 and 2010 
onwards respectively. In case of dalia, 30% of the respondents preferred it from 1980 onwards 
saying that they used to prepare dalia at home, 13.33%, 3.33%, 6.67% and 3.33% of the respondents 
added it from 1990, 2000, 2010and 2013 onwards respectively using more of packaged dalia. In case 
of oats (hot cereal), 20% of each of the respondents added it in their breakfast menu from 2010 and 
2013 onwards. Lastly in case of muesli (cold cereal), 20% of the respondents added it from 2010 
onwards. Thus, oats and muesli are showing recent trends in breakfast menu. Moving on to the next 
category of other ready to cook/eat items comprising of (noodles, packaged idli and poha and so 
on), 16.67% of the respondents added it from 2000 onwards and only a few (3.33%) added it 2010 
onwards. “Quoting business today ‘The penetration of packaged breakfasts [ready-to-cook upma, 
poha, parantha] is still negligible, even though brands like Britannia’s Healthy Start and Quaker’s 
Nutri-poha and Nutri-upma are attempting to pitch them alongside breakfast cereals. Instead, the 
real action is in oats and cold cereals. In fact, the Euromonitor report predicts that the breakfast 
cereals market will grow by a CAGR of 16% between 2011 and 2016, rising to Rs 1,565.20 crore, 
with hot cereals at about Rs 829.54 crore and RTE cereals at Rs 735.60 crore.’ 


= 2013 onwards 
© 2010 onwards 
= 2000 onwards 
= 1990 onwards 
= 1980 onwards 


No of Respondents 


Overall Trends of Breakfast Menu 


Exhibit 5: Overall Trends 


DRIVING FACTORS FOR TRADITIONAL PREFERENCES 


As shown in Exhibit: 6, factors like homemade and healthy shared (73.33%) equal role in being the 
most important driving factor for preferring more of traditional breakfast. Good in taste and liking 
by the family members were the other important driving factors for 60% and 56.67% of the 
respondents respectively. For only a few (3.33%) of the respondents hunger satisfier was the driving 
factor. 53.33% of the respondents said that they never tried such items and would prefer to stick to 
their old style of breakfast. 


The Breakfast Menu in Allahabad—Changing Trends and Consumer Preferences / 187 


fond 
uo 


R 
oO 


n 
ps 
5 
FE 
—) 
a 
4 
pa 
r) 
iS) 
Z 


GOOD INTASTE HOME MADE HEALTHY EVERYONE LIKES HUNGER NEVER TRIED ANY 
2a .. SATISFIER OTHER ITEM 
Driving Factors for Traditional Preferences 


Exhibit 6: Driving Factors for Traditional Preferences 


FACTORS BEHIND CHANGING CONSUMER PREFERENCES 


Clearly evident from Exhibit: 7 that change in lifestyle and changes in the stages of the life cycle 
shared (50%) equal role in being the most important factors behind the changing trend in consumer 
preferences. The other important factors were awareness of new breakfast items, family/children 
influence, health issues, variety seeking and media influence for 43.33%, 40%, 36.67%, 33.33% and 
33.33% of the respondents respectively. Other factors like increase in income, friends’ 
recommendation, availability shared (23.33%) equal role in being important influential factors. Urge 
to try new products, increase in family size, and occupation shared equal (13.33) role in being an 
influencing factor. For 10% of each of the respondents, easy to prepare and time saving were 
important factors. 6.67% of the respondents said increase in social status affected in changing 
preferences and lastly, influential factors like figure/beauty conscious, religious belief, desire for 
light breakfast, and surroundings played their role in case of only a few (3.33%) of the 
respondents each. 


No of Respondents 


Factors behind Changing Consumer Preferences 


Exhibit 7: Factors Behind Changing Consumer Preferences 


DISLIKE FOR READY TO COOK/ EAT ITEMS 


Referring to Exhibit: 8 53.33% and 40% of the respondents said that the reason for their dislike was 
that they did not like the packaged products and thought that it was not healthy respectively. For 
(26.67%) and (23.33%) of the respondents, appearance and costly were the other hindering factors 
respectively. Not tasty and comfortable in sticking to the older breakfast style shared (20%) equal 
role in being other hindering factors. For 13.33% and 10% of the respondents factors like availability 
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and not a hunger satisfier were the other factors for not preferring these items in their breakfast. 
Meager percentage (3.33%) of respondents said that they never tried such item. 
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Exhibit 8: Dislike for Ready to Cook/Eat Items 


ROLE OF MEDIA 

As per Exhibit: 9 for 86.67% each of the respondents television and magazines were the major 
source of awareness. Newspaper and word of mouth shared (46.67%) equal role in creating 
awareness. For 16.67% of the respondents radio was the source and lastly, internet was the source of 
awareness for 10% of the respondents. 


°A study conducted by Renuka Hirekenchanagoudar (2008, August) on consumer behavior 
towards ready to eat food products revealed that television was preferred as the major source of 
information for brand awareness followed by newspapers and friends/relatives. Only a few of the 
respondents were influenced by radio. 


w 
o 


N 
u 


N 
o 


No of Respondents 
i 
wu 


TELEVISION NEWSPAPER RADIO MAGAZINES WINDOW WORD OF INTERNET 
DISPLAY MOUTH 


Media 


Exhibit 9: Role of Media 


CONSUMER EXPECTATIONS FROM BREAKFAST MEAL 


Referring to Exhibit: 10 when the respondents were asked what their expectations are from 
breakfast meal 76.67% and 66.67% of the respondents opined that they will look for taste/flavor and 
health and nutritional value of the meal respectively. 56.67%, 53.33 and 30% of the respondents said 
that the meal should be easy to prepare, time saving and easily available respectively. 26.67% of 
each of the respondents will look for affordable and size/shape/color of the breakfast item. 26.67% 
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of each of the respondents expect their breakfast meal to have low calorie content and should be in a 
packaged form in different traditional flavors. 23.33% of the respondents expect that the meal 
should be hunger satisfier and should be made taking age factor into consideration. 16.67% and 
13.33% of the respondents expect their meal to be high in fiber content and should be liked by 
family members respectively. 10% of each of the respondents expect their meal to be both vegetarian 
and non vegetarian and crispy. 6.67% of the respondents will look for its ingredients 
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Exhibit 10: Consumer Expectations from Breakfast Meal 


FINDINGS AND SUGGESTIONS 


After a thorough analysis of various aspects of breakfast trends, following are the important 
inferences and emerging suggestions: 


iL, 


Majority of the homemakers still prefer to give traditional breakfast to their family members 
and only a few of them have adopted the new trends like breakfast cereals and ready to 
cook/eat items. Marketers of these products should develop a product by adapting to the 
local taste and launching it in new flavors. Furthermore, an effective marketing strategy 
should be formulated and targeted to the female consumers as they act as an opinion leader 
in their family.“Opinion leader are one who influences others’(McCarthy, Perreault, 1991). 


The study above showed that the consumers not only look for taste or flavor of the product 
but also health and nutritional value of a product, as they are increasingly getting aware of 
health related diseases (diabetes, high blood pressure, heart ailments and so on). Marketers 
should tailor their products by focusing more on the safety needs of consumers without 
forgetting their preference for taste. 


Most of the female respondents look for the product which is ready to cook/ eat and time 
saving, mainly because the morning time being the most high pressure time of the day. For 
such target consumers, marketers should design their product by focusing on the economic 
needs of the consumers.*Economic needs are concerned with making the best use of 
consumers’ time and money- as the consumer judges it’. Here the economic need is a need 
for convenience. 


Major influential factors behind the changing trends in breakfast menu were changing 
lifestyle and changes in the stages of the life cycle. Hence, it is imperative for marketers to 
understand such psychographic factors before designing their advertising theme.*‘Marital 
status, age of any children in a family all combine to tell us about the life-cycle stage of a 
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family’ While formulating a marketing strategy, marketers should keep in mind that “‘people 
at the same stage in the family life cycle often have similar needs and spend their money in 
similar way to target the consumers belonging to the same life-cycle stage’. 


Marketers should make an effort to know who all are involved in a purchase decision, as 
from the study it was observed that family/ children, family size also play an important role 
in deciding the breakfast items for the breakfast menu. 


This study observed that the consumers were aware of new items and has a desire for 
variety. Another interesting fact was that the price factor was not that important hindering 
factor for dislike for ready cook/ eat items. Thus, taking advantage of such psychology of 
consumers, marketers should play their card by making it more affordable. According to a 
‘country report of Euromonitor ‘manufacturers started offering breakfast cereals in small 
sachets available at just Rs 10 in 2011 and 2012.’ This improved the affordability of price 
sensitive consumers in small towns. 


It was noticed that the main driving factors for preferring traditional breakfast was that it is 
tasty, healthy and homemade. “A drive is a strong stimulus that encourages action and 
reduction in a need’ Marketers are required to carry on a research in this aspect to know 
such drives and needs, whether they exist or not if exists then strategy should be formulated 
in satisfying such drives and needs, if they do not exist then appropriate sales promotion 
strategies should be formulated in order to create those needs and drives for their product. 


The study revealed that consumers did not have a liking towards packaged food as they 
think that it is not healthy, tasty, not hunger satisfying and have a bad appearance. Thus 
marketers should plan to develop a product by keeping in mind the physiological needs of 
the consumers and by indianising it and launching it in different local flavors which 
consumers can culturally associate themselves to. 


Study revealed that there is a strong influence of media like television, magazines, 
newspapers and word of mouth on the consumers. All females being literate and non 
working have more leisure time at home to spend in front of the television box, read 
magazines and interact with neighbors, such information about consumers lifestyle will 
prove useful to marketers in formulating a marketing strategy while choosing an appropriate 
promotional tool. 


When the respondents were asked about their expectations from breakfast meal, factors like 
nutritional and health value and taste/ flavor topped the chart. Age factor was also 
considered, because majority of the respondents were above 40 years who were more 
concern towards health related issues. Low in calories and fat content, affordable, high fiber 
content were other expectations. An interesting suggestion to note here is that many 
respondents were there who suggested that they would like to have packaged dalia with 
spicy masala packet in it (similar to that of maggie masala). A few of the respondents did not 
suggest anything as it hardly matters what markets have in store for them. Hence, there is a 
need to educate such consumers about the benefits of such products so as to create a need 
for that product. Marketers like PepsiCo, Marico, Kellogg, GlaxoSmithKline and all those 
who are planning to enter this breakfast segment should develop an effective marketing mix 
according to the demographic profiles of the consumers and hence widen their base. 


EPILOGUE 


The study revealed the changing breakfast trends during recent past. Such trends are likely the result 
of consumers being increasingly aware of new breakfast items, variety seeking, health consciousness 
and strong family influence. A thoughtful focus on the dimensions of this trend reveals that the 
development promises a lot for the manufacturers who are planning to capitalize on such emerging 
opportunities in breakfast segment and hence strengthen their product positioning successfully in the 
consumers’ mind. 
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Abstract—Corporate Social Responsibility (CSR) has evolved from philanthropy and charity to become an integral part of 
business strategy of corporate houses in India (Baxi, 2006).The recent amendment of Companies Act 1956,which has 
included mandatory disclosure provision on CSR, has restarted a fresh debate and discussion on corporate responsibility for 
sustainable business(Times of India,9 August,2013). Corporate sector in India has been dealing with many issues and 
facing varieties of challenges with respect to CSR which is the objective of the study. In the global environment of political 
and economic instability, the main challenge for corporate sector in India today is not only to become globally competitive 
but also to be responsible towards society and ecology (Times Foundation, 2011). The research design is descriptive type and 
available secondary data is utilized for this study. 


Keywords: CSR, Globalization, Stakeholders 


INTRODUCTION 


The values which drive the CSR policy and programs were very much present in the business 
communities of India in the form of addressing issues like reduction of poverty and illiteracy, 
preservation of Indian art and religion and rural development even before India achieved its 
independence. With the pace of time the nature and extend of Corporate Responsibility towards 
society and environment have changed in India due to different socio economic and political 
factors. CSR has been evolved from philanthropy and charity to become integral part of business 
strategy of corporate houses of India. Impacts of globalization along with typical market situation in 
India have redefined the concept of CSR for Indian industries in the recent past. CSR has been 
increasingly become integral part of corporate strategy to deal with many issues and verities of 
challenges. Recently Government of India has brought amendment of Companies Act 1956, which 
has made disclosure of CSR spending mandatory for the group of industries whose annual 
transaction is more than 1000 crores rupees (GIE, 2013). This endeavor on the part of Government 
has triggered serious debate and discussion on various facets of CSR in India. 


In recent history, this country has witnessed many corporate scams involving thousands of cores 
of rupees. In this context the major question before the corporate sector is how it could remain free 
from corruption in an ambience of corrupt political and bureaucratic system? 


As the integral part of larger Indian society, business organizations have the moral obligation to 
face the developmental challenges along with the government and civil society. The boundaries of 
Corporate Responsibility are expanding internally and externally as the society increasingly expects 
business to work with others to provide solutions to humanitarian crisis and endemic problems 
facing the world through strategic partnership (Arhus, 2005). 


REVIEW OF LITERATURE 


To identify and highlight issues related to CSR, different empirical and descriptive research papers 
have been reviewed which has also helped to find out the research gap and to set objectives of the 
study. These are critically discussed below. 


In an empirical research paper, Mishra and Suar (2010) investigated whether CSR towards six 
different stakeholders influence the financial and non-financial performance of India companies. 
The findings of this study confirmed that responsible business practices towards primary 
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stakeholders enhanced the financial and non-financial performance of the Indian firms. Another 
study by Ghose, (2012) found that there was a significant positive correlation between the actual 
amount of investment in CSR activities made by Indian companies in 2007-08 and the actual 
annual sales of these companies in 2007-08 and 2008-09. The empirical studies clearly reveal that 
Indian companies understand that they have responsibility towards their stakeholders but 
simultaneously these studies also expose that most of the Indian companies have some confusions 
regarding implementation of CSR. 


While reviewing descriptive and conceptual research papers on the concerned subject it has 
come to the notice that some scholars have similar opinion about the issues and challenges 
regarding CSR in India in their different descriptive papers (Beard 2011; Arora, et al., 2013; Jha 
2010; Lama 2012). According to them the issues and challenges are the shrinking role of 
government, demand for greater disclosure, increased customer interest, growing investor pressure, 
competitive labour market, supplier relations, lack of community participation in CSR activity, need 
to build local capacity, non-availability of well-organized NGOs, visibility factor, narrow perception 
towards CSR, non-availability of clear CSR guide lines and lack of consensus on implementing CSR 
issues. These descriptive research papers have not only missed the ethical and environmental 
challenges of CSR but also silent about the various issues related to Indian polity and society which 
are influencing CSR practices. 


Wiltenius, (2005) in a study clearly established that the real challenge before the corporate sector 
is the poverty eradication, clean water supply, maintaining biodiversity, managing population 
growth, aging and migration, food security and emission of greenhouse gases. 


Collier and Wanderly (2005) in their study on global corporate responsibility in the twenty first 
century described business as the ‘primary global change agent’. They advocated that business 
should assume the responsibility for the effect of their past, present and future actions so that they 
can be part of the solution of the problems of a globalized world. In addition they have focused on 
three types of corporate responsibilities: social, environmental and ethical responsibility. But as a 
whole the study does not talk about how to implement all types of CSR activities in a competitive 
business world. 


Chahoud ef a/., (2005) in their report outlined four major challenges for implementation of CSR 
in India. These are: The business case for CSR, Monitoring, Certification and Reporting of CSR, 
Mainstreaming CSR in the supply chain and the role of public policy in CSR. This is an empirical 
research based on interviews with Indian Industries, stakeholders and CSR experts. 


OBJECTIVE 


The objective of the study is to identify and highlight the issues and challenges related to various 
facets of CSR in Indian corporate sector. 


RESEARCH GAP 


While reviewing the existing literature related to CSR it is found that there are some studies on CSR 
in India but most of the studies are found to be repetitive and some even lack originality, except few. 
On the other hand these works have not taken into account some of the unique features of Indian 
polity, society and economic system which are directly and indirectly influencing CSR policy and 
practices of Indian industries. Therefore an attempt has been made in this research endeavor to 
fulfill those gaps in the study of CSR in India with special emphasis on recent amendment of 
Companies Act 1956 related to CSR. 


METHODOLOGY 

It is a narrative meta-analysis of issues and challenges of CSR practices in India over last couple of 
decades. Secondary source of information is used for this study. 

ISSUES AND CHALLENGES OF CSR IN INDIA 


There are number of issues and challenges related to CSR in India which are discussed below 
critically. 


194 / Research and Sustainable Business 


ETHICAL ISSUES AND CHALLENGES 


The very first principle of National Voluntary Guidelines on Social, Environmental and Economic 
Responsibilities of Business (NVGs- SEE) brought out by the Ministry of Corporate Affairs (MCA), 
Government of India (GOI) in 2011 says “Business should conduct and govern themselves with 
ethics, transparency and accountability”. But unfortunately if the corporate history of India will be 
analyzed it will not be difficult to find out many cases of corruption involving thousands of crores of 
rupees. In a seminal work on business ethics, Chakraborty (1997) highlighted certain pivotal issues 
on CSR. These are: 


e The issue of business ethics came to macro level in India in 1992, after the two billion stock 
exchange scam came to light. 


e Indian democratic and economic systems are highly resilient. But expensive election 
process, absent of any mechanism of state funding of election and the policy of globalization 
have facilitated the unholy nexus of business-politics-bureaucracy to perpetuate corruption 
in corporate sector. 


Therefore, today the serious challenge that Indian business organization face when engaged in 
CSR is the increasing consumer cynicism. Consumers today do not trust that corporate sector can 
even work for socio economic development and ecological balance. 


Though, India’s rank as per Transparency International Corruption Perception Index was 85 in 
2008, it has come down to 94 in 2012, among 180 countries of the world 
(www.transparency.org/cpi2012/results). This clearly shows the relative level of corruption is 
increasing in India. 


The most debatable issue in the corporate sector of India is the mandatory disclosure provision 
of the amended Companies Act 1956, on spending two percent of average net profit for CSR 
activities by those companies which have earned net profit of more than five core rupees in the three 
proceeding years. Maria (2013) is of the view that “Philanthropic trusts as well as politicians sense 
opportunities to cajole corporation to direct CSR funds towards their corpuses and pet causes.” One 
of the finding of the survey conducted by Confederation of Indian Industries (CII), 2013, is that only 
about twenty five percent of the industries are spending two percent of their net profit on CSR 
activities. Therefore the amended provisions will create a large CSR fund of around 10000-15000 
thousand crores rupees for CSR activities. The CSR spending on activities in the schedule has to 
align with and complement the overall public policies (Venkatesan, 2013). Otherwise there is every 
possibilities of misuse of that CSR fund. 


ENVIRONMENTAL ISSUES AND CHALLENGES 


Second principle of NVGs-SEE says “Business should provide goods and services that are safe and 
contribute to sustainability though out their life cycle” (NVGs-SEE, MCA,GOI, 2011). The main 
emphasis is given to achieve sustainability in all the operations of the business and all the stages of 
product life cycle starting from design to final disposal. But most of the Indian companies are not 
adopting this principle seriously which is posing great threat not only to the Indian society but also 
to the very business organizations. According to the World Economic Forum, Davos, Switzerland 
and survey conducted by Yale University, Yale, India has ranked 125, in the world in managing the 
environment pollution (Economic times, 29.01.2012). This clearly proves that the standard of 
managing environment pollution in India is extremely poor. Therefore the role of corporate sector 
in addressing the problems of environmental pollution in India is highly crucial and it is expected 
that it should accept this challenge courageously. But contrary to this, a popular cold drinks industry 
demands that it is using natural resources responsibly. But one of its subsidiaries in India is accused 
of depleting village wells where water is highly scares. Hence, often though some Multi-National 
Corporations (MNCs) make many campaign for their CSR activities, the reality is just the opposite. 
The sixth principle of NVGs- SEE says “business should respect, protect and make efforts to restore 
the environment” (NVGs-SEE, MCA, GOI, 2011). To implement this principle, Security and 
Exchange Board of India (SEBI) has made it mandatory for one hundred listed companies of 
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Bombay Stock Exchange (BSE) and National Stock Exchange (NSE) to prepare and submit the 
Business Responsibility (BR) Report as the part of their Annual Report on Environmental, Social 
and Governance (ESG) perspective from March 2012. (Circular issued by SEBI dated 13 august 
2012). This is a clear signal to the Indian industries that social & environmental aspects are as 
important as their financial and operational performances. Top one hundred listed companies of 
BSE & NSE have an obligation to disclose their social and environmental performance to the 
society as they have utilized the public fund and public interest is involved in the functioning of 
these companies. A recent study named “Business Responsibility India Survey 2013” conducted by 
CII among two hundred companies has published its results on 5 November 2013says that only 48 
percent of the companies have or are in the process of conducting ecosystem foot prints and about 
75 per cent of companies have incorporated BR in purchasing/ supplier code of conduct 
(sourced from website of CIT). However, the main challenge before the corporate sector of India is 
how to face the impact of climate change. A well-known economist of UK Lord Nicholas Stern has 
prepared the Climate Change Report on 2005 with says that the economic costs and risks of climate 
change will force us to lose 5 to 20 per cent of Gross Domestic Product (GDP) every year. This 
report suggested that an investment equal to | per cent of GDP is essential to minimize the negative 
impact of climate change (Kothari 2013). The key challenge before Indian corporate sector it is how 
to maintain a delicate balance between economic growth and environmental protection. Both are 
equally important for the long terms prosperity India. 


DEVELOPMENTAL ISSUES AND CHALLENGES 


The eighth principle of NVGs-SEE states that “Business should support inclusive growth and 
equitable development” (NVGs-SEE, MCA, GOI, 2011).Some of the developmental issues and 
challenges before India are malnutrition, communicable diseases, HIV/AIDS, illiteracy, livelihood, 
urbanization, supply of clean drinking water, housing, food security, sanitation. These can be 
successfully faced by India if the corporate houses come forward to join hands with government and 
civil society organization (Times Foundation, 2011). Furthermore, India is a country with wide 
interregional and intraregional disparities due to uneven distribution of economic benefits. 
Corporate houses can efficiently handle this challenge by implementing CSR activities in its 
true spirit. 


LIMITATIONS 


This research work is based on information collected from secondary sources. Here the narrative 
analysis method is used which has its own limitation. 


SCOPE FOR FURTHER RESEARCH 


If these challenges of CSR are studied at the corporate level on case to case basis and by adopting 
empirical methods, further insight and understanding of the challenges can be revealed and can also 
be helpful for business organizations and the nation. 


CONCLUSION 


There are numbers of issues and challenges involved with CSR in India. The nature and degree of 
these challenges change along with the socio economic and political dynamics of this country. 
Globalization has brought many challenges with it to the Indian market. Through NVGs-SEE 
Government of India has been trying to implements CSR to counter the negative effect of 
globalization. But many authors have openly raised the question about the real intension behind 
CSR. Flaming and Jones (2013) are of the view that, CSR practices is often not about addressing or 
correcting the negative side of enterprises. On the contrary, sometimes companies utilize CSR for 
continuing systemic aggression. 


Another challenge for CSR is how to achieve sustainable development. Sustainable 
development can be achieved by using energy efficiently and exploring renewable energy resources. 
On the other hand to face the challenge of climate change, Indian corporate sector should follow a 
model of industrialization which reduces carbon emission per unit of GDP by about 20-25 per cent 
by 2020. 
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The recent amendment doesn’t have any mechanism to facilitated multi stakeholders approach 
of CSR which is the recent global trend due to its high efficiency. CSR is mostly practiced in a 
voluntary or self-regulated system in India rather than adopting multi stakeholder approach which is 
more transparent, decentralized and co-regulated. The recent amendment of Company Act is silent 
about medium, small, micro enterprises (MSME) sector. There are twenty six million MSME units 
in India by 2011 which have employed about 60 million workers and it contributes 40 percent to our 
total industrial production, 45 per cent to export and 9 per cent to our GDP. (NVGs-SEE, 
MCA,GOI, 2011). This figure implies how MSME sector plays an important role in Indian society 
and economy. Therefore it is highly imperative that MSME sector should adopted CSR policy and 
programmes. There should be very specific provision in the Company Act regarding adoption of 
sustainable business practices not only by the company itself but also by its value chain members. 
Formulating NVGs-SEE by Government of India and provision of BR Report by SEBI are certainly 
the initial steps towards sustainable business practices in India but these are not enough. To face the 
challenge of liberalized economy in the globalized era, ‘corporate irresponsibility’ and 
institutionalized corruption in India, strong legal framework is inevitable. Further amendment of 
Companies Act can be brought about incorporating clear provision for monitoring, certification, 
auditing and reporting of CSR activities by the business organizations (Chahoud, 2007). 


The combined effort of community, government, civil society organizations and corporate 
sector will help in ushering a more sustainable planet. Corporate sector can convert the ethical, 
environmental and developmental challenges into opportunities by internalizing CSR in all their 
activities which can also work towards achieving the ultimate humanitarian goal of sustainable 
development in India. 
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Abstract— 


Purpose: The present study seeks to access and compare the sustainability reporting practices in two major economies i.e. 
India and China. 


Methodology: Index developed under GRI guidelines has been used. Content analysis has been employed as a data 
collection tool. 17 companies from BSE-30 (India) and 19 companies from SSE 50 (China), producing sustainability 
reports within the time period 2006-07 to 2010-11, comprise the sample set. Independent sample t test has been used to 
compare the disclosure practices of India and China. Also, one way ANOVA and Kruskal-Wallis test have been applied for 
inter-category and inter-industry comparison of both countries. 


Findings: The sustainability disclosure scores are higher with respect to Indian companies as compared to Chinese 
companies. The results of independent sample t test are also significant at 1% level of significance. ANOVA also suggests 
significant differences in the category wise disclosure in case of China. However, the results of the post hoc analysis are 
insignificant. 


Managerial Implications: The present study would provide an insight to corporate managers of both the countries, to work 
competitively on the issue of sustenance. 


Limitations & scope for future research: The paper is confined to India and China only. Future research involving other 
countries is recommended. 


Keywords: Sustainability Reporting, Global Reporting Initiative (GRI), BSE-30, SSE 50, Content Analysis 


INTRODUCTION 


Sustainability reporting is one of the most contemporary issues emerging in corporate reporting 
practices. It imbibes in it economic, environmental as well as social concerns. It paves the way to a 
green economy and ultimately to a sustainable future. This reporting provides users, a complete 
picture of a company’s performance by including environmental and social information along with 
financial performance. Companies going for sustainability reporting are increasing day by day as it 
leads to higher profits (Dilling, 2010), builds consumer confidence in the brand, give a license to 
operate, confer a competitive advantage, strengthen companies financially, increase reputation 
which attracts long term capital, retain loyal employees (KPMG, 2008), increase revenue and share 
price (Khaveh et a/., 2012) etc. The nature’s knock is warning the corporate world against obstacles 
of sustainability in future. Developing countries like India and China, with massive population, 
depending upon scarce resources, need to assess their sustainability practices. Hence, the present 
study is undertaken. 


LITERATURE REVIEW 


From developing and emerging nation’s perspective, plenty of literature is available on social 
reporting, lesser on environmental reporting and minimal on sustainability reporting. The ‘societal’ 
focus in corporate reporting has moved from ‘social reporting’ and ‘environmental reporting’, 
towards ‘sustainability reporting’. Enormous literature is available on social and environmental 
reporting in developing counties. Studies like Belal (Bangladesh, 2001), Lattemann et a/., (India and 
China, 2009), Alon et al., (Brazil, China, India & Russia, 2010), Berad (India, 2011) etc. have 
studied the quantity and quality of social reporting. Belal (2001), shows that 97% of companies had 
made some voluntary disclosure which was mainly descriptive. However, the quantity of 
information disclosed was very less. Alon et al., (2010), stresses that 75% of non reporting 
companies are from China, suggesting that these companies have not realized advantages of such 
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communications. Several studies have examined the environmental reporting practices like Sahay 
(India, 2004), Antoni & Hurt (South Africa, 2006), Kolk et al, (China, 2010) etc. Sahay (2004) 
reveals that environmental reporting by Indian corporations was behind developed nations. As per 
Kolk et al., (2010), Environment is stressed less, among retailer group of China. Moreover, some 
studies like Baskin (Brazil, China, India, Russia & South Africa, 2006), SIRAN (Social Investment 
Research Analysis Network) et al., (Brazil, China, India, Russia, South Africa, South Korea & 
Taiwan, 2008), Preuss and Barkemeyer (Russia and 9 other countries. 2011), have studied the 
sustainability reporting practices of companies considering different aspects like extent, pattern, 
level, trend etc. Jeremy Baskin (2006) findings shows that India and Brazil score well as compared 
to Russia and China which significantly lag behind. Further, SIRAN (Social Investment Research 
Analysis Network) et al., (2008) and Preuss and Barkemeyer (2011), have done comparison of 
companies from different countries with respect to sustainability disclosure. 


NEED AND OBJECTIVES OF THE STUDY 


Review of literature reveals that not much work has been done with respect to sustainability 
reporting practices. GRI guidelines provide a structured framework to study the nature and extent of 
sustainability disclosure and the same has not been used and analysed by researchers much. At 
present, India and China are the two emerging economies of the world. Both these countries share 
common threats and fears as population explosion, civil unrest, inequality, scarcity of resources etc. 
Hence, their comparative study needs to be undertaken. The following are the specific objectives of 
this paper: 


1. To analyse the extent of sustainability reporting practices of BSE 30 companies (India). 
2. To analyse the extent of sustainability reporting practices of SSE 50 companies (China). 


3. To compare the sustainability reporting practices of India with China. 


DATABASE AND RESEARCH METHODOLOGY 


BSE SENSEX (India) and SSE 50 (China) comprising of 30 and 50 leading companies respectively, 
constitute the universe of this study. The time frame of 5 years ending on March 31, 2011 Le. 
2006-2007 to 2010-2011 has been taken. And the companies which have not produced 
sustainability reports within said period have been eliminated. As a result, an effective sample of 17 
Indian and 19 Chinese companies has been selected. 


A structured index developed through GRI guidelines (2006) has been taken. It constitutes 79 
items divided into three categories as Economic, Environmental and Social. Content analysis has 
been used as a data collection tool. Hence, company-wise, category-wise and industry-wise analysis 
of sustainability reporting practices has been done for India and China. 


Independent sample t test has been applied to judge the significant difference between means of 
sustainability reporting disclosure scores of two countries i.e. India and China. One way ANOVA 
has been used for inter-category and inter-industry comparisons. However, where assumptions of 
one way ANOVA have not been met Kruskal-Wallis test has been applied. 


HYPOTHESES OF THE STUDY 
Keeping into consideration the objectives of the study, the following null hypothesis has been 
framed and tested for the two countries: 
India 
Hy: There is no significant difference in the sustainability disclosure scores of economic, 
environmental and social indicators of Indian companies. 


Hy: There is no significant difference in the sustainability disclosure scores of Indian industry 
groups. 
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China 


3: There is no significant difference in the sustainability disclosure scores of economic, 
environmental and social indicators of Chinese companies. 


Hy: There is no significant difference in the sustainability disclosure scores of Chinese industry 
groups. 


Group Comparison 


Ms: There is no significant difference between disclosure score of SENSEX (India) and SSE 50 
(China) companies. 


RESULTS AND DISCUSSIONS 

EXTENT OF SUSTAINABILITY DISCLOSURE OF THE COMPANIES IN INDIA AND CHINA 

India 

The results of extent of sustainability disclosure of companies in India are presented in Table 1. It 
can be seen from Table 1, that the total mean percentage sustainability disclosure score of leading 
Indian companies is 81.34%. Also, their percentage disclosure score varies from 43.67% to 100%. 
Company-wise analysis suggests that Tata Consultancy Services has the highest disclosure score of 
100% followed by Infosys (98.53%) and then by Tata Steel with 96.20% score. Amongst these 17 
companies the lowest score is of Hindalco industries (43.67%) followed by Hindustan Unilever with 
60.76% and ITC at 62.03%. 


The Category-wise analysis shows that the ‘Economic Category’ has the highest mean 
disclosure score of 87.26 followed by Social and Environmental category with 82.86 and 78.16 score 
respectively. The company wise maximum disclosure is 100% for all three categories i.e. Economic, 
Environmental and Social. However, the minimum disclosure score is 


Table 1: Sustainability Disclosure by Indian Companies 
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44.44 % for Economic and 50% for Environmental category while it is 35% with respect to 
Social category. In order to check if the difference in the mean disclosure scores of these categories 
is statistically significant, one way ANOVA has been applied. The results of one way ANOVA are 
shown in Table 2 as follows: 


Table 2: Results of One Way ANOVA (Category Wise Comparison) 


Score 
Sum of Squares df Mean Square F Sig. 
Between Groups 703.891 2 351.945 1.188 313 
Within Groups 14214.206 48 296.129 
Total 14918.096 50 


It can be observed from the Table 2 that the value of F (1.188) is not significant at the 5% 
percent level. Thus, no statistically significant variation has been found and the null hypothesis Ho, 
has been accepted. 


In order to further analyze the sustainable disclosure practices in India all 17 companies have 
been divided into six industry groups namely Automobiles & Transport, Consumer Goods, Oil & 
Gas, Metals & Mining, Computer Hardware & Software and Others. When comparing the 
percentage mean scores of these groups we find that ‘Computer Hardware & Software’ has the 
highest disclosure score of 94.02% followed by Automobiles & Transport (88.12%) and then Oil & 
Gas (83.79%). However, Consumer goods group has the least disclosure score of just 61.4% 
followed by Metals & Mining (74.05%) and Others (81.41%). Further, in order to see whether the 
difference in disclosure scores of various industry groups is significant or not one way ANOVA has 
been applied on 6 industries. The results are presented in Table 3 as follows: 


Table 3: Results of One Way ANOVA (Industry Wise Comparison) 


Score 
Sum of Squares df Mean Square F Sig. 
Between Groups 1592.668 5 318.534 1.541 255 
Within Groups 2274.065 11 206.733 
Total 3866.733 16 


It can be observed from above table that the value of F (1.541) is not significant at the 5% 
percent level. Thus, no statistically significant variation has been found in the mean disclosure 
scores of various industry groups and therefore the null hypothesis Ho, has been accepted. Hence, in 
India sustainability disclosure does not seem to be industry specific either. 
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China 


The sustainability disclosure of SSE 50 companies (China) is presented in Table 4. It can be seen 
from Table 4, that the total percentage sustainability disclosure score of leading Chinese companies 
is 31.25%. Also, their percentage disclosure score varies from 2.53% to 66.46%. Company-wise 
analysis suggests that Baosteel has the highest disclosure score of 66.46% followed by China 
Shenhua Energy (65.82%) and then by Air China with 63.29% score. Amongst these 19 companies 
the lowest score of 2.53% is shared by Bank of China and Citic Securities followed by China 
Merchants Bank with 5.06%. 


The Category-wise analysis shows that the Economic Category has the highest mean disclosure 
score of 49.14 followed by Social and Environmental Category with 29.82 and 28.04 score 
respectively. The Company-wise maximum disclosure is 100%, 80% and 77.5% for all three 
categories i.e. 


Table 4: Sustainability Disclosure by Chinese Companies 
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Economic, Environmental and Social respectively. However, the minimum disclosure score is 
0% for Economic and 0% for Environmental category while it is 5% with respect to Social category. 
In order to check if the difference in the mean disclosure scores of these categories is statistically 
significant, one way ANOVA has been applied. The results of one way ANOVA are shown in Table 
5 as follows: 


Table 5: Results of One Way ANOVA (Category Wise Comparison) 


Score 
Sum of Squares df Mean Square F Sig. 
Between Groups 5201.122 2 2600.561 3.300 .044 
Within Groups 42553.354 54 788.025 
Total 47754.476 56 


It can be observed from the Table 5 that the value of F (3.330) is significant at the 5% percent 
level. Thus, statistically significant variation has been found in the mean disclosure of Economic, 
Environmental and Social categories of information. Therefore, the null hypothesis Hy; has been 
rejected. So, Games-Howell post hoc test was applied as assumption of homogeneity of variance 
was not met. However, no significant difference was revealed among categories. 


In order to further analyze the sustainable disclosure practices in China all 19 companies have 
been divided into five industry groups namely Automobiles & Transport, Oil & Gas, Metals & 
Mining, Finance and Others. When comparing the percentage mean scores of these groups we find 
that Automobiles & Transport has the highest disclosure score of 50% followed by Metals & Mining 
(48.95%) and Others (35.54%). However, Finance group has the least disclosure score of just 
22.26%. Further, in order to see whether the difference in disclosure scores of various industry 
groups is significant or not, Kruskal-wallis has been applied on 5 industries namely Automobiles & 
transport, Oil & Gas, Metals & Mining, Finance and Others. The results are presented in Table 6 as 
follows: 
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Table 6: Test Statistics’” of Kruskal-Wallis Test 


VARO00001 
Chi-Square 4.687 
df 4 
Asymp. Sig. 321 


a Kruskal Wallis Test 
b Grouping Variable: VAR00002 


It can be observed from the Table 6 that there was no statistically significant difference between 
the different categories (H(2) = 4.687, p =.321). Thus, no statistically significant variation has been 
found in the mean disclosure scores of various industry groups. Therefore, the null hypothesis Ho, 
has been accepted. Chinese companies do not give much consideration to these industries while 
disclosing these in their sustainability reports. 


COMPARISON OF SUSTAINABILITY DISCLOSURE OF THE COMPANIES IN INDIA AND CHINA 


As seen from the above discussion, there is evidently a wide gap suggested by the sustainability 
reporting practices of India and China. A comparative analysis of two emerging economies is 
presented in Table 7 as follows: 


Table 7: Comparison of Sustainability Reporting Practices in India and China 


Country India (BSE 30) China (SSE 50) 
Sample 17 19 
Total mean disclosure score 81.34% 31.25% 
Range of total disclosure (lowest to highest) 43.67%-100% 2.53%-66.46% 
Economic disclosure mean score 87.26% 49.14% 
Environmental disclosure mean score 78.16% 28.04% 
Social disclosure mean score 82.86% 29.82% 
Highest Category disclosed Economic Economic 
Highest industry Computer Hardware & Software Consumer goods 
Lowest industry Automobiles & Transport Finance 


All the parameters of sustainability disclosure as total mean disclosure, range of disclosure, 
means of economic, environmental and social categories suggests that Indian companies lead 
Chinese companies by leaps and bounds. In order to minutely analyse and compare the companies 
sustainability disclosure practices the companies have been divided on the basis of disclosure 
percentages. The same is shown as follows in Table 8. 


Table 8: Classification of Companies According to Sustainability Disclosure Percentages 


Sustainability Disclosure Percentages Number of Companies (Percentage) 
India China 

0-20 - 6 (31.58) 
20-40 - 8 (42.11) 
40-60 1 6.88) 2 (10.52) 
60-80 6 (35.29) 3 (15.79) 
80-100 10 (58.83) - 

Total 17 (100) 19 (100) 


Table 8 shows that 84.21 % Chinese companies fall in first three ranges i.e. 0-20, 20-40 and 
40-60. While only 5.88% Indian companies belong to these lower ranges and the majority of Indian 
companies (94.12%) fall in higher ranges i.e. 60-80 and 80-100. It is evident from above that there 
are differences in sustainability disclosure pattern of India and China. So, in order to judge the 
significant difference between means of two groups’ [Group 1-SENSEX (India) and Group 2-SSE 
50 (China)], independent sample t test has been applied. The results of same are presented in Table 
9 as follows: 


Table 9: Results of Independent Samples t-Test 


Variables N Mean t P value 
India (SENSEX) 17 81.34 8.119 .000* 
China (SSE 50) 19 31.25 


*p< 0.01, significant at 1% level of significance 
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Above Table 9 shows that the alternate hypothesis, which says that there is significant difference 
between means of two groups, with t value 8.119 and p value.000, shows that it is significant at 1% 
level of significance. So, null hypothesis is rejected and alternate accepted. From the above analysis 
it is clear that mean of Indian companies i.e. 81.34 is significantly more than Chinese companies 1.e. 
31.25. It signifies that sustainability disclosure by Indian companies is significantly more than that 
of China. 


The results suggest that there are major differences in sustainability reporting among companies 
from India and China, despite the fact that both are emerging economies. It is evident from above 
discussion that India is leader in sustainability reporting and China is significantly lagging behind. 
Chinese companies seem to be least informative about their sustainability initiatives compared to 
the information presented by their peer companies in India (Alon, I. et a/., 2010). In addition CSR is 
considered as a burden, and as a distraction for Chinese companies, which are thought to better 
concentrating on “building their business” (Kolk et a/., 2010). The sustainability disclosure of China 
is low which suggests that the managers of these companies have yet not realized the advantages of 
such communications. Perhaps the high disclosure in India is because of the condition that in order 
to be listed abroad sustainability reporting is a must for them. So the companies with global 
aspirations consider sustainability reporting necessary. Also, in the comparative CSR research on 
emerging markets undertaken by Jeremy Baskin (2006) findings shows that India and Brazil score 
well as compared to Russia and China which significantly lag behind. Additionally, it seems that 
this disclosure is high where companies want to reap sustainability benefits and represent 
themselves as a responsible citizen. 


MANAGERIAL IMPLICATIONS 


Sustenance is need of the hour as the future is dark, dim & scary and managers are the stewards of 
economy, so they need to wake up and accept the change. They are suggested to form rational 
policies and strategies with respect to sustenance. 


LIMITATIONS AND SCOPE FOR FURTHER RESEARCH 


The present research focuses on India and China only. Future research could also be done taking 
the sustainability reports of the companies from different countries. 


CONCLUSION 


There is no compulsion for both Indian and Chinese companies to prepare and publish 
sustainability reports, even then Indian companies are performing better than Chinese companies. 
The analysis reveals that the number of sustainability reports is not so less in China but as far as 
content, quality and quantity is concerned Indian reports are more informative as per GRI 
framework. From the above discussion we can state that sustainability reporting is not yet 
prominent in China. So, it is recommended that Chinese government should formulate more precise 
and defined guidance and implementation rules for sustainability reporting, which should be in 
accordance with the type, size and development stage of Chinese enterprises. Also, companies with 
global ambitions i.e. that want themselves to be listed abroad should follow sustainability reporting 
as it offers a strategic platform. 
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Abstract— 
Purpose 


Today, Business Schools are running at risk facing the continuous heat of faculty turnover resulting into faculty crisis. 
Therefore, keeping into account the same scenario the study was undertaken to identify the factors responsible for frequent 
entry and exit of faculty at Indian Business Schools. 


Methodology 


The sample size for the exploratory research is 300 faculty members from the accredited Business schools of Northern India 
using questionnaire as research instrument for data collection undergoing non-probability technique of sampling for the 
study. 


Findings 


Goodwill of the institute and lack of Career planning & development are found to be the most possible reasons to join and 
leave the management institute. 


Managerial Implications 

The study can help Business Schools in the formulation of effective HR policies that will help in retaining their employees. 
Scope of the Study 

The study will help in designing the faculty retention strategies in higher education. 


Keywords: Faculty Turnover, Faculty Crisis, Goodwill, Career Planning and Development, Faculty Retention 


INTRODUCTION 


The development of a country depends upon its economic, social and infrastructure development. 
And such types of development are possible only when a country has talented human resources in 
the form of engineers, doctors, architects and of course higher education system of a country. And 
everyone would agree to this fact that education system is not only sole responsible for the effective 
development whereas teachers play a prominent role in making education system effective. 
Teachers create professionals like managers, doctors by imparting their skills into them (students) 
providing theoretical and practical knowledge that helps them to learn the every aspect of vary 
profession. It is not mere a degree being provided by the government recognized universities that 
make them a skillful professional whereas it is the ‘Faculty’ as a mentor who train the students 
giving them the technical knowledge of the field. And imagine of the scenario where colleges/ 
universities are being found with the shortage of faculty members and positions of faculty vacant. It 
is not the imagination whereas that is the scenario which is seen in the higher education system 
today at global level especially technical (professional) education. On the one side it is seen that 
business educational institutions are facing the heat of unwanted faculty turnover resulting faculty 
shortage as a major HR issue of concern. On the other side demand for business education has been 
growing and increasing at a fast pace over the last decade; whereas the faculty holding Ph.D. 
degrees has not risen to meet the demand. Therefore, there is big demand-supply gap in business 
educational institutions where it is becoming difficult for business schools to increase their faculty to 
satisfy the demand for business programmes. Adding to this (Rosenfeld and Jones, 1988) in their 
study describes the reason for the same(demand-supply gap) by saying that there is a rapid and fast 
mushrooming of technical institutions on account of surging demand of technically trained 
manpower by fact growing industrial sector of Indian economy and on the other side there are 
abysmally low and less number of Ph.Ds. holders and research scholars in technical disciplines from 
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premier institutions opting for the teaching careers on account of possibility of higher incomes from 
the non-academic career options. This is not only the reason for faculty shortage whereas the entry 
of foreign universities in the India post to enactment of provisions of GATS agreement to education 
sector in April, 2005 has resulted a scenario where technical institutions of India are vying with each 
other to attract and retain the best available faculty talent with their institution. And this is very sad 
that management education colleges creating managers and making them learn to manage their 
profession in the coming future are unable to manage faculty members in an effective manner. 
There is no doubt in this that most higher educational institutions especially professional institutions 
and colleges are able to develop the needed skills in students for success in the working world, but 
on the other side the management of upcoming technical and management education institutions 
has failed to be just and fair in the treatment of their faculty members which has resulted ‘Faculty 
retention’ as a major area of concern today in front of educational institutions especially 
professional educational institutions. Therefore, it is of utmost importance and need of an hour that 
technical educational institutions should design and pursue policies and mechanisms so as to 
compete well in academic market place in order to attract and retain for them the best faculty talent. 


LITERATURE REVIEW 


Faculty Turnover occurs when faculty leave their jobs and must be replaced by some other person. 
Replacing existing faculty is costly to the organization and destructive to service delivery in terms of 
teaching and research excellence. Therefore, Retention is more important than hiring. Turnover is 
not only destructive to organizations but is also costly. Every time an employee quits, replacement 
must be recruited, selected, trained and permitted time on the job to gain experience for error less 
working in the future. Keeping aside the cost associated with recruiting and training a new 
employee, other indirect costs too exist. Bliss (2007) and Sutherland(2004) contend that 
organizations loose productivity, social capital and suffer customer defection when a productive 
employee quits and moves out of the organisation. Knowledge, skills and contacts that a departing 
employee takes out of the organization constituents a huge loss. These attributes are, in most cases, 
lost to a competitor organization that may use this to gain competitive advantage. This is why it 
becomes utmost important to retain the talent by the organizations as it is not the choice but the 
need of organization in order to get rid of talent crisis. Number of critical analysis have been 
conducted to minimize the shortage of highly skilled employees who possess specific knowledge to 
perform at high levels, as such events will lead to unfavorable conditions to many organizations 
who fail to retain these key high performing players would be left with an understaffed, less 
qualified and competitive workforce that will directly reduce their competitiveness in that particular 
industry. The above mentioned extant literature underpins the direct and indirect costs associated 
with employee turnover in the corporate world. But when the question comes to the turnover in 
Academia, it too gets affected in a very adverse manner. The turnover in the corporate and 
industries only adds cost to their operational activities but the turnover in academia not only adds 
cost to the institution but also directly affects the development and future of country. The future of a 
country lies in higher education and management education is a education which trains the student 
in managing the critical situation and wise decision making in terms of carrying their organization 
overseas and thereby generating national income to the country undergoing and following the 
concepts and simulations being taught by their talented and competitive faculty members while 
pursuing their degree in business education. Imagine, if the premier institutions have a frequent 
entry and exit of faculty at their organisation. The frequent change in the faculty of a subject creates 
difficult situations for students to make them learn the depth. It takes around two to three weeks to 
get comfortable with faculty and when suddenly the faculty who achieved compatibility with 
students leaves creates chaos, complexity and havoc for the students and their learning. The chaos 
in the learning of the students can lead to the generation of inefficient managers and engineers from 
these esteemed educational institutions. The inefficient professionals can further transform into 
inefficient workforce which can further hamper the development of a country. In academics 
particularly at research institutions, the cost of hiring a new faculty member can exceed a half 
million dollars for laboratory equipment, space, and funding for graduate assistants as part of 
startup packages (Harrigan, 1999). Not only faculty turnover adds cost whereas Brown (1967) in his 
study bring out the finding that when faculty members changes institutions with the preparations 
and skills they have learned from their prior working institution are general enough to apply to 
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similar institutions can make them profitable to those institutions where the faculty has joined. 
Beginning teachers when leave their jobs at an alarming rate harms both the school and student’s 
performance (Ingersoll & Smith, 2003; Howard, 2003). Therefore, the departure of a faculty 
member can disrupt research and teaching programs, and leave students without an advisor familiar 
with their work (Ehrenberg et.a/., 1991). Most of the researchers have attempted to answer the 
question of that what factors determines people’s intention to quit, unfortunately till date; there has 
been little consistency in findings of the same. Olsen (1993) states that high turnover is associated 
with low job satisfaction, high job stress and poor productivity among employees. Research 
conducted by Gua, Palmer, Melnick & Heffernon in 2003 reports that teachers left their 
organizations for the reasons such as stress (16%), low salary (10%), frustration with administration 
(6%) & lack of respect or support (3%). The stress at workplace is all due to the unmanageable 
workloads & inadequate resources, as well as other job related factors. Not only this, the negative & 
unsatisfactory relationship with the supervisor & peers significantly impacts the performance of an 
individual as well as affects the satisfaction level which further pushes employees to resign from the 
position they are holding in and leaving the working organization. Robbins (1982) in his study 
found the employment variables that attract the person towards the particular job are salary, fringe 
benefits, location, opportunities for advancement & nature of work to be performed. Iverson & 
Deery (2007) showing the importance of career planning & development in his study states that the 
good opportunity in terms of career advancement & development encourages the employees to join 
the new organization & leave the old one. On the other hand, autonomy in the job i.e. the promise 
of interesting work that makes a productive job are found by Cohen & Prusak (2001) to be the 
reason that binds individuals towards new organisation. Adding to this, Glass (2007) in his study 
brought the finding that work life balance has emerged as an important factor in employee attrition. 
Infact Job security is a factor that gives a feeling of stable employment in the minds of employees. 
Job security has been conceptualized by Delery & Doty (1996) as the degree to which an employee 
could expect to stay in organization for an extended course of period. Undergoing the background 
of the study, managers needed to take care of their employees personal feelings towards the job and 
satisfaction levels adopting varied organizational best practices to ensure employee retention and 
minimize attrition. 


HOW DO EMPLOYEES DECIDE TO QUIT? 


Fisher. et.a/., (2003) in his book Human Resource Management says that in addition to identifying the 
predictors of turnover, some researchers have investigated the process of deciding to quit a job. It 
turns out that the decision to quit can be made in different ways and response to different stimuli. 
The traditional model of turnover, exemplified in a book published by Bill Mobley in 1982, suggests 
that decision to quit is made in a logical and step-by-step fashion, largely in response to 
dissatisfaction with the present job. Individuals begin by evaluating the current job and level of 
satisfaction or dissatisfaction. If they are dissatisfied, they may begin to think of quitting, and then 
assess the costs of quitting and costs and likely success of searching for an alternative job. If they 
believe they have a reasonable chance of finding other job, they may begin a search. After the 
search, they compare the job alternatives they have discovered to the present job and decide whether 
it is better to quit or stay. The model suggests that the process of deciding to quit is gradual and that 


an alternative job is located before the current job is left. 


Experience Assess costs If alternatives If If alternative Ge 
Job of quitting seem alternative(s) is superior, (ef 
Dissatisfaction = and likelihood = possible, =, found, =, develop =) 
of finding a initiative evaluate intention to A 
better search for against quit “_ 
alternative alternatives current job 


Figure 1: Traditional Model of Deciding To QUIT 


Fig. 1: Here Depicting Model 


Other research findings that sometimes-about 25% of the time-individuals leave one job before 
beginning to search for another job. This may occur because they are suddenly and extremely 
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unhappy in the old job or because they are highly confident of locating a new job with ease. Further, 
many people leave jobs not because of growing dissatisfaction but because of a single precipitating 
incident or “shock to the system”. The incident can be negative and job related, such as being 
passed over for a promotion, receiving a bad performance review, or having a fight with a boss or 
peer. These negative work events can be relatively minor but still serves as “the last straw” that 
causes a sudden decision to leave. Not all shocks are negative events on the current job. A shock can 
also be positive and external, such as receiving an unsolicited job offer or being approached by a 
headhunter. The other events off the job can be pregnancy, spouse being transferred; etc. 
for quitting. 


OBJECTIVES OF THE STUDY 
e To investigate the factors affecting faculty’s decision in joining and leaving the Management 


Education Institution. 


e To explore the gap between the expected tenure stay of faculty in the working institute and 
actual stay of faculty with the last working management institute. 
RESEARCH METHODOLOGY 
THE STUDY 
The Study was exploratory in nature with survey being used as a method to complete the study. 


SAMPLING DESIGN 
e Population: Faculty Members of accredited Business Schools of Northern India. 


e Sample Size: 300 Faculty Members. 


e Sample Element: Individual respondent of various accredited Business Schools of Northern 
India were part of my study. 


e Sampling Technique: Non Probability Sampling. 


TOOLS USED FOR DATA COLLECTION 
e Self-designed questionnaire was used to solicit response from the respondents. 


TOOLS USED FOR DATA ANALYSIS 


e In order to investigate the causes behind turnover decisions of faculty, the mean score of 
the factors are measured in the scale of one to five along with the standard deviation using 
SPSS. 


RESULTS & DISCUSSION 
FACTORS RESPONSIBLE FOR JOINING THE CURRENT WORKING INSTITUTE 


The questionnaire used in the research study included the possible factors responsible for joining the 
current working institute for the faculty members. The five variables are selected on the basis of 
literature review, observation, experience gained personally and the interviews conducted in the 
pilot survey. The five point likert scale is used to get the responses from the respondents considered 
for the research study. The mean score of the factors measured in the scale of one to five along with 
the standard deviation is shown in the table. Here 1 reflects Strongly Disagree and 5 represents 
Strongly Agree. 
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Goodwill of the institute 
- Factor responsible... 


Career planning and 
development - Factor... 


Working environment - 
Factor responsible for... 


Salary - Factor 
responsible for... 


Job security - Factor 
responsible for... 


3.2 3.4 36 3.8 4 4.2 


Fig. 2 
Table 2: Factors Responsible for Joining 

Factors Responsible for Joining the Current Working Institute Mean Std. Deviation 
Job security 3.6279 1.20827 
Salary 3.5116 0.97913 
Working environment 3.9302 0.82306 
Career planning and development 3.9302 1.0266 
Goodwill of the institute 4.0465 1.02793 


The results indicates that the most important factor responsible for joining the current working 
institute is goodwill of the institute represented by the highest mean score (4.0465) in the above 
mentioned table and Fig. 2. The other significant factors which are responsible for joining the 
current working institute are working environment and career planning & development prospects. 
The result also indicates that salary is found to be the least influencing variable for joining of the 
business schools. 


FACTORS RESPONSIBLE FOR LEAVING THE LAST WORKING INSTITUTE 


The results indicate that the most important factor responsible for leaving the last working institute 
is lack of career planning and development opportunities at the institute represented by the highest 
mean score (3.6512) in the above mentioned table and Fig. 3.The other significant factors which are 
responsible for leaving the last working institute are working environment, goodwill of the institute, 
low salary package and job insecurity. The result also indicates that salary and job insecurity is 
found to be the least influencing variable for leaving the last working business schools. 


Goodwill of the institute - 
Factor affected to leave... 


Career planning and 
development - Factor... 


Working environment - 
Factor affected to leave... 


Low salary package - 
Factor affected to leave... 


Job insecurity - Factor 
affected to leave the... 


A Study on the Correlation between Mandatory Capital Adequacy Norm as per Basel II and Magnitude of Non-Performing / 213 


Table 3: Factors Responsible for Leaving 


Factors Responsible for Leaving the Last Working Management Institute Mean Std. Deviation 
Job insecurity 2.6279 1.37239 
Low salary package 2.8953 1.24645 
Working environment 3.0116 1.32394 
Career planning and development 3.6512 1.15573 
Goodwill of the institute 3.0233 1.36319 


EXPECTED AVERAGE STAY OF FACULTY IN BUSINESS SCHOOL 

The study collected data from the faculty members as respondents in order to investigate that how 
long they wish to continue in their present working institute and how long (in years) they were 
associated with their last working management institution. 


Less than 2 2to5 5to10 Morethan 
years years years 10 years 


Fig. 4 
Table 4: Expected Length of Stay Faculty Wishes to Continue 
Wish to Continue in Present Institute Frequency Per cent 
Less than 2 years 84 28.0 
2 to 5 years 138 46.0 
5 to 10 years 12 4.0 
More than 10 years 66 22.0 
Total 300 100.0 


Table & figure 4 shows the concern of faculty members for their retention in the institute they 
are working in. It is evident from the graph that 84 (28%) faculty members wish to continue less 
than 2 years with the institute, where they are presently working in. And on the other hand the 
highest Yage among all the tenure that cannot be avoided is that 138 (46%) faculty members are 
interested and are concerned for their retention and wish to continue with the present working 
institute for the next 2 to 5 years. And the statistic which brought into notice that the lowest % age 
i.e. only 12 (4%) faculty members wish to remain or work for next 5 to 10 years with the institute. 
On the other hand it was quiet amazing to get 66 (22%) faculty members showed their concern and 
wish to be retained by the present working institute for more than 10 years. The positive aspect of 
the above mentioned statistics is that 46%, 22% of the faculty members altogether almost more than 
the average wish to continue working in the institute for next 2 to 5 years and more than 10 years. 


ACTUAL AVERAGE STAY OF FACULTY FROM THE DAY OF JOINING 


In simple terms with the above statistics as is given in figure and Table 5, this can be interpreted that 
if a faculty is suffering employee burnout and thereby he/ she some or the other way come up with 
an intention to leave and resultant is that start looking for a good option to opt and which is clearly 
evident from the statistics of the table and graph shown above (Fig. 5) i.e. if a faculty is not satisfied 
with his/ her job ;thereby leaves the job within a very short period as can be seen that majority 
(60%) faculty members had left their previous working organizations in less than 2 years, 28% 
faculty members left in 2 to 5 years and then it can be seen that if a faculty member continues till 5 
years i.e. becomes very less chances to leave the organization as is shown in the graph that only 6% 
faculty members left their previous working organization for 5 to 10 years. Hence, it can also be 
seen that if faculty members had been retained by the business schools for 5 years, so there remains 
a very less chances of faculty turnover. 
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Lessthan 2to5 5 to 10 More 
2 years years years than 10 
years 


Fig. 5 
Table 5: Actual Length of Service of Faculty 
Worked with Last Institute Frequency Per cent 
Less than 2 years 180 60.0 
2 to 5 years 84 28.0 
5 to 10 years 18 6.0 
More than 10 years 18 6.0 
Total 300 100.0 
SCOPE OF THE STUDY 


The study will help the Institutions in higher education especially business schools to minimize the 
trend of voluntary faculty turnover. The identification of key factors responsible for leaving and 
joining the institute help the management and program administrators of the institution to frame the 
effective retention strategies and best HR practices to be the brand employer. The study had also 
contributed to the research filling the gap in literature as there had been researches undertaken by 
few scholars on faculty turnover but there had been no research work and extant literature found in 
respect to management education but the present study can help future coming research scholars 
and academicians to work onto the subject in respect to management education. The study can 
further extend to varied area of investigation like faculty retention practices, Employee value 
proposition, Employer branding, Talent management; etc. 


CONCLUSION 


The purpose of the study was to identify the key factors responsible for the faculty mobility. The 
finding of the study concludes that goodwill of the institute becomes an unavoidable reason for the 
attractiveness towards the new institution. And on the other hand lack of career planning and 
development has emerged as a key responsible factor so as to leave the organization. The finding of 
the study seems to be quiet rationale as, why not a talented faculty starving for career planning and 
development would leave and join the new premier institution as he/ she is very well versed with 
the fact that brand image of an institution itself depicts the development of a faculty in his/ her stage 
of career cycle where he/ she will get ‘n’ number of horizons to develop ahead in the academic 
career The study had also initiated to investigate that how long faculty wish to continue in the 
present working institution and the length of service faculty had in his/ her last working institute. 
The findings of the study concludes that the average stay of faculty in the working organisation is 
expected to next 2 to 5 years but actually the average stay of faculty in their last working 
organizations depicted is less than 2 years. Therefore, keeping into account such scenario, it 
becomes the prime responsibility of the management to make a serious concern towards the 
retention practices of the faculty members. 
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Abstract — The entrepreneur brings change, responds to the change, and takes the change as an opportunity and exploits 
it. Entrepreneurship is the major assignments in our societies now a day and this concept of entrepreneurship is doing 
something different rather than doing better what is already being done in our economy. The entrepreneur brings change by 
upsetting and disorganizing the resources of the society. And it is the change that always provides the opportunity for doing 
new and different things. Entrepreneurship brings opportunities for bringing new and systematic innovations, and in these 
systematic analyses of the opportunities which bring changes might offer for economic or social innovation.”’ Now a day’s 
companies are more inclined toward demand instant gratification from their objective in future, even if they might not focus 
on their monetary benefits. Today, entrepreneurs want to be intellectually challenged, and some even want to make a 
difference in society. Now a day entrepreneur’s motivations are not same as their ancestors, they are focusing on short term 
benefits and objectives which could be a contributing factor to sustainable success. 
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ENTREPRENEUR INFLUENCE ORGANIZATIONAL CHANGE 


Entrepreneur is the one who always looks for change in environment and organization, replicates to 
these changes, and try it to grasp it as an opportunity. The major assignments in society as well as in 
the economy is the way that doing something exceptionally different and thinking out of the box. 
There are three terminologies which is being used for Innovation-Entrepreneur, Intrapreneur 
Interpreneur. Entrepreneur is to create something new and /or make the business grow. He has to 
translate the creative ideas into a useful application. Intrapreneur is to launch new business in an 
existing organization Interpreneur is continuous development and launch of new ventures, 
exploiting new opportunities. 


In innovations we always take into consideration about both the things- doing things differently 
and doing different things. Doing things differently brings the change and results in doing different 
things. An entrepreneur brings changes in the organizations as well as in the society. They use to 
focus on doing something differently rather than doing better on the already existing environment. 
The entrepreneur upsets and disorganizes the existing environment and these change brings 
opportunity for the looking at the new prospective and convert them into innovations. Systematic 
and organized innovation includes objective based and planned changes, and in the organized study 
of the opportunities helps to bring such changes which might bring drastic and effective change in 
economy and society. An entrepreneur should have three personality features the urge to achieve, 
controlled objective, and risk taking capacity. He helps in introduction ideas by new ways of 
thinking, working and bringing them into process. These traits will be successful only if we study 
our external environment and try to grasp the opportunity which exist the external environment. 
Otherwise these traits will be hidden and will not be able to exploit in your surroundings, so this is 
the major aspect which should be considered first. 


One of the experts in change management brings a major change with the dynamic nature with 
respect to the decision taking authority and people are more flexible for the what is right and what is 
wrong, what can be done or what cannot be with the flexibility in movement. 


This quote clearly states that decision making skill, and freedom of movement are the main 
components which help an individual to grasp the opportunity and become an entrepreneur. 


Now a day, entrepreneurs want to be intellectually challenged, and they have very sharp mind 
to utilize in idea generation to make a difference in the society. 


Innovation is defined as a new way of doing thing which are different with effect from the 
existing environment and tries to bring change in the existing environment. It may bring drastic and 
revolutionary changes in the workings and operations of the organization which can be thinking 
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process or physical activities. Innovation is a much broader process which helps in creation and 
invention of new products. It also involves bringing them to market. 


Some experts viewed innovation as an instrument which can be used by entrepreneurs to bring 
change and grasp the opportunity. A per their opinion innovation is defined as a discipline which 
can be learned and then practiced. The process of entrepreneur is not objective focused data 
gathering and then converting that data into objective focused information. Now a day, there is a 
trend in the organizations that those who want to bring change in their organizations are popularly 
defined as the troublemakers as the change is not acceptable easily and these changes helps the 
individuals to commence their own businesses. Corporate organizational structures, layers, 
employee creativity, to improve the customer experience. There are very few organizations that use 
to accept the change and treat it as employee’s creativity and motivate such employees to implement 
such innovative and beneficial changes in the organization. 


Some strategies for the innovated entrepreneurship 


CAPTURE THE LEADERSHIP POSITION 


To capture the leadership position in the existing market with the new products and services. It is 
compulsory to land a leadership position if not possible to capture the whole market. In the existing 
scenario it is very difficult to compete with competitors. So to phase this situation every company is 
looking for new inventions to come up with to satisfy the end user of the product or service and 
necessary to redefine our strategies as per the situation in the market to lead. 


ART OF IMITATING OTHERS 


This is the strategy which implies that the people don’t invent new and major things. But they 
imitate something which is created by somebody else and modify the changes in that invention. 
Imitation strategy also brings change in the organization and will be able to capture the same 
market which is already existing and captured by the original product by any of our competitor. 
These organizational changes may be structural changes, behavioral changes in the employees. 
Experts define it as “creative imitation” as the inventor they bring changes in the product or service, 
and these changes are slight changes in the existing product and services. 


ENTREPRENEURIAL TACTICS 


In this plan, the implementation of this plan and success of the plan depends upon what is 
unfortunately highly common among American companies: complacency. It takes what the market 
leader considers its strengths and turns those strengths into the very weaknesses that defeat it. In 
Drucker’s Innovation and Entrepreneurship, Entrepreneurial Strategies he gives this example: 
When the Japanese became the leaders in numerous U.S. markets (e.g., copiers, machine tools, 
consumer electronics, automobiles, etc.) they always used the same strategy. If, for example, an 
American company saw its high profitability as its greatest strength, then it probably meant the firm 
focused on the high end of the market, leaving the mass market undersupplied and underserviced. 
The Japanese moved in with low-cost products that had minimum features and the American 
companies didn’t even put up a fight. However, because the Japanese had taken over the mass 
market, they soon had the cash flow to then move in on the highend market, too. It didn’t take long 
before they dominated both. This type of strategy brings drastic change in the environment of both 
the companies 


The different entrepreneurial strategies are not suitable for all conditions; it varies from area to 
area, situation to situation, while other planning and strategies can be implemented better in 
combination with another strategies. 


These are his guidelines: 
e The plans are not mutually exclusive. 


e The plans are not distinguished. 
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e Each plan suits one or the other innovation and does not fit others. 
e Each plan expects particular behavior on the part of the entrepreneur. 
e Each plan has its own constrains and carries its own risks. 


There are employees or the consultants who are treated as the change agents who use to 
monitor the change that is coming in the organization and its effects on the different stakeholders of 
the organization. They use to analyze the change and help the stakeholders to accept the change in 
positive way. Every individual can resist changing due to his behavior, mental or emotional 
reactions. These reactions can be positive or it can be negative. If he is resisting changing then it’s 
but natural that he will be having negative reactions. The change agent can do these things in easier 
way with three aspects. These three aspects are Cognitive leadership, divided cognitive leadership 
and Organizational disarray. These three aspects help the agent to monitor the change and 
implement it positive and refined way. If the change agent fails in bringing change positively that 
will result in depression, lack of team work, lack of coordination, which is not acceptable in the 
organizational culture. 


Organisational Disarray 


divided cognitive 


cognitive leadership leadership 


Monitoring 


Innovation, Inventions and entrepreneurship will expanding its stems in external market 
globally, because of the existence of these different conditions which supports an Entrepreneur to 
survive in the competitive world: 


e Awareness about the International market conditions, 
e Entrepreneurial Thinking, 

e Transition in business environment, 

e International hand shaking and 


e Technological advancements. 


Awareness about the International Market Conditions 


Trade barriers are existing to trade in the global market. Now a day’s economies are liberalized and 
free to run their own economic systems. Communication via the Internet is easier to access and 
approach internationally. These situations are based on the political changes, cultural viability and 
social changes in our society and to earn lot of wealth. 
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Entrepreneurial Mental Makeup 


Entrepreneurs have a skill of forecasting, create a mental makeup and make an entrepreneur run his 
head in entrepreneurial innovations, try to study the existing markets. Entrepreneurs think out of 
the box to bring changes in the surroundings, they use their insight to think out of the box which 
others are not able to even imagine some times, create the thinking out of the box, They look for the 
opportunities to ripe and hit on the hot iron to gain advantage of the different conditions prevailing 
to become a good entrepreneur. An entrepreneur need to hit at the Skate to where the puck is going 
to be, not where it’s been to develop and grow to imagine and doing the mental exercise to grow its 
business. This type of mental exercise is needed to guide and expand the organization by availing 
different opportunities. 


Transition in Business Environment 


Big organizations are following the bureaucracy style which intends to stifle innovation which needs 
to be modified and brings transition. And this transition will bring the change in the business 
environment. The existing business environment is dependent on the fast change in the competitive 
market. Innovation and Entrepreneurship has taken the initiative all around the world and will 
implement the same in small organizations. If it suits to smaller organization then the same can be 
implemented in large organization and brings changes in the business environment. 


International Collaboration 


Innovations and inventions are collaborated at global level. There are many organizations at 
multinational level to expand and collaborate for using the new technology which is invented by 
any one of them. The best suited example is of Nokia. The touch screen invention is patented by 
Nokia but Samsung, Micriomax and many other collaborated to use the technology of Nokia 
related to touch screen is being used by other organization in collaboration with Nokia. These 
inventions are technology focused. 


Technological Advancements 


A growing Consciousness among everybody to value and protecting our world will energizes the 
demand for Products and services that can help in the accomplish this goal. The latest and new 
technological advancements help in achievement of our objective with sustained development. 


Value to Customer 


It is very important to give value to customer for an entrepreneur. All organizational changes that 
happen due to innovations is always done by taking into consideration the needs and demand of 
end users of the product and services. If an organization is focusing on the customer demand then it 
represents that we are providing attention and value to the customers. 


SOURCES OF INNOVATION 


There are various sources of innovation and it comes basically comes from idea generation. It can 
arise from the result of a concentration by a range of different ideas, by instance, or as a result of 
failure in the process. 


The general sources of innovations are different changes in organizational structure, in market 
survey, in local and multinational demographics, in human nature, mood and meaning, in the 
amount of already available technical knowledge, invention etc. 


RESEARCH METHODOLOGY 


This research study is based on Empirical research and the analysis and conclusion of this research 
is interpreted on the bases of secondary data collection. 
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LITERATURE REVIEW 


In the simplest linear model of innovation the traditionally recognized source is manufacturer 
innovation. This is where an agent (person or business) innovates in order to sell the innovation. 


Another source of innovation, only now becoming widely recognized, is end-user innovation. This 
is where an agent (person or company) develops an innovation for their own (personal or in-house) 
use because existing products do not meet their needs. MIT economist Eric von Hippel has 
identified end-user innovation as, by far, the most important and critical in his classic book on the 
subject, Sources of Innovation. 


The robotics engineer Joseph F. Engelberger asserts that innovations require only three things: 
1. A recognized need, 

2. Competent people with relevant technology, and 

3. Financial support. 


However, innovation processes usually involve: identifying needs, developing competences, and 
finding financial support. 


The Kline chain linked model of innovation places emphasis on potential market needs as 
drivers of the innovation process, and describes the complex and often iterative feedback loops 
between marketing, design, manufacturing, and R&D. 


Innovation by businesses is achieved in many ways, with much attention now given to 
formulate open development (R&D) for "breakthrough innovations." R&D help spur on patents and 
other scientific innovations that leads to productive growth in such areas as industry, medicine, 
engineering, and government. Yet, innovations can be developed by less formal on-the-job 
modifications of practice, through exchange and combination of professional experience and by 
many other routes. The more radical and revolutionary innovations tend to emerge from R&D, 
while more incremental innovations may emerge from practice—but there are many exceptions to 
each of these trends. 


Sustained organizational growth over a longer period of time has therefore been identified quite 
early as source of a systematically developing adaptation pressure to which firms respond differently 
moving down along different developmental paths (Penrose 1959, Greiner 1972, Brown and 
Eisenhardt 1997, Aldrich 1999, Rathe and Witt 2001, Siggelkow 2002). Adaptation pressure is 
typically building up latently till it takes on critical forms. The critical phases occur when the 
organization size arrives at certain thresholds. Efforts are often triggered then to reconfigure the 
firm’s resources in one way or other. A first threshold seems to be a size of about 80 firm members. 
At this size, Sapienza and Gupta (1994) observed a high frequency of having a first round of IPO; 
Gulati and Higgins (2003) found a frequent entering into strategic alliances; Graeber and Eisenhardt 
(2004) identified a peak in the probability of being acquired. Earlier literature also described signs of 
a first growth crisis occurring at that firm size but, in addition, signs of a second crisis at about a size 
of 300 to 400 firm members (Clifford 1973; Albach, Bock and Warnke 1984; 1985, pp.324) 


SUGGESTIONS 


An entrepreneur should have knowledge, skills, technical competencies to organize the things in 
right time at right place with full confidence and abilities. He should arrange the funds, develop 
marketing, and plan his operations. He needs to coordinate with the change agents to motivate the 
individuals and employees to accept the change positively. 


CONCLUSION 


The change agents should support the entrepreneur to bring the change in the organization. The 
entrepreneurs bring the observational learning to the employees which need to be practiced in 
different organizations. These learning will be implemented with the support of the change agents. 
These learning with the help of the change agents will bring modernization and integrity to the 


Entrepreneur influence Organizational Change / 221 


organizations. But till the time these learning are not implemented properly, the innovations are in 
the transition phase. It permits to bring new concepts and theories related to entrepreneurship. As 
per the experts researchers it is identified that only those who invent and start managing the 
business are not the only who are defined as the entrepreneurs but those who bring the new ideas 
and bring those ideas into implementation are also be defined as entrepreneurs. This allows us to 
conclude that entrepreneurs influence the organizational change with the support of the 
change agents. 
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INTRODUCTION 


The economy of Japan is the world's second largest developed economy. Japan is one of the largest 
automobile manufacturing countries of the world. Japan is importing more than eighty percent 
energy from the rest of the world. Japan is one of the largest liquefied natural gas importer, coal, 
and net oil importer in the world. Given heavy dependence on energy from the rest of the world, 
Japan diversified its source of energy from oil to nuclear energy. Additionally, Japan has adapted 
energy efficiency policy to reduce its energy dependence. Particularly, such policy measures 
enhance nuclear energy and forbid heavy fuel power plants which reduce oil demand for power 
generation and industrial usage. This study assesses the factors which are affecting energy 
consumption for Japan in the long term by using the annual data. This study also aims to assess the 
impact of the important factors such as GDP, population and CPI inflation on energy consumption 
(which include, oil, gas, coal) of Japan. 
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Table 1: Magnitude of Japan’s, ENC, CPI, GDP and POP 
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The study comprises the data for 31 years from 1980-2011 and the source of data in World 
Economic Outlook from IMF. The studies conducted on the factors affecting energy demand have 
agreed that the significant factors that affect energy demand are economic growth or income or 
outputs. In several studies the role of prices on energy demand is debatable. And this was more 
apparent as found in assessing the demand forecasting efforts in South Africa which resulted in 
contradictory findings (Inglesi-Lotz, Roula 2013-14). However, price can also be considered as an 


important factor affecting energy demand. 


According to international literature on economic principles, the demand of a good is mainly 
dependent on factors such as price, income of the consumers, the price of substitute goods and other 
exogenous variables associated with the nature of the (Inglesi, R. 2010). Mnay studies considered 
energy price i.e., electricity price and income of the consumer determine the energy demand 
(Atakhanova Z, Howie P. 2000, NasrGE, Badr EA, Dibeh G., 2000, Narayan PK, Smyth R, and Prasad A, 
2000). Other studies considered prices of possible substitutes such as natural gas as a determinant of demand for 
energy (Anderson T, and Hsiao C., 1982, Wilson JW.,1971, Narayan, P.K. and Smyth, R., 2000). 


In the context of South Africa, studies by Esso (Esso, L.J., 2010)., Kahsai et al., (Kahsai, M.S., 
Nondo, C., Schaeffer, P.V., and Gebremedhin, T.G., 2012) and Odhiambo (Odhiambo, N.,2009), observed 
that economic growth is one of the major determinant of energy consumption. The most of the 
studies on the determinants of energy demand have considered income or economic growth as one 
of the significant factors. 


The study by Pouris (Pouris A. 1987) emphasizedprice of electricity as the key determinant of electricity 
demand. Various econometric approaches have been used to assess the impact of price on energy 
demand (Inglesi, R., 2010, Ziramba, E., 2008, Amusa, H., Amusa, K. and Mabugu, R., 2009, Inglesi, R. 
and Pouris, A., 2010, Inglesi-Lotz, R., 2011). Ziramba (Ziramba, E., 2008) surveyed the residential 
electricity demand and he observed that for the period 1978 to 2005, price of electricity was 
insignificant determinant of energy consumption atleast in the long run. The study by Amusa et al., 
(Amusa, H., Amusa, K. and Mabugu, R., 2009) for the period 1960 to 2007, also found that electricity 
prices have an insignificant effect on aggregate electricity consumption. On the contrary, Inglesi 
(Inglesi, R., 2010) found that price was a significant explanatory variable for electricity consumption 
during the period 1980-2005. The contradictory results are explained by Inglesi-Lotz (Inglesi-Lotz, 
R., 2011), she found that price of electricity was becoming lower through the years in absolute terms 
and hence, price was becoming an insignificant factor while the real prices of electricity were 
generally declining. Amusa et al., (Amusa, H., Amusa, K. and Mabugu, R., 2009) farther establishedthe 
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insignificanceof price as the determinant of demand and therefore with focus on short-run dynamics 
price was found insignificant. Inglesi (Inglesi, R., 2010) concludes that in the short-run, price was 
not a determinant of electricity consumption. 


Since there is substantial evidence in literature that price is not a significant factor to determine 
energy demand so, we have not taken price as an important independent variable in our model. We 
have taken GDP that reflect economic growth, Consumers Price Index based inflation,since 
inflation may affect energy import and population as the determinant of energy consumption in the 
context of Japan in our model. 


THE MODEL 


This study is based on both exploratory and quantitative methodology. In this study we have 
developed ordinary least squares method to study the impact of the explanatory variables on Energy 
consumption in Japan, based on the secondary sources of data. The model necessitates the use of 
Stationarity test through KPSS, Johansan’s Co integration tests, OLS and Dynamic Ordinary Least 
Squares. 


ENC, = Bo + Bi: POP; + B2GDP, + CPI, + E; (1) 
Different components of energy consumption are as follows: 


ENC — Energy Consumption: This will consist of total oil, natural gas and coal consumption 
annually plus imports and minus exports. OC-Oil consumption, NG—Natural Gas consumption, 
CC-Coal consumption, (All added to get Energy Consumption). 


POP-Population: This is an independent variable to calculate energy consumption of Japan. 
Electricity consumption of any country depends upon population, so as population of country 
increase, their consumption of energy should also increase. 


CPi-Consumer’s Price Index Based Inflation: This measure is the weighted average prices of 
all the consumer goods and services. Consumer Price Index (CPI) is an inflationary factor indicating 
the changes in the cost of goods and services, housing, energy, food, and transportation. 


GDP-Energy Consumption of any country depends upon overall economic activity or income of 
a country, so as economic activity of a country increases; there is a possibility of increasing energy 
consumption. In Japan, nominal GDP is continuously increasing such that demand of energy as 
well as oil and other consumables energy may also increase. As already inflation is considered as 
one of the independent variable, real economic activity (real GDP) is not considered for the study. 


E,is the random disturbance term. 


These variables are carefully chosen based on the review of existing literature. This 
methodology includes estimation to analyze the results. 


THE RESULTS 


The expected findings of the study are population and GDP expected to show a positive impact on 
overall energy consumption and separately on energy commodities consumption such as oil, natural 
gas and coal. CPI based inflation usually would have a negative impact on consumption. But, 
energy consumption of Japan may not be influenced by inflation since energy is an essential 
commodity both for house hold consumption as well as industrial and commercial use. 


STATIONARITY TESTS 


The Stationary condition has been tested using KPSS (Kwiatkowski-Phillips-Schmidt-Shin) tests. 
The unit root test results on the individual data series is shown as below. 


The estimated values of parameter of energy consumption (ENC) by the KPSStest statistic i.e. 
the LM-Stat is 0.6346. The estimated values of parameter of CPI reported by the KPSStest statistic 
i.e. the LM-Stat is 0.595968. So it is stationary. The estimated values of parameter of GDP reported 
by the KPSStest statistic i.e. the LM-Stat is 0.599641. The estimated values of parameter of POP 
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reported by the KPSStest statistic also show that the POP is also stationary. The test statistic lies in 
between its critical value at 1 percent level 0.739000 and 5 percent level 0.463000 which shows that 
all the variables are stationary. 


LAG LENGTH 


The selection of lag length is the biggest challenge in VAR modelling. Various lag selection criteria 
are used to select the optimum lag length of variables in the system. These are noted as Likelihood 
ratio (LR), Final prediction error (FPE), Akaike information criteria (AIC), Schwarzn information 
criteria (SIC) and Hannan—Quinn (HQ) information criteria. 


Table 6: The Results for Lag Order Selection 


Lag LogL LR FPE AIC sc HQ 
0 219.4516 NA 6.79e-12 -14.36344 -14.17661 -14.30367 
1 390.5126 285.1017 2.23e-16 -24.70084 -23.76671 -24.40200 
2 420.6515 42.19445* 9.25e-17* -25.64343* -23.96200* -25.10553* 


From the table, it is inferred that the lag length 2 is found to be significant under likelihood 
ratio, Final prediction error, Akaike information criterion, Schwarz information criterion and 
Hannan-Quinn information criteria. Therefore, lag length of 2 is chosen for testing the pair wise 
causality in terms of all the tests for the full sample period. 


GRANGER CAUSALITY TEST 


Results of P-value (0.0035 and 0.7059) suggest that there is no bidirectional causality using 2 period 
lag between the POP and ENC. This would imply that ENC does not “Granger cause” POP but 
interestingly POP has Granger cause on ENC. CPI of Japan do “Granger cause" ENC, GDP of 
Japan also Granger cause" ENC and GDP also granger cause CPI in Japan. 


Table 7: Granger Causality Test 


Pairwise Granger Causality Tests 

Lags: 2 

Null Hypothesis: Obs F-Statistic Prob. 

LNPOP does not Granger Cause LNENC 30 7.17131 0.0035** 
LNENC does not Granger Cause LNPOP 0.35323 0.7059 
LNCPI does not Granger Cause LNENC 30 6.84151 0.0043** 
LNENC does not Granger Cause LNCPI 2.08102 0.1459 
LNGDP does not Granger Cause LNENC 30 5.80689 0.0085** 
LNENC does not Granger Cause LNGDP 0.40355 0.6722 
LNCPI does not Granger Cause LNPOP 30 1.68390 0.2060 
LNPOP does not Granger Cause LNCPI 0.04904 0.9522 
LNGDP does not Granger Cause LNPOP 30 1.51124 0.2401 
LNPOP does not Granger Cause LNGDP 1.50145 0.2422 
LNGDP does not Granger Cause LNCPI 30 5.08872 0.0140* 
LNCPI does not Granger Cause LNGDP 1.91038 0.1690 


This result shows that an increasing population in Japan will require more energy for 
consumption purpose i.e., POP has an impact on ENC in Japan. Moreover as consumer’s price 
index based inflation increases, it will have negative effect on energy consumption, so CPI also has 
impact on ENC. The result also shows that as GDP increases there are more requirements for 
energy since increased GDP implies increased economic activity which necessitates more energy 
consumption. Thus GDP also has an impact on ENC in Japan. Lastly GDP has an impact on CPI 
thus resulting in demand pull inflation. This may be due to the fact that increased GDP leads to 
increase in income which further raises consumption demand. 


CO INTEGRATION TEST 


Johansen’s method helps to test the hypotheses effectively to test the long term relationship among 
the variables. All linear combinations are considered as co-integrating vectors. Therefore, if there 
are many co-integrating vectors in the unrestricted case and if the restrictions are relatively simple, it 
may be possible to satisfy the restrictions without causing the Eigen values of the estimated 
coefficient matrix to change at all. In applying the Johansen procedure, a linear deterministic trend 
is allowed. 


An Empirical Study on Factors Determining Energy Demand: Japan’s Experience / 227 


Table 8: Johansens’ Co Integration Results 


Lags Interval (In First Differences): 1 to 2 


Unrestricted Cointegration Rank Test (Trace) 


Hypothesized Trace 0.05 
No. of CE(s) Eigenvalue Statistic Critical Value Prob.** 
None * 0.910208 115.0290 55.24578 0.0000 
At most 1 * 0.640929 45.13158 35.01090 0.0030 
At most 2 0.412336 15.42872 18.39771 0.1241 
At most 3 0.000425 0.012339 3.841466 0.9113 
Trace test indicates 2 cointegratingeqn(s) at the 0.05 level 
* denotes rejection of the hypothesis at the 0.05 level 
**MacKinnon-Haug-Michelis (1999) p-values 
Unrestricted Cointegration Rank Test Maximum Eigenvalue) 
Hypothesized Max-Eigen 0.05 
No. of CE(s) Eigenvalue Statistic Critical Value Prob.** 
None * 0.910208 69.89742 30.81507 0.0000 
At most 1 * 0.640929 29.70286 24.25202 0.0086 
At most 2 0.412336 15.41638 17.14769 0.0878 
At most 3 0.000425 0.012339 3.841466 0.9113 
Max-eigenvalue test indicates 2 cointegratingeqn(s) at the 0.05 level 
* denotes rejection of the hypothesis at the 0.05 level 
**MacKinnon-Haug-Michelis (1999) p-values 
Unrestricted Cointegrating Coefficients (normalized by b'*S11*b=D;: 
EC GDP_NOMINAL INFLATION POPULATION 
0.025808 -0.000261 -0.007387 -0.105185 
0.029819 -0.000780 0.053934 0.093700 
0.000643 -0.000568 0.111576 -0.310489 
0.013656 -0.001248 -0.009924 -0.316248 
Unrestricted Adjustment Coefficients (alpha): 
DEC) -3.551334 -23.06490 -5.864905 -0.253034 
D(GDP_NOMINAL) 479.9164 87.29671 -156.8827 -1.105991 
DCUNFLATION) 1.451838 1.085751 -2.963258 -0.008466 
D(POPULATION) 0.103048 -0.177376 -0.096508 0.013061 
1 Cointegrating Equation(s): Log likelihood -440.7107 
Normalized cointegrating coefficients (standard error in parentheses) 
EC GDP_NOMINAL INFLATION POPULATION 
1.000000 -0.010124 -0.286248 -4.075752 
(0.00323) (0.34494) (1.29864) 
Adjustment coefficients (standard error in parentheses) 
DEC) -0.091651 
(0.19853) 
D(GDP_NOMINAL) 12.38550 
(1.89623) 
DCUNFLATION) 0.037468 
(0.02950) 
D(POPULATION) 0.002659 
(0.00419) 
2 Cointegrating Equation(s): Log likelihood -425.8593 
Normalized cointegrating coefficients (standard error in parentheses) 
EC GDP_NOMINAL INFLATION POPULATION 
1.000000 0.000000 -1.609005 -8.633219 
(0.65961) (1.64741) 
0.000000 1.000000 -130.6559 -450.1658 
(45.1722) (112.819) 
Adjustment coefficients (standard error in parentheses) 
DEC) -0.779415 0.018919 
(0.21464) (0.00448) 
D(GDP_NOMINAL) 14.98856 -0.193482 
(2.78164) (0.05802) 
DCUNFLATION) 0.069844 -0.001226 
(0.04393) (0.00092) 


Table 8 (Contd.)... 
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...Table 8 (Contd.) 


D(POPULATION) -0.002630 0.000111 
(0.00618) (0.00013) 
3 Cointegrating Equation(s): Log likelihood -418.1511 
Normalized cointegrating coefficients (standard error in parentheses) 
EC GDP_NOMINAL INFLATION POPULATION 
1.000000 0.000000 0.000000 -32.11574 
(5.22709) 
0.000000 1.000000 0.000000 -2357.015 
(414.735) 
0.000000 0.000000 1.000000 -14.59443 
(2.56631) 
Adjustment coefficients (standard error in parentheses) 
DEC) -0.783184 0.022249 -1.872123 
(0.20763) (0.00526) (0.65354) 
D(GDP_NOMINAL) 14.88774 -0.104389 -16.34151 
(2.36908) (0.06004) (7.45711) 
DCUNFLATION) 0.067940 0.000457 -0.282797 
(0.03422) (0.00087) (0.10772) 
D(POPULATION) -0.002692 0.000166 -0.021096 
(0.00612) (0.00016) (0.01925) 


‘r’ denotes the number of co-integrating vectors. The trace test results are shown above Table 6 
and consider each row in it. At the first one first, the test statistic is found greater than the critical 
value. The null hypothesis is rejected when r = 0 against the alternative hypothesis of r >1. The 
same is true of the second row. The null hypothesis is rejected when r = 1 against the alternative 
hypothesis of r > 2. From the results, the authors concluded the presence of two co-integrating 
vectors in the sample. This finding suggests that there is a long-run equilibrium relationship among 
ENC, GDP, CPI and POP. There are two independent linear combinations of the variables that are 
stationary. The critical values allow for a linear deterministic trend in the co-integrating vector 
unrestrictedly. The lag lengths used is two. 


Starting with the Max Eigen test results, the null hypotheses r = 0 and r = 1 are rejected in 
favour of alternative hypotheses. Further the null hypothesis of r < 2 and r < 3 cannot be rejected in 
favour of alternative hypothesis. These results indicate the presence of two co-integrating 
relationships. 


In agreement with developments in the econometrics of stationary time series, the authors had 
started by estimating a long-run relationship between ENC and its determinants implied by equation 
using the Johansen co-integration test. In the Johanson’s co-integration test, trace test and 
Maximum-Eigen test statistics had confirmed the presence of co-integration at second differences of 
2 period lag. 


ORDINARY LEAST SQUARE RESULTS 


Ordinary Least Square as given in Tablse 9 is worked out to test whether there causal relationship 
among the variables as implied by our model. In the result of OLS, it is proved that population had 
a positive impact on energy consumption at any level of significance (P value is 0.0014). Price level 
and economic activity variable (GDP) did not have any impact on energy consumption. R square 
value suggests that regression line is highly fit and F statistic is highly significant at 1 % level which 
also suggests that the model is fit. 
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Table 9: OLS Results 


Variable Coefficient Std. Error t-Statistic Prob. 
C -12.33613 3.491662 -3.533026 0.0014** 
LNPOP 3.394155 1.063842 3.190470 0.0035** 
LNCPI 0.200265 0.349420 0.573137 0.5711 
LNGDP 0.029417 0.050067 0.587548 0.5615 
R-squared 0.898795 Mean dependent var 5.934266 
Adjusted R-squared 0.887952 S.D. dependent var 0.130571 
S.E. of regression 0.043707 Akaike info criterion -3.306160 
Sum squared resid 0.053488 Schwarz criterion -3.122943 
Log likelihood 56.89856 Hannan-Quinn criter. -3.245429 
F-statistic 82.88903 
Prob(F-statistic) 0.000000** 
Table 10: Dynamic OLS Results 

Variable Coefficient Std. Error t-Statistic Prob. 
C -7.548901 3.224623 -2.341018 0.0275 
LNENC(-2) 0.034220 0.138911 0.246346 0.8074 
LNPOP(-2) 1.924839 0.940835 2.045883 0.0514 
LNCPI(-2) 0.231873 0.283492 0.817918 0.4211 
LNGDP(-2) 0.088468 0.038886 2.275091 0.0317 
R-squared 0.945111 Mean dependent var 5.946790 
Adjusted R-squared 0.936329 S.D. dependent var 0.124969 
S.E. of regression 0.031534 Akaike info criterion -3.924515 
Sum squared resid 0.024859 Schwarz criterion -3.690982 
Log likelihood 63.86773 Hannan-Quinn criter. -3.849806 
F-statistic 107.6164 Durbin-Watson stat 1.405022 
Prob(F-statistic) 0.000000 


Dynamic Ordinary Least Square (DOLS) as given in Table 10 is worked out to test whether 
there is any dynamic causal relationship among the variables as implied by our model. In the result 
of DOLS at lag 2, it is proved that GDP had a positive impact on energy consumption at 5% level of 
significance (P value is 0.0317). Price level, population and energy consumption at lag 2 did not 
have any impact on energy consumption p-values of these variables 0.4211, 0.0514 and 0.8074 
respectively. R Square suggests that the regression line is fit and F statistics also highly significant at 
1% level which suggests that the model is highly fit though Durbin Watson test statistics is 
1.405022. 


CONCLUSION 


Key findings of the study suggest that population and GDP have increased energy consumption of 
Japan. GDP of Japan declined in 2011 which affected the total energy consumption due to Tsunami 
in the same year. Japan relies almost only on imports to meet its oil consumption. However, oil 
demand in Japan has declined overall since 2000 by nearly 15% (EIA, 2013). Oil demand has 
declined after 1980s due to 2” oil crisis in response, coal, electricity demand increased. After 2008, 
Japan has replaced the significant loss of nuclear power with generation from imported natural gas, 
low-sulfur crude oil, fuel oil, and coal which caused a higher price of electricity for its government, 
utilities, and consumers. Hence, CPI inflation was expected to have a negative impact on percapita 
energy consumption. But, it showed neither negative sign nor it is significant. Because, Japan lacks 
significant domestic sources of energy and must import substantial amounts of crude oil, natural 
gas, and other resources. In 1999, the country's dependence on imports for primary energy stood at 
more than 79% (EJA, 2013). Japan imports oil for the transportation and industrial sectors. It is also 
highly dependent on naphtha and low-sulfur fuel oil from imports. These fuels replaced some 
nuclear power generation and helped the post-disaster management of Tsunami. Population has 
increased energy consumption over the years as per the findings but the recent statistics says that 
population of Japan has decreased in recent years which contributed a less energy consumption. 


Thanks to the structural factors, such as fuel substitution (shifting from oil to coal, natural gas 
and nuclear), recent declining population, it is predicted that total oil consumption will decline 2014 
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onwards. In addition nuclear capacity comes back and through government-mandated energy 
efficiency policy, government is focusing on promoting operational efficiency in refinery sector and 
energy conservation which may further decline the energy consumption of Japan in future. But 
Japan’s primary energy supply may decrease less than 40% of domestic source (Petroleum 
Association of Japan, 2011) which may cause further increase in energy demand unless the efforts 
are not taken for the technological innovations. The study concludes that energy demand for Japan 
may slightly decrease in future but will be stagnant for the next decade at least. 
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Abstract— “Tf health care is not affordable & accessible to all,it is not of any use’ A large number of people in the State are 
not able to afford the expenditure of their treatment. High expenditure on health care is the major cause of rural 
indebtedness. The Rajasthan State Government has taken an unprecedented decision to start the “PRAYAS” for providing 
about 450 essential medicines & pathological testing’s free of cost to all in 34 district hospital, 5 satellite hospitals, 17 sub 
division hospitals & 195 city dispensaries from 2nd October, 2011. Making free quality generic medicines universally 
available are the first initial but very important move towards equitable universal access to health care. To check the impact 
of this a primary research was conducted on 200 respondents with area sampling & secondary data of number of 
registration was gathered from health centers. The research dealt with the present problems, its benefits and the changing 
scenario because of the yojana in health sector. 


Keywords: Universal Healthcare, Free Healthcare, Prayas, Rajasthan Healthcare 


INTRODUCTION 


Free access to essential Medicine and Lab Tests are the most essential part of the dream of 
achieving the universal health care dream. Health is a something that everyone wants to keep at its 
best, but they don’t have resources to do that. This became a problem in developing countries 
especially in the countries like India. Many times because of the less purchasing power and illiteracy 
people intend to buy medicines from chemist directly and even sometime they approach ‘Babas’ for 
the treatment. 


Rajasthan is a state located in western region of India. Mostly known as ‘The Land of Kings’ it 
is even very rich in its cultural heritage, and has a good scope for future in tourism. Even on being 
one of the largest state geographically it is considered poorest in terms of health indicators. The 
reason behind this picture of Rajasthan’s poor health care was because of lack of Doctors and 
trained personnel, as well as poorly maintained government hospitals. But in today’s scenario the 
state has tried to improve the health situation by increasing their concern about the health facility 
and in accordance to this a major step was taken on 2nd October 2011 by launching the “Mukhya 
Mantri Nishulkh Dava Yojana (MMNDY)”. This scheme provides around 450 essential medicine 
and pathological testing for free. There are 34 district hospitals, 5 satellite hospitals, 17 sub division 
hospitals and 195 city dispensaries under this scheme. It is a step by the Rajasthan government in 
which the Health Facilities including free Generic Medicine and lab Tests will be provided to all the 
citizen of the state regardless of cast, creed, gender or any kind of discrimination. The state 
government earlier also had various schemes for a particular group of people but there was lack of 
awareness but now MMNDY is applicable for general public and government is trying its best to 
create awareness amongst people about this scheme. 


SCHEME BENEFITS (RMSC DaTA)' 


e Better health services to the people of state by free distribution of essential medicine through 
the scheme. 


e Deduction of the expenditure of general public on health care needs. 


e People who were previously not able to get treatment because of lack of money will now be 
treated for free. 


e Not just medicines and injections are given for free but the generally used surgical items like 
needles, IV kits and many more things are also included under this scheme. 
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BENEFICIARIES OF THE SCHEME (RMSC DATA)! 
e AllOPD patients in Government medical facilities. 
e All patients admitted in Government hospitals. 
e All Thalassemia and hemophilia affected people. 
e Allstate Government pensioners. 
e Allstate Government BPL families. 
e HIV patients. 
e Handicapped and widowed patients. 
e Elderly patients. 
e Beneficiaries of Antodya and Annapurna schemes. 
e Victims of mishap. 
e Underprivileged women and children. 


NEED FOR STUDY 
e Rajasthan is one of the poorest performing states in India in terms of health. 


e High indebtedness and poverty depicts this health scenario. 


e Mukhya Mantri Nishulk Dawa Yojana (MMNDY)-a free medicine scheme, for benefit of 
people, a step towards providing Universal Health Care. 


e Funded totally by the Government of Rajasthan, on an annual budget of Rs. 300 Cr., 
making a huge investment in central procurement of medicines along with provision of 
infrastructure and manpower. 


FACTORS RESPONSIBLE FOR CHOOSING A HOSPITAL 


There are some measures to define how a service is chosen. The intangible and perishable 
constraints of nature make it difficult for organizations to measure quality, identify the loopholes 
and take necessary steps to improve the quality. Service organizations therefore evaluate certain 
dimensions of a service to determine its quality. Here we have made 10 parameters to judge 
the above: 


TANGIBILITY 


Tangibility means the resources likes machines, equipments, premises that can be physically seen 
and managed. For any individual it can be a core part of his decision making, whether to choose a 
particular hospital or not. However, the patients also assess the service by the equipment used and 
the premises of the hospital where they are treated. Therefore, service providers need to ensure that 
they provide the right kind of infrastructure to the patients and offer high quality service. 


RESPONSIVENESS 


Willingness to help patients and provide prompt service. The past experience of a person about 
promptness of services becomes the part of person’s decision to rely on the hospital for choosing the 
service or not. So service personnel should be prompt in attending patients and serving their 
requirements. 


CLEANLINESS 


This thought explains how much important cleanliness at hospital. Clean surrounding helps a 
person to feel better about the place and this perception motivates him to take this services. 


‘http: //rmsc.nic.in/index.html 
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RELIABILITY 


Ability to perform the promised service dependably and accurately. The service offered by an 
organization needs to meet the expectations of patients consistently. It is only then that a patients 
considers the service reliable and the organization dependable. Therefore, services should be tested 
for their consistency before they are launched. 


COMMUNICATION 


Communication is an important component for patient care, as it is an interaction between Medical 
staff and Patient’s family members who look after the patient. 


FREE MEDICINE AND TEST 


In health sector the medicines and lab tests cost a heavy fortune and if it can be minimized with the 
schemes of providing Free Medicine and Lab Tests. Then it can create an immense level of 
satisfaction, among the service takers to take these services and not indulge with fake ones and 
cause damage to them. 


AFFORDABILITY 


“What is cheaper for one might be costlier for other?” There is no parameter of deciding what is 
affordable or not on a general level. The only way to define affordability is by making each and 
every necessary thing available to all the people at all the levels. Everyone wants to be treated best 
but does not has the ability to pay the best. 


LOCATION 


Location of a place plays a important role in choosing for a service or not. Depending upon the 
appropriate proximity of the hospital people will opt for it or vice-versa. 


SECURITY 


Maintenance of privacy in the hospitals. Healthcare services are inherently personal, but not private. 
Normally, other services do not require patients to relinquish so much of their privacy or to bare 
themselves physically and emotionally as is required by medical services. 


COMPETENCE 


Competence about the individuals is more or less a subjective term in the hospitals, and is spread 
through the word of mouth among patients. We want to feel that our doctors have incredible 
knowledge in their field, but every doctor needs to know how to apply their knowledge 
with wisdom. 


LITERATURE REVIEW 


Waghulkar Ajit Siddharth 2011-HF-009 A study to assess the effect of Mukhya Mantri Nishulk 
Dawa Yojana in Rural Rajasthan “Providing medicine free of cost under Mukhya Mantri Nishulk 
Dawa Yojana (MMNDY) is a good and noble gesture towards welfare of people and society. But 
the duty doesn’t end here making it properly accountable and seeing to it that doctors are present 
and prescribe these medicine to make it successful”. 


A study of the Implementation in Jaipur District of the Mukhya Mantri nishulk Dawa Yojana 
of Rajasthan May 2012 By PUCL, Interns Guided by Prayas” The yojana has shook the roots of 
jaipur in both rural and urban areas. Tremendous changes have occur like the increasing number of 
patients, the number of women patients have increased significantly and that of femaile children 
also in the health facilities surveyed. The proximity and time to get medicine has also been 
improved and work is in progress to maintain the availability of medicines at store at all the times to 
avoid shortage of any medicine. But it can be improved further. The myth about generic medicines 
not being effective seemed to be there in a small population. 


Prayas: Free Access to Essential Medicines in Rajasthan Samit Sharma, Chhaya 
Pachauli.....etc” 7Omillion individuals living in state of Rajasthan and majority of it living in 
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villages or rural areas. A state which has many problems like increasing poverty, illiteracy rate etc 
has been dealing with the problem of health services to. But with the efforts of people at Prayas 
Group to eradicate this problem they came up with the solution of designing a program in which the 
health services would just be provided to any specific group of people but to the general public for 
free of cost. Aiming to increase the standard of living and the health conditions of the state. Access 
to essential medicine is a human right. India being the 3rd largest producer of the medicine and 
exports to about 200 countries but a large number of citizen of India don’t have access to essential 
medicine ’S. Srinivasan "Medicines for All’, the Pharma Industry and the Indian State, Economic & 
Political Weekly EPW June 11, 2011 volume xlvi no 24. “Considering that expenditure on 
medicines in India is the major part of the expenditure of healthcare which accounts for 50% to80% 
of treatment costs, India’s pharmaceutical success has clearly not translated into availability or 
affordability of medicines for all. As part of Universal Access to Healthcare, good quality healthcare 
should be accessible, affordable, and available to all in need. Providing quality medicines to all—-free 
at the point of service—in all our public facilities is an achievable task.” 


RESEARCH METHODOLOGY 


The researcher has gone through primary data that is interviewing patients and using questionnaire. 
The total of 200 respondents were contacted, out of which 165 respondents were having experience 
of MMNDY. 


RESEARCH OBJECTIVES 
1. To determine the awareness of ‘Mukhya Mantri Nishulk Dawa Yojana’ among the people. 
2. To determine the access of free medicine and lab tests under the scheme. 


3. To Determine the availability of generic medicine and equipments for free lab tests under 
‘Mukhya Mantri Nishulk Dawa Yojana’ 


Table 1 
Research Methodology 
Research Design Explanatory Research 
Sample Design 
Sampling Frame Patients who already took the services have taken the questionnaire. 
Sampling Unit Patients from different age groups, gender, locations, income levels and educational 
backgrounds. 
Sampling Size 165 Patients out of the sample of 200 experienced it. 
Sampling Methods Purposive sampling 
Sampling Design Data will be presented with the help of column graph, pie charts, doughnut etc. 
Data Collection Methods 
Primary Data Survey Method (The entire schedule is standardized and formalized) 
Secondary data Data were collected from respondents and journals and from previous research 
related to the retailing sector. 
Type Of Schedule Structured Questionnaire with suitable scaling. 
Type of Questions Open ended, Close ended, Likert scale and multiple choice questions. 
Statistical Tool Used weighted average, Rank 
Sample 


The present study has been conducted in Udaipur City in Rajasthan state. A purposive sample of 
165 individuals was considered from among those who have experienced hospital services in the 
city. The respondents were requested to give their responses with respect to” Mukhya Mantri 
Nishulkh Dawa Yojana” which they have experienced. 
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Table 2 
Table 1: Demographic Characteristics of Sample Respondents 
Demographic No. of Respondents 
Gender Female 78 
Male 87 
Age-group Less than 20 yr 6 
20-30yr 84 
30-40yr 27 
40-50yr 30 
Above 50yr 18 
Educational Qualification Secondary 57 
Graduate 18 
Post Graduate 81 
Professional 9 
Occupation Business 18 
Employed 42 
Professional 11 
Home Maker 15 
Student Al 
Self employed/ Agriculture 38 
Health Insurance Yes 51 
No 114 
Monthly Family Income less than 15000 Rs. 60 
15000-25000 Rs. 30 
25000-35000 Rs. 15 
35000-45000 Rs. 24 
45000&above 36 


AWARNESS ABOUT THE MUKHYA MANTRI NISHULKH DAVA YOJANA 
(MMNDY) 


Awareness about MMNDY 


Not 
Aware 
18% 


In the survey conducted by us with the 200 people there were 165 respondents that were aware 
of the scheme and 35 among them were not aware about it and the below Pie Chart shows the 
percent of awareness. 


Table 3: Mean of Factors Affecting Choice of Medical Facility 


Feature Mean Rank 

A Tangibility 7.127273 7 
B Responsiveness 12.98182 3 
C Cleanliness 12.23636 4 
D Reliability 8.109091 5 
E Communication 4.963636 9 
F Free Medicine& Lab Tests 18.09091 2 
G Affordability 19.94545 1 
H Location 7.563636 6 
I Security 5.018182 8 
J Competence 3.018182 10 
Fixed sum Score 100 
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In the above table the data is derived on the criteria of the features given by the hospitals and the 
features that a patient think are important in his terms to make a successful decision. The above 
table data shows that the patients give top priority to Affordability, Free Medicine and Tests and 
Responsiveness. Cleanliness, Reliability and Location are second on the base of make a decision. 
Tangibility, Security, Communication and Competence fall in the third base for the 
decision making. 


OPINION OF RESPONDENTS ABOUT FREE MEDICINE 


Table 4 

Criteria Options 
Proximity To Get Medicine | Nearby(88) Not To Far(52) Far(25) 
Availability Of Medicine Always(58) Sometimes(97) Randomly(10) 
Effectiveness Good(52) Neutral(109) Not Good(4) 
Comparison to Ethical Not Good(7) Neutral(103) Better(55) 
Drugs 
Time Reasonable(58) Optimal(49) Excess(55) 
Staff Behavior Courteous(19) Neutral(115) Aggressive(31) 


Mukhya Mantri Nishulk Dawa Yojana was a good and noble step towards the welfare of the 
citizens and of the state as a whole. As the survey was conducted with the sample size of 165 
respondents the result showed the following conclusions were drawn on the basis of following 
criteria Proximity To Get Medicine, Availability Of Medicine, Effectiveness, Comparison to Ethical 
Drugs, Time & Staff Behavior. 


OPINION OF RESPONDENTS ABOUT FREE LAB TESTS 


Table 5 

Criteria Options 
Proximity To Get Tests Nearby(67) Not To Far(49) Far(49) 
Availability of Machines & Equipments Always(55) Sometimes(103) Randomly(7) 
Hygiene at place Always(46) Sometimes(61) Randomly(58) 
Safety Procedure Followed(64) Less Followed(94) Not Followed(7) 
Time Reasonable(25) Optimal(88) Excess(52) 
Accuracy Accurate(121) Less Accurate(43) Not Accurate(0) 
Staff Behavior Courteous(16) Neutral(127) Aggressive(22) 


Mukhya Mantri Nishulk Dawa Yojana also introduced the free lab tests service to move one 
step ahead in its mission of providing universal health. The conclusion drawn from the sample size 
of 165 were drawn in the table above on the criteria of Proximity To Get Tests, Availability of 
Machines & Equipments, Hygiene at place, Safety Procedure, Time, Accuracy & Staff Behavior. 


CONCLUSION 


According to the primary and secondary data collected from respondents and secondary sources 
reveal that the Mukhya Mantri Nishulk Dawa Yojana (MMNDY) is progressing smoothly and 
fulfilling every objective in the way of achieving the aim of Affordable Universal Health Care to all. 
But as the scheme is still having some problems which act as a barrier to its smooth functioning. 
The problem of proper allocation of Free Medicine Distribution Centers and appropriate allocation 
of medicines in them is one of the barriers. Secondly in the Free Lab Tests category the availability 
of machines and equipments used to test is not found in adequate quantity, but with proper 
monitoring it can be solved and the scheme can function properly. Thirdly and lastly many of the 
respondents said that time involved in getting both Free Medical And Free Pathological Tests 
services is a little too high, the queue are long and it takes a lot of time to get treated. And some 
people also made a point that the attendant’s behavior needs to be improved. 
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FUTURE SCOPE 


1. Starting and implementing the “Mukhya Mantri Nishulk Dawa Yojana” was just the phase 
one of the entire project as they have recently introduced the free lab tests also. The second 
phase include the developing and linking of medicine to the developed software namely ‘e- 
aushadhi’ 


2. Opening more and more centers to reach maximum population and monitoring the progress 
of the scheme to see that it moves in the right direction and in a smooth way. 


3. Getting more and more medicine in this scheme and so that less expenditure from an 
individual pocket is incurred and the aim of achieving the universal health can be achieved. 
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Abstract—Academic stress among management students has become a key area of attention for management 
professionals, academicians and researchers. The academic performance of a student depends upon the positive academic 
environment of his /her institute. There are various measures available to cope up with the stressful conditions arising out 
of academic stress, anxiety, depression and tensions. Sprituality is one of the tool to handle stress related issues. Stress as 
such is a feeling under pressure, depression, anxiety, and tension. Anything that disturbs our normal well being can be 
termed as stress. Spirituality is the concept of a definitive or a supposed immaterial reality; an inner path enabling a person 
to discover the essence of happiness, salvation of his being; or the "deepest values and meanings by which people live. 


Stress may be positive or negative. If it is negatively perceived, may result in poor performance. The paper attempts to 

explore the active role of spiritualism among students of management at masters’ degree level that may help out to become 
effective and impending managerial leaders. It studies various factors that affect the student’s approach, awareness, 

awakening towards spirituality that may motivate them to become a manager or an executive with high ethical standards of 
corporate governance. 


Keywords: Spirituality, Ethics, Management, Stress, Academics 


INTRODUCTION 


A millennium rule of foreign invaders’ converted India from a most prosperous country of the 
world into a poor and backward nation. However in the phase of liberalization, privatization and 
globalization things have improved in certain financial and developmental aspects. The exceptional 
feature of our Indian culture and civilization that it is blessed with rich spiritual heritage in the form 
of vedic literature, epics, upnisads, manu smritis, Brahmin sutra etc. These granthas had played a 
pivotal role in maintaining and developing a value system to serve humanity. On the other hand 
from Nalanda and Takshilla to IITs and IIMs many changes have taken place in the society, 
ideology, education system, political views, customs etc of undivided India. If we solely concern the 
education System it has a long back journey from gurukul system to modern education system given 
by lord Mc. Colly. Anicient education system was committed for inculcating and developing value 
system among students, whereas current system tries to enable a student to become a job hunter. 
Management education in India has emerged at a faster rate during last two decades. Numerous 
areas in the field of management education had evolved that had grabbed the attention of ambitious 
students wish to build up their career in this field. "Spirituality as a concept that evolved over my 
many years of experience managing once life. It is spreading its legs in everyone s life and has 
become a necessity to get rid out of day to day problem, stress, tension, depression etc., etc. 
Scientifically, it is a proven fact that a strong connection exists between mind and body. Studies 
reveal how many people who have illnesses, like heart disease or cancer, also suffer from depression 
as part of a vicious cycle. Physical disorders create emotional depression, which in turn produces 
stress that worsens the underlying physical condition. Fascinatingly, modern science shows 
conversely that a positive attitude can improve health which in turn can increase longevity. A sort of 
recultancy is observed on part of management students to understand the importance of spiritual 
aspect aS a prominent part of their life. Student’s morale has a direct influence on his/ her 
intellectual productivity, that is why institution incurs huge expenditure and try to make academic 
environments comfortable, pleasant, and even luxurious. When sincerity and pure motives are 
combined with highly developed and ethical business leadership with consistent decision making 
skills, the outcome is a powerful and highly motivated organization. In searching for business 
solutions, one must be innovative in developing ways to positively impact not only the client but 
also co-workers and peers. 
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SPIRITUALITY DEFINED 


Spirituality is the concept of a definitive or a supposed immaterial reality; an inner path enabling a person to 
discover the essence of happiness, salvation of his being; or the "deepest values and meanings by which people 
live. Spiritual practices, including meditation, prayer and contemplation, are intended to develop an 
individual's inner life “Spiritual awakening among management students is more than just a concept; it is a 
practical method for preparing value based business leaders and entrepreneurs that may not only lead a 
successful business but at the same time a developed nation with high values and dignity. Sprituality as such 
includes positive energy rather than a negative force, that provides higher energy to fuel our positive mind, 
soul, and spirit. Management institutions have an active role to play in this direction. The institution that 
empowers their students to be a source for delivering fairness, equity, and respect has a major advantage over 
the institutions that limits the students to merely waiting to receive fairness, equity, or respect from others. 


STRESS DEFINED 


A feeling under pressure, depression, anxiety, and tension is stress. Anything that disturbs our 
normal well being can be termed as stress. Academic stress is the stress confined with the reasons 
responsible for making a student under pressure. It is the aggravation related with academic failure. 
It is a result of academic related desires that are not fulfilled. The stress may arise due to overloaded 
assignments, hectic time schedule, examination, evaluation system etc. 


LITERATURE REVIEWED 


Ritu Talwar (2013) describes spirituality under various dimensions. It states that spirituality is based 
on human values that develops inner strength to make decision under various difficult situations. 
Under spirituality a person attempts to know better about himself or herself through better in-depth 
spiritual knowledge. It states various components of spirit like compassion, friendliness, generosity, 
commitment, contentment. 


Hemant Kumar, yadav, Anup and Kumar Roy, Rajesh Kumar (2013) discusses the role of 
spirituality in the present workplace scenario. Sucsess and happiness in life depends on the 
workplace to which a person belongs. Stress as part of work ethics is getting more and more 
importance due to overtime, excessive work, increasing demand of work and working hours. Is is 
mainly due to the changing organizational culture all across the world. Workplace spirituality has 
emerged as a new concept to find the solution of this problem. 


Rohit Rajwanshi and Sanjeev Swami (2013) states that due to global financial meltdown, there 
was no other solution left out to cope with the effect of such meltdown other than spiritual 
consciousness. As per the concepts of pure spirituality, it is the inner experience of pure self 
awareness. On the other hand applied spirituality is the application that arise from the inner 
experience of pure spirituality. It concluded that the present business scenario is short term focus, 
the result of which is corruption, scamps and scandals. A higher involvement of spiritual 
consciousness in the organizational culture will bring a sense of satisfaction and fulfillment in the 
employees. 


Abha Srivastava (2013) analyses the stresses which resulted in higher degree of burnouts among 
female faculty members working in higher educational institutions. Various other stressors and 
burnouts were identified through study. The study reveals the factor that satisfies and dissatisfies the 
faculties. The study finally concludes the stress related issues confined to higher education. 


Jayshree Chavan and Faizan Ahmad (2013) study the satisfaction level of students pursuing 
higher level of education in Ghaziabad through servqual model that briefs the gap between service 
quality expectations and perceptions. The research gives a brief picture of expectations of students 
that are being fulfilled to a major extent. The institutes are delivering better services from the 
student’s point of view. 


M.S Pabla (2013) states the reasons of deterioration of quality of management education in 
india. It discusses the various organizational set ups that are responsible for maintaining the quality 
of higher education. The main components of quality maintenance are been discussed. The paper 
suggests various remedial measures in this direction. Although the measures suggested are not 
exhaustive and purely holds a personal views. 
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RESEARCH METHODOLOGY 


The paper attempts to explore the active role of spiritualism among students of management at 
masters’ degree level that may help them to become effective and impending managerial leaders. It 
studies various factors that affect the students approach, awareness, awakening towards spirituality 
that may motivate them to become a manager or an executive with high ethical standards of 
corporate governance. Partially the paper also looks at the responsibility of management institutions 
in cultivating spiritual habits among students, leading them towards effective future managers. 
Briefly the research methodology is summarized as under: 


Research type: Empirical 

Sample Unit: Student pursuing regular masters’ degree in Rajasthan. 
Sample size: 200 

Objectives of Research are summarized as under: 


1. To check the awareness level regarding the concept of spirituality among management 
students. 


2. To examine the various techniques required to cope with academic stress among 
management students. 


3. To correlate spirituality with efficiency of management students. 
4. To assess the reasons responsible for stress. 


Students of management who are going to become future managers may practice spirituality 
that may help them out to practice it in real work world. This will significantly reduce their work 
stress and assist them to take their managerial decisions in more purely effective manner. 


ANALYSIS AND INTERPRETATION 


The data collected through questionnaire is analyzed and presented in the following discussion. The 
opinion was taken from 200 management students from Rajasthan. Data is analyzed through simple 
mean of the opinion given by the respondents on five point scale. Further interpretation is made on 
the basis of analysis. 


Fig. 1: Level of Understanding about Sprituality 


Figure 1 shows the frequency distribution of 200 respondents regarding their understanding 
about spirituality. The figure indicates that 68 respondents (34%) hold a moderate understanding 
about spirituality. A very minimum percentage that is (2%) has very high understanding. The factors 
regarding their understanding are decided by the respondents on their own basis. 
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Fig. 2: Overall Experience about their Institute 


Figure 2 shows evidence of in general regarding the experience of the respondents at their 
institute. 


A moderate figure that is 64(32%) is satisfied with the proceedings of their institute. However 
7% were depressed and 14% had a great experience. There were various undisclosed factors which 
played an active role in reaching to the conclusion about their respective institutes. If we exclude the 
undecided percentage (31), the remaining 69 per cent had laid their views out of which 23% had an 
negative opinion and 46 % had an positive opinion. The opinion is based on the various stressors 
that the respondents had faced during their tenure at their respective management institutes. 


Table 1: Activities Reducing Academic Stress 


Activities Mean Rank 
Reading Spiritual literature 225 4 
Listening to spiritual music 2.72 2 
Meditation 2.52 3 
Yoga 3.065 1 


The above table presents the analysis confined to spiritual activities performed by the 
respondents’ inorder to cope with academic stress. The opinions were measured through 5 point 
scale (strongly disagree to strongly agree). 78 respondents agree that they opt for yogic exercises to 
reduce their stress and 18 strongly agree on it that takes the mean to 3.065.The figure for strong 
disagreement and disagreement is 24 and 53 respectively. Yoga holds first rank among all the 
activities in the order of mean. Reading the spiritual literature holds the lowest mean (2.25) with 
fourth rank. A higher disagreement is given by the respondents, 57 for strongly disagree and 70 for 
disagree, with 5 who strongly agree on this point. It can be concluded that except yoga no other 
activity has crossed the mean (3). 


Table 2: Persons Responsible for Academic Stress 


Persons Mean Rank 
Student himself 2.445 2 
Institution 2.54 1 
Subject faculty 2.355 3 


Table 2 presents the analysis of the persons held responsible for academic stress from the point 
of view of respondents. The opinions were measured on 5 point scale (strongly disagree to strongly 
agree). Majority opines that his/her management institute is responsible for their academic stress 
with mean 2.54.There are various factors responsible from the management institutes side which 
results in academic stress of student. The frequency data reveals that together 54 respondents 
positively responded (45 agree and 9 strongly agree) on the statement that held their institution 
responsible for increasing their stress level. Students himself/herself and subject faculty(s) is 
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responsible holds the average of 2.44 and 2.35 respectively. The two means has a marginal 
difference. However all the means are below standard average of 3. It means that majority are at the 
disagreement. 


Table 3: Stress Identifiers among Students 


Stress identifiers Mean Rank 
Insecurity due to academic competition 2.285 5 
Difficulty in understanding the subject 2.35 4 
Classroom attention 2.37 3 
Assignments 2.475 1 
Restless 2.44 2 
Attendance 1.605 6 


The factors that identifies and indicates academic stress among students are rated on five point 
frequency scale (Never to very often).The lowest mean ( 1.605) is regarding the poor attendance of 
the respondents.119 students says that their attendance never remained poor with a figure of 55 who 
says that their attendance was rarely poor. It means that poor attendance is not an important 
indicator of stress. The highest mean is 2.475 which is regarding too many assignments given by the 
faculties in the form of research project, subject assignments, surveys etc. The stress indicators under 
discussion viz., sense of insecurity confined to competition, understanding of the subject and 
attentiveness in the class tiredness and variability in sleep holds an average of 2.285, 2.35, 2.37 and 
2.44 respectively. 


INSTITUTION’S EFFECTIVENESS IN HANDLING ACADEMIC STRESS 


Management institutes needs to play an important and effective role in helping out their students in 
managing their stress situations arising out of academic activities. With this reference the researcher 
rated this statement on five point scale (not at all to completely) the mean score of which is 2.29.No 
respondent feels that their institute is completely effective in handling his/ her stress. A higher 
number of respondents (85) feel that institutes takes interest to a moderate extent in handling their 
stress. However 37 feel that the institutes take no interest in handling their stress related issues. 


EFFECTIVENESS OF SPIRITUALITY IN RELEASING STRESS 


The degree of effectiveness of spirituality in releasing academic stress is measured on five point scale 
(not at all to completely). As per the analysis 65 respondents find the academic stress remains 
unaffected and finds no relief from it through spirituality. 81 find that their stress is decreased to 
some extent. Whereas 31 respondents find that the positive effect is to certain moderate extent. The 
figure for greater extent and completely is 6 and 18 respectively. The mean score of the 
measurement is 2.165. 


CONCLUSION 


The quality of management education in India depends upon the quality of output given to 
economy by the management professionals. The quality of output depends on the academic 
environment prevailing in the management institutes. Students pursuing their management 
education need to face various troublesome situations confined to academic and non academic 
reasons. Stress related with academics is one of it. Academic stress among management student is 
an integral part of management education. Students are career oriented and competition in 
academics and in employment as well had resulted in pressureable situation. There are numerous 
factors that escorts to a stressful situation during the academic life of a student. Since at the time of 
education at master’s degree level majority of the students are quit immature to find measures to 
wrestle with stressful state of affairs. Studies suggested a value based approach confined to stress. 
Spiritual science can play a dynamic role to handle stress related with academics. A higher 
inculcation of spiritual realization in the educational culture will bring a sense of happiness and 
accomplishment among students. For practicing the spiritual science a general level of awareness 
about the concept and practice of spirituality in utmost necessary. The research concluded that 
although students are aware with the concept of spirituality but the percentage is too moderate.87% 
of the respondents are having moderate, low or very low understanding about the concept of 
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spirituality. Only 13% are having high or very high understanding. There are various stressors 
identified which results in the academic stress of the management students. These are burden of 
assignments, long study hours at college, understandability of the concepts related to particular 
subject. There were various symptoms observed among students that indicated their academic stress 
level. Some of the major symptoms were absenteeism in the class, inconsistency in the sleep, 
inattentiveness in the classroom etc. 


The study finds that management institutes is responsible for their academic stress. It does not 
include the faculty members. However it is also found that subject teachers of the respective subjects 
are held responsible for the stress. There are various factors responsible from the management 
institutes side which results in academic stress of the students. Inorder to avoid the stressful 
situations students prefer yoga in comparison to all other activities. Spiritual music is also one of the 
activity to get rid out of stress. Students are least interested in reading spiritual books or any other 
literature. Management institutes needs to play an imperative and effective role in serving out their 
students in managing their stress situations arising out of academic activities for the purpose of 
creating a healthy academic environment. 
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Abstract—Cvisis literally means an "emergency" or "urgency". Crisis is also defined as "such events which act as a 
turning point for better or worse". The word crisis has been derived from the Greek word 'Krisis' meaning differentiation or 
decisionl. Although this term was used to describe the differentiation between what is just and unjust, the meaning may 
vary when used in medical, political and economical context. 


The late US President John F. Kennedy noted, "When written in Chinese, the word crisis is composed of two characters- 
one represents danger and the other represents opportunity”. 


Many researchers and scholars over the years have tried to define crisis and crisis situation. While Pauchant and Mitroff3 
recommends that a crisis is a "disruption that physically affects a system as a whole and threatens its basic assumptions, its 
subjective sense of self and its existential core"; Fink (1986), Kash and Darling (1998) holds that a crisis is an unplanned 
event emerging from the internal or external environment of an organisation, region or country which can disrupt 
operations, threaten people physically and mentally, and endanger the viability of entities no longer able to cope with the 
situation using normal managerial producers. Dirk Glaesser explains that crisis is a dangerous and extraordinary situation 
in which a decision must be made under time pressure. He further states that crisis is seen as a critical change in important 
aspects of organization that endanger or disrupts the system. This paper tries s established a model and calculate the total 
crisis level of any individual or a group. It is a clinical study of crisis management. 
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Introduction 


Crisis literally means an "emergency" or "urgency". Crisis is also defined as "such events which act 
as a turning point for better or worse"’. 


The word crisis derives its existence from the Greek word 'Krisis' meaning differentiation or 
decision’. Although the term was used to describe the differentiation between just and unjust, the 
meaning varied when used in medical, political and economical context. 


The late US President John F. Kennedy noted, "When written in Chinese, the word crisis is 
composed of two characters-one represents danger and the other represents opportunity”. 


Many researchers and scholars over the years have tried to define crisis and crisis situation. 
While Pauchant and Mitroff* define crisis as a "disruption that physically affects a system as a whole 
and threatens its basic assumptions, its subjective sense of self, and its existential core"; Fink (1986), 
Kash and Darling (1998) referred to crisis as an unplanned event emerging from either the internal 
or external aspects of the environment, region or country in which the organization operates, which 
may disrupt operations, threaten people physically and mentally, and endanger the viability of 
entities no longer able to cope with the situation using normal managerial producers. Dirk Glaesser 
tried to explain crisis as a dangerous and extraordinary situation in which decisions are to be made 
within limiting time pressures. He further states that crisis may be seen as a critical changse in 
important aspects of the Organisation that endanger or destroy the system either in parts or as 
a whole. 


Selbst holds the view that crisis is "any action of failure to act that interferes with an 
organisation's ongoing functions, the acceptable attainment of its objectives, its viability or survival, 
or that has a detrimental personal effect as perceived by the majority of its employees, clients or 
constituents." 


Faulkner observed that in the above definition of crisis Selbst (1978) has mentioned two things- 
first there has been inaction on the part of the organisation. Secondly, the crisis has a negative effect. 
But we need to remember that most of the crisis hitting the Tourism Sector is not due to the 
organisational inaction but it occurs "all of a sudden", "unexpectedly". At times there is momentary 
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inaction on the part of the organisation when some new and totally unexpected crisis happens like 
9/11 or Tsunami. 


Brent on the other hand reflects that Selbst definition focuses on perception and we should focus 
on the perception management when we go for any crisis management strategies. 


John M Penrose talks about perception of a crisis. He states that the way in which crisis is 
perceived may ultimately affect crisis outcomes. Perceiving crisis as an opportunity or a threat may 
have significant implications. Crises cannot be termed as being good or bad; however they are 
merely perceived by most as bad. 


Booth? describes crisis as "a situation faced by an individual, group or organisation which they 
are unable to cope with by the use of normal routine procedures and in which stress is created by 
sudden change". 


According to David Beirman, "A crisis is a situation requiring radical management action in 
response to events beyond the internal control of the organisation, necessitating urgent adoption of 
marketing and operational practices to restore the confidence of employees, associated enterprises 
and consumers in the viability of the destination." 


Debbie Hindle of bgb communications believes that a crisis is something that hits us 
unexpectedly. Something that requires instant attention along with huge investments in time, people 
and resources. 


J. Spengler suggested that "A crisis is an emergency or significant critical event that must be 
planned for proactively and can often be dealt with by the affected organisation."* 


"Crises can also be described as the possible but unexpected result of management failures that 
are concerned with the future course of events set in motion by human action or inaction 
precipitating the event. Events of this type include the Foot and Mouth outbreak on UK farms in 
2001, the Chernoby Disaster and the Exxon Valdez oil tanker wreck. Examples of crises that may 
occur at some point in the future include: 


e The impact of AIDS particularly in Sub-Saharan Africa and potentially in the Indian 
subcontinent and the Russian Federation. 


e An increase in militant religious fundamentalism. 

e Nuclear war in Asia. 

e Financial meltdowns including global recession; and 

e Terrorism employed to achieve political or religious objectives”. 


Although we are talking about crisis now, the concept of crisis research is prevalent in other 
sectors. As Glaesser states in his book, Crisis was a term initially used with national economics. The 
various approaches within crisis research can be seen in the following diagram given by Glaesser. 


System Oriented Approaches Decision oriented Approaches 
Individual Models Medicine: Individual cognitive problem solving 
Turning point is the decision between life and | qualities of decision makers in crisis 
death during the course of an illness situation 
Psychology: 


Perception of an occurrence or situation as an 
intolerable difficulty which exceeds a person's 
resources and coping mechanisms. Failure of 
behavioural patters Danger of identity loss 
Collective models Social sciences Crises as phenomena of Collective decision behaviour in crisis 
societies endangered national interest during situations 

conflict due to a threatening escalation towards 
war (e.g. Cuban crisis) Crisis as phenomena of 
societal subsystems: 

Politics real changes to the patterns of political 
relations (e.g. coup. revolution) Economy 
exogenous economic shocks, phases of down 
ward trends in the economic cycle. 


Fig: Areas of Knowledge within Crisis Research 
Source: Board on Linde (1994) 
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Glaesser defines crisis as being unwanted, extraordinary, mostly unexpected and untimely with 
ambivalent development possibilities. It demands immediate decisions and counter measures in 
order to restrict or enhance further development positively for the organisation (destination) and to 
limiting negative consequences as far as possible. 


A crisis situation can be determined by evaluating the occurrence of negative events their 
pattern, which threatens weakens or destroys the competitiveness, growth and performance of the 
organisation. Term crisis is often used along with disaster. There have been many attempts to define 
both separately as different entities whereas at times they have been used collectively or may be as 
synonymous. 


Disaster is commonly defined as being unpredictable, catastrophic change that can only be 
responded to after the event has taken place. The responses can be through developing contingency 
plans already in place or through reacting to such occurences. Such occurrences appear at regular 
but undeterminable frequency, intensity and location’. 


Such disasterous happenings may include: 
e Natural disasters like floods, droughts and earthquakes. 
e Natural climatic changes, current concern over human induced global warming; and 


e Epedemic diseases or other unknown diseases. 


NATURE AND COMPONENTS OF CRISIS 


e Crisis situation are unexpected or sudden in nature. At times some crisis situation are 
expected for e.g.-war after prolonged tension. Yet one cannot be certain when the war will 
actually take place or for how long the war will go on. 


e Similarly, crisis affects the routine functions which means crisis situations are extra ordinary 
in nature or else create extra ordinary situations. 


e The crisis differs from person to person, organization to organization and from unit to unit. 
In today’s world, disasters and crisis doing recognize international borders and affects all. 


e Although the crisis nature varies from one crisis to another, it has observed that mostly crisis 
follows certain pattern. This pattern has been identified as the life cycle of crisis situation. 


e Illustration 2.3, shows some important assumptions and recommendations of crisis 
management. The figure identifies four or five main stages: pre-crisis, acute crisis, chronic 
crisis, and resolution. The first stage of consists of there are important duties to be carried 
out, such as continuous analysis of the external environment, collecting data, interpreting 
the signals, making plans, forming a team, and establishing channels of communication. 
The second stage starts when the symptoms of crisis becomes visible. In this stage, the 
intensity of the event and its immediate long terms effects should be assessed, appropriate 
measures and decisions to be taken and implemented immediately. In the third stage the 
causes and impact of the event becomes more obvious and it becomes essential to respond to 
them with appropriate and immediate actions. In the final stage, the symptoms of the crisis 
may gradually disappear and things start returning to normal. It may also be possible that 
the actions to deal with the crisis may not work, and other difficulties may be faced, and 
situations may worsen’. 
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Faulkner’s (2001) Stages Fink’s (1986) Stages Roberts (1994) Stages 


1. Pre-event Pre-event: where action can be taken to prevent 


disasters (e.g.) growth management planning or 
plans aimed at mitigating the effects of potential 


disasters. 
2. Prodronal Prodronal Stage: when it becomes 
apparent that the crisis is inevitable 
3. Emergency Acute stage: the point of no return Emergency phase: When the effect of the disaster 
when the crisis has hit and damage has been felt and action has to be taken to rescue 
limitation is the main objective people and property 
4. Intermediate Intermediate phase: when the short term needs of 


the people must be dealt with— restoring utilities 
and essential services. The objective at this point 
being to restore the community to normality as 


quickly as possible. 
5. Long term (recovery) Chronic stage: clean-up, post-mortem, | Long term phase: continuation of the previous 
self-analysis and healing phase, but items that could not be addressed 


quickly are attended to at this point (repair of 
damaged infrastructure, correcting environment 
problem, counseling victims, reinvestment 
strategies, debriefings to provide input to 
revisions of disaster strategies) 


6. Resolution Resolution: routine restored or new 


improved state. 


Illustration 2.3 Crisis and Disaster Lifecycle 


Source: Faulkner (2000) P.140 


These proposed life cycles of the crisis would help the management to formulate strategies 
based on the stage of the crisis. But as yet it is not possible to exactly identify the stage of 
crisis we are dealing with. It is important to note here that crises are complex in nature. 


Therefore it is better to be prepared for all eventualities. Yet at times such crisis situations 
occur which were previously unheard of such as 9/11. The question of crisis management 
then no longer deals with the preparation for an eventually or crisis but how to respond to 
the crisis in hand. In such a situation it becomes important to know about the various 
components of a crisis and how to deal with the situation. 


Planning for crisis and its reviews typically include four common elements: the plan, the 
management team, communication, and post-crisis evaluation. These components together 
form the basis of crisis management and thus figure in comprehensive crisis plans. 


Glaesser defines crisis as an undesired, extraordinary, often unexpected and timely limited 
process with ambivalent development possibilities. It demands immediate decisions and 
counter measures to control further development positively for the organisation (destination) 
and restrict negative consequences as much as possible. 


A crisis situation is identified by evaluating the seriousness of the occurring events, 

whichhave a tendency to threaten, weaken or destroy organisation’s performance and 
6 

growth’. 


Term crisis is often used along with disaster. There have been many attempts to define both 
separately as different entities whereas at times they have been used collectively or may be 
as synonymous. Here one more type of crisis is defining i.e. Impulsive crisis. Here we are 
defining the term impulsive & impulsive crisis and also formulate how to evaluate the crisis 
as well as formulate the recovery of the crisis. And then we have found the estimation of the 
damage due to crisis. In this event we find the two situations i.e. when recovery starts 
immediately after the crisis & Estimation of Damage when recovery starts after delay. In 
this mathematical analysis we have also develop a formula for Loss Estimation due to 
Crisis’. 
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HOW TO MANAGE THE CRISIS 


Crisis Frame work Model 


Stage I 
Before the crisis 


Stage I 


During the Crisis 


Stage II 
After the Crisis 


IsT STAGE: BEFORE THE CRISIS 
e Regular Check up. 


e Regular Maintenance. 
e Learning about the Process. 


e Process investigation before the starts. 


IIND STAGE: DURING THE CRISIS 
e Detection of the problem. 


e Diagnosis of the problem. 
e Sample collection regarding Crisis. 
e Testing with available resource. 


TIRD STAGE: AFTER THE CRISIS 
e Precautions takes which comes after test results. 


e Full case should be discussed after crisis over/ Detail investigation after crisis. 
e Measurements should be set for avoiding crisis. 


e Prevention and Recovery are two important point in III stage. 


Ist Stage IInd Stage IlIrd Stage 
Before the Crisis During the Crisis After the Crisis 

e Regular Check up e Detection of the problem e Precautions takes which comes 
after test results 

e Regular Maintenance e Diagnosis of the problem e Full case should be discussed after 
crisis over/ Detail investigation 
after crisis. 

e Learning about the Process e Sample collection regarding Crisis | | Measurements should be set for 
avoiding crisis 

e Process investigation before the e = Testing with available resource e Prevention and Recovery are two 

starts important point in III stage 


CRISIS AND ITS EVALUATION IN ANY WORKING ORGANIZATIONS® 


The impulsive crisis damages suddenly, and brings down the production or its money value from its 
normal value to new low value. Followings some are the major causes for the impulsive crisis: 


a) Outbreaks in the organization. 
b) Employees’ sabotage/ terrorist attack. 


c) Fire explosions and chemical spills. 
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d) Sudden drop in revenue/ Market rate of the shares. 
e) Shortage in raw materials/ oils/ fuel. 
f) Natural disaster. 


The impact of above happening does impulsive crisis and let the value of organization produce 
at any time t is P,(t). Consider the crisis occurs at any time say t, then the value at time 


[-t] = P(t). After the crisis, the value at time [+t] = P(t). The fall of the value of the 
organization output is shown in figure-1. 


Pn (-t) 


—_—_——_—_— — = 


Value Z 
Output “Recovery Curve 


Exponential 


é 
é 


Pe (t) 


Pena > Time T 
Fig. 3: Happening of Crisis & Instantaneous Application of Remedial Recovery 


The figure envisages: 


The value of the organization P,(t) if t< t 
P.(t) if t <t<T 


P,(t) if t>T(1) 


RECOVERY CURVE FROM CRISIS 


The recovery curve is determined by applying analogy of charging of condenser. The value of the 
output of the organization between time t and T is expressed by the equation: 


P.(t) = [{P.(t)- Pc(m)}*(1-e"”)] (2) 
Where, 
P(t) = value of organization after the crisis at any time t, where t<t<T. 
P.(m) = the organization value at the instance of maximum damage. 
P,(t) = the normal value of the organization before the occurrence of the crisis. 
K = crisis recovery constant. 
The recovery crisis constant is important parameter to get rid of the damage of the crisis” '°. 
This depends on many factors such as: 
1. Money employed to replace damage it ever and for paying charges of repairs if any. 
Skilled people carrying out the repair job if any. 


2 

3. Items availability to replace the broken item. 

4. Availability of cranes etc for picking and fitting. 
5 


M/c shops, welding, shaping, cutting, machinery etc if required. 
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6. Fast supply of raw materials. 
7. Alternative electricity supply. 


All these factors decide the value of crisis recovery constant. In general if the value of ‘k’ is 
small, then recovery from the crisis will be fast. Then we can say that the crisis management time is 
inversely proportional to the value of k. 


Crisis Management Time a (1/k) (3) 
The above proportionality leads to; 

1. Management is excellent if 0<k<0.5 (3.1) 
2. Management is good if 0.5<k< 1 (3.2) 
3. Management is average if 1 <k<5 (3.3) 
4. Management is poor if 5 <k (3.4) 


ESTIMATION OF DAMAGE DUE TO CRISIS” 

There are two possibilities to estimate the damage when crisis recovery is exponential and the 
recovery process is envisaged in equation (2). The first case when recovery starts just after the 
happening of impulsive crisis, the other case will be when there is some constant delay in starting of 
recovery. The damage due to either case is studied as; 

WHEN RECOVERY STARTS IMMEDIATELY AFTER THE CRISIS 


The figure-2 shows graphically the damage caused by impulsive crisis and immediately starts of 
exponential recovery. 


Pn (t) 


Pe (t) 


Fig. 2: Shaded Area Describes the Damage 


The hatched area will be the damage caused by the crisis up to time T. Let damage is denoted 
by Di, then 


(Damage)Di = P,(t)* T -[P,,(t)-P.(t)]* 0!” [1-e‘“]dt..(4) 
Where, P,(t), P.(t), T and k are known then the damage can be computed. 


ESTIMATION OF DAMAGE WHEN RECOVERY STARTS AFTER DELAY 


The graphical representation with delay recovery from the damage due to crisis is shown in 
Fig. (3). 
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Pn (t) 


Gore Pr 


Pe (t) 


Fig. 3: Shaded Area Describes Damage Due to Delay in Start of Recovery 


The damage with L time starting late the recovery due to crisis is let given by D,. Then D, is 
given by the following expression: 


D,= [P,(t)-P.(Q]*L+ {P.()[T-L]-(P,(t)-P.(0}* v! "[1-e*]-(T-L)*P.0} (5) 


CONCLUSION 


The sudden occurrence of crisis termed impulsive crisis has been studied. A mathematical model in 
terms time and money are developed for the estimation of damage loss of the organization for 
instantaneously start of recovery and the recovery starting late. The results of case studies are 
tabulated in the study. The study will proved guidelines for the quantities estimation of any crisis in 
any organization. 
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Abstract— Today’s explosive growth of networking connection and social media and has surpassed many expectations and 
set numerous records or milestone. Does social media plays the same role in the diffusion of product, idea or service also; on 
the marketplace which is greatly magnified by consumer to consumer communications. J.A. Barnes a social scientist coined 
the term “Online social net” in 1954 (Social Network, 2010). 


Diffusion is the process by which an innovation is communicated through certain channels over a period of time among the 
members of a social system. Societies often take time to diffuse new ideas, products and innovations because of heterogeneity 
of human populations. The question of how new technologies help in spreading innovation through society have interested 
social scientists, economists and physicists for decades but the phenomenon is still a mistry. 


This research paper will explores how social networking behavior helps Diffusion of Innovation Rogers 1995). The research 
aims to understand how social media augments the process and is a boon that triggers the process of diffusing an 
innovation. 


Keywords: Social Media, Diffusion, Innovation, New Media, IMC 


INTRODUCTION 


In a world of tremendous opportunities and risks, economies driven by innovation and knowledge, 
societies with complex business, technological, political, scientific, legal, and environmental and 
health challenges, marketplaces which are engaged in intense competition and constant renewal, 
companies face persistent pressure to innovate in order to gain and retain a competitive edge. 
Research by Booz shows that R&D spending from the top 1,000 spenders globally reached an all- 
time high of $638 billion in 2013, an increase of 5.8 percent from 2012, compared to 9 percent-plus 
growth in the two previous years. 


Innovation diffusion theory suggests that the number of contacts the degree and the direction 
consumers have determine their choice of product to adopt implying the impact of social influences. 
As consumers affect each other to adopt or not at the beginning of the diffusion, the new product 
has more difficulty reaching the critical mass that is necessary for the product to take off 
implementing and sustaining innovation across these dimensions is exceedingly difficult. 


When Ford Motor Companies, ultra-expensive Super Bowl commercial broke the traditional 
launching of product in 2011 Explorer on Facebook, it demonstrated higher customer interests and 
enthusiasm than an for significantly less money no body believed that Social Networking site can 
do wonders for the diffusion of innovations also. 


Short Product Life cycle and high rate of innovation have forced companies to realize the 
importance of social media for speedy diffusion of their innovations. 


LITERATURE REVIEW 

SOCIAL NETWORKING: DEFINED 

J.A. Barnes a Social scientist in his research mentioned in Social Network, 2010 coined Social 
Networking in 1954. Consumer-to-consumer e-mail, online forums including blogs, consumer 
product or service ratings websites and forums, chat rooms, sites containing digital audios, images, 
movies, photographs, company sponsored discussion boards, Internet discussion boards and 
forums, and social networking websites etc. encompasses Social network . 


INNOVATION: DEFINED 


According to Schumpeter innovation is a “combines factors in a new way” (Schumpeter 1939, 
pp. 87-88), it has commonly been defined as an idea, object , material artifact, or practice that is 
perceived as new by an individual or other unit who adopts it” (e.g. West and Farr 1990; 
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Gopalakrishnan and Damanpour 2001; Rogers 2003, p. 12). Fang (2008) said that innovation is an 
idea described as creative or meaningfully unique; original; useful; or influential (Mayar cited in 
Paulus and Nistad 2003) if it generates value by solving techno-economic problems (Yayavaram 
and Ahuja 2008) and results in social change said Rogers (2003, p. xvi) or at least “challenges the 
present order” (Van de Ven, Angle et a/., 2000). 


DIFFUSION OF INNOVATION 


Rogers (2003) has described the innovation-diffusion process as “an uncertainty reduction process” 
(p. 232), he also proposed that there are several attributes of innovations which decrease uncertainty 
about the diffusion of innovation. 


Rate of Adoption 


Rogers (2003) defined the rate of adoption as “the relative speed with which an innovation is adopted 
by members of a social system” (p. 221), also that the rate of adoption is significantly impacted by 
the attributes of an innovation. 49%-87% of the variance was reported due to five attributes in the 
adoption of innovations. 


1. Relative Advantage: Rogers (2003) defined relative advantage as “the degree to which an 
innovation is perceived as being better than the idea it supersedes” (p. 229). 


2. Compatibiity: Rogers (2003) stated that “compatibility is the degree to which an innovation 
is perceived as consistent with the past experiences, needs of potential adopters, and existing 
values” (p. 15). 


3. Complexity: Rogers (2003) defined complexity as “the degree to which an innovation is 
perceived as relatively difficult to understand and use” (p. 15). He also mentioned that 
complexity and rate of adoption are negatively correlated with and excessive complexity of 
an innovation hinders the adoption. 


4. Trialability: Rogers (2003) defined, “trialability is the degree to which an innovation may be 
experimented with on a limited basis” (p. 16) which suggests that there is positive 
correlation with the rate of adoption. 


5. Observability: Rogers (2003) has defined observability as “the degree to which the results of an 
innovation are visible to others”, key motivational factor in the adoption and diffusion of 
technology are Peer observation or Role modeling (Parisot, 1997). Observability has been 
observed to be positively correlated with the rate of adoption of an innovation. 


Adopter Categories 


Rogers (2003) defined the adopter categories as “the classifications of members of a social system on 
the basis of innovativeness” (p. 22). The basic categories are; Innovators, early majority, early 
adopters, late majority, and laggards. As Figure 2.1 shows, a normal distribution curve as the 


distribution of adopters. 
P aa 


Innovators / 
Early Early Late 
ZA Adopters Majority Majority Laggards 
2.5% 13.5% 34% 34% 16% , 
X-2sd Xsd x Xtsd X+2sd 


Fig. 2.1: Adopter Categorization on the Basis of Innovativeness 


Source: Diffusion of Innovations, fifth edition, Everett M. Rogers. 
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Diffusion of Innovations Elements 


I. 


Innovation: According to Rogers ,“An innovation is an idea, project, or practice that is 
perceived as new by an individual or other unit of adoption” (Rogers, 2003, p. 12), if 
individuals perceive the innovation as new no matter when it was invented it will be 
considered as innovation. 


Communication Channels: A communication channel is another element of the diffusion of 
innovations process. Rogers (2003), says communication as “a process in which participants 
create and share information with one another in order to reach a mutual understanding” 
(p. 5). There are two communication channels: Interpersonal communication and Mass media. 
In interpersonal channels, the communication may have a important characteristic of 
homophily, or heterophily i.e the degree of similarity between individuals on attributes, such 
as beliefs, education, socioeconomic status who interact socially,” or “the degree of 
difference in certain attributes between two or more individuals who interact socially.” 


Time: According to Rogers (2003), innovation-diffusion process, adopter categorization, and 
rate of adoptions are all part of time aspect. 


Social System: Social system is another element of diffusion process, which is a set of 
interrelated units engaged in joint problem solving to accomplish a common goal. 


The Innovation-Decision Process 


Rogers (2003) described the innovation-decision process as “an information-seeking and 
information-processing activity, where an individual is motivated to reduce uncertainty about the 
advantages and disadvantages of an innovation” (p. 172), according to him innovation-decision 
process involves five steps: 


1. 


2 
a 
4, 
5 


Knowledge, 

Persuasion, 

Decision, 

Implementation, and 

Confirmation. This process is shown in Figure 2.2. 
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Fig. 2.2: A Model of Five Stages in the Innovation-Decision Process 


Source: Diffusion of Innovations, Fifth Edition by Everett M. Rogers. 
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INTEGRATED MARKETING COMMUNICATION: DEFINED 


Integrated marketing communications (IMC) is the guiding principle organizations follow to 
communicate with their target markets and to coordinate and control the various elements of the 
promotional mix: advertising, direct marketing, public relations, personal selling, sales promotion, 
and publicity. The idea is to produce a unified customer-focused message to achieve various long 
term and short term objectives of the organization. (Boone & Kurtz, 2007, p. 488). 


INNOVATION A KEY ACCELERATOR FOR GROWTH 


According to a definition by OECD and European Communities ; presented in Oslo Manual; - An 
innovation can be defined as the use of a new or product or service, a new marketing method, a 
new process, or a new organizational method in external relations, workplace organization, or 
business practices.” 


According to The Global Competitiveness Report 2012-2013, Innovation is one of the twelve 
pulars for competitiveness of economy. R&D spending by the Global Innovation 1000 companies 
reached $638 billion in 2013—the highest level ever, nearly half of all private and public sector R&D 
spends in the world. 


GLOBAL COMPETITIVENESS INDEX 
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Fig. 3.1: Global Competitiveness Index Frame (Grossman, G. and E. Helpman. 1991. Innovation and Growth in the 
World Economy. Cambridge, MA; MIT Press) 


Figure 3.2 demonstrates that companies spending for R&D are consistently increasing and 
Social Media provides global awareness and promotion of product at less distribution cost at 
minimum time. 


GLOBAL INNOVATION 1000 R&D SPENDING 
BILLIONS 


207 2008 2010 Ob 


1-year 96% 37% 62% 65% 79% 100% 54% 35% 93% 81 
growth 
rate 


Fig. 3.2: Global Innovation 1000 R&D Spending in Billions 
Source: The 2013 Global Innovation 1000 Study, Navigating The Digital Future, by Booz & Co., 2013 
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The GDP growth in mature economies over the past 5 years is contributed by The Internet is 21 
percent mentions McKinsey Global Institute report 2011, ‘The Great Transformer: The Impact of 
the Internet on Economic Growth and Prosperity’, on Internet and economic vitality. 


GLOBAL ADVERTISING EXPENDITURE TREND 


The key driver for entertainment and media (E&M) industry growth is believed to be the free access 
of digital content globally. To attract consumers, Marketers are experimenting with new Medias and 
communication tools, especially for a class of consumers who access modern techniques to seek 
information. 


Change in Digital and Traditional* Ad Spending 
According to US B2B and B2C Marketers, by Sector, 
2012 & 2013 


2012 2013 


Digital Traditional’ Digital Traditional* 
ad spending ad spending ad spending ad spending 


B2C—product 14.6% 0.6% 11.1% 0.8% 
B2C—service 10.4% -5.4% 10.6% -1.9% 
B2B—service 10.5% 2.2% 9.9% “3.9% 
B2B—product 8.2% -4,.1% 9.5% -2 4% 


Note: in the next 12 months; *media advertising, not using the web 
Source: Duke University’s Fuqua School of Business, "The CMO Survey" 
commissioned by the American Marketing Association (AMA), Aug 27, 2013 


152741 wwvceMarketer.com 
Fig. 4.1: Change in Advertising Spending 


Source: CMO Survey commissioned by American Marketing Association, 2013 


The figure clearly shows a positive trend for Social media and a negative trend for Traditional 
media. The internet's share in media expenditure is expected to be 24.3 percent of all advertising 
expenditure in 2015. 


SOCIAL MEDIA: THE NEW HYBRID ELEMENT OF INTEGRATED 
MARKETING COMMUNICATION 


Internet-based messages are influencing almost every aspects of consumer behavior from awareness 
to post-purchase behavior of product or services. The trust on Social media is more as corporate- 
sponsored communications mentions (Foux, 2006). An average US consumer uses Internet for 
than 100 minutes weekly, and its penetration is approximately more than 60% (Rashtchy, Kessler, 
Bieber, Shindler, & Tzeng, 2007). Consequently, social media is creating a niche for themselves in 
Integrated Marketing Strategies (Li & Bernoff, 2008). 
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Fig. 5.2: The New Communication Paradigm 
Source: Business Horizons (2009) 52, 357-365 
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SOCIAL MEDIA AS A STRATEGY 

Companies now have their presence in both-B2C and B2B spaces, Open Forum and on mainstream 
social media platforms, conversational platforms which aims at enhancing communications with 
potential investors and small businesses. The social media can be used by companies in 
various ways: 


Social Advertising Category Breakouts (in millions) 


Half Year 2013 Half Year 2012 
$ % $ % 
Search 8,728 43% 8,128 48% 
Display Related 6,078 30% 5,586 33% 
Banner Ads 3,780 19% 3,622 21% 
Digital Video Commercials 1,307 T% 1,053 6% 
Rich Media 640 3% 495 3% 
Sponsorship 351 2% 416 2% 
Mobile 3,038 15% 1,242 T% 
Classifieds and Directories 1,291 6% 1,160 T% 
Lead Generation 853 4% 834 5% 
E-mail 78 0% 78 0% 
Fig. 5.3: Source: IAB Internet Advertising Revenue Report, Conducted Independently by the 
New Media Group of PwC 


SOCIAL MEDIA A BOON FOR DIFFUSION OF INNOVATION 


Theories of innovation diffusion not only focuses exclusively on explaining the rate at which 
innovations diffuse or the sequence in which they are adopted but they also focus on explaining why 
certain innovations diffuse extensively, becoming genuine standards, whereas others do so partially 
or not at all. Diffusion of innovation literature explains that younger individuals are among those 
most likely to be early adopters, irrespective of technology (cf. Brancheau and Wetherbe, 1990; 
Rosen and Weil, 1995; Teo, 2001 and Lin, 2004). In Lin‘s study (2004) age was the only significant 
demographic variable influencing diffusion whereas other studies examining gender said: males are 
more likely to be early adopters than females, but females are engage in messaging activities more 
(Teo, 2001). 


EXCEPTIONAL ADOPTION SPEED OF SOCIAL TECHNOLOGIES 


Social networks have followed a very steep upward trajectory compared to traditional media and 
have several obvious advantages (Gulati and Williams, 2010). A report by McKinsey states that 
social networks is so popular that approximately 80 percent of the world’s online population is using 
it on daily basis (2012), Facebook found its 900 millionth user,. Internet contributed 15% to GDP 
growth in the USA (2004-2009), and GDP average contribution is 21% in mature economies. 


DISTINCTIVE CHARACTERISTICS OF SOCIAL TECHNOLOGIES WHICH ENABLE FASTER 
DIFFUSION RATE 


According to an NM Incite survey, 58 percent of social media users admitted that they not only 
write product reviews they also broadcast their negative experiences to “punish companies.” Social 
technologies allow users to identify people who are compatible, to stay connected for free and 
without intermediaries. The above mentioned facts and arguments provide raison d'étre of the view 
that Social Network is a boon for diffusion and thus it can be concluded that: 


e There is a high level of participation in the social network innovation diffusion process as it 
provides networking platforms to Consumers with similar interests and desire. 


e Easy access to knowledge of innovations and direct exposure to opinion leaders and 
change agents results in rapid innovation diffusion. 


e Social network have high levels of network density and low levels of Betweenness i.e the 
distance between two users and information provider(Scott 2000, p. 86),) 
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e High consumer engagement through Blogs and other social media tools, submission of 
feedback increases product and organization. 


e Social network actors demonstrate high levels of reachability (The degree of reach of 
members in the network) and radiality. 


e Low level of intermediaries and low control on the flow of information enhances the 
impact. 


e Diffusion is across subgroups as the boundaries are permeable on Social Network which 
facilitates diffusion. 


CONCLUSION 


In a research it was concluded that the utility of a product that a consumer consumes is partly 
affected by the adoption by his neighbor (Granovetter, 1983). It can also be concluded that diffusion 
is directly related to the quality of the innovation t, if high the diffusion easily reaches the critical 
mass, and vice versa. 


The network hubs affect the decision-making of the consumers and have a large positive effect 
on market penetration of the innovation. Primarily network hubs inform consumers about the new 
innovative product and advertising the innovation through social strongly promotes product. 


Though social Media brings a world of opportunity, it has its own set of challenges for 
companies regarding security, privacy, information sharing and controlling being of utmost 
importance. Also the significance of other media in diffusion process cannot be ignored, thus for 
competitive promotional strategy for the diffusion of innovation a fair mix of traditional media and 
magnificent Social media should be used. 
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Abstract—Universities are currently undergoing a ‘second revolution’ these days, incorporating economic and social 
development as part of their mission. The need for a most efficient knowledge transfer between university and industry is led 
by common interests and mutual benefits. The industry -academic collaboration is characterized by a complex, multifaceted 
nature and its effectiveness depends partially on following key elements 


1. Motivation and objectives for collaborative research. 
2. Communication between collaborative partners. 
3. Management of collaborative processes. 


The main difficulty in these interactions is the mismatch between the objectives of academic and industrial partners, which 
is linked with their different cultures(e.g. curiosity versus goal driven research, publishing versus expectation of research, 
desire to be at the ‘cutting edge' of research versus development of previous research). Main barriers are Cultural barriers, 
Institutional barriers and Operational barriers. 


Keywords: Goal Driven, Cutting Edge, Operational Barriers, Corporate Speak, Inter-disciplinary Collaboration 


INTRODUCTION 


Innovation is always done for checking or improving the present state of life quality. But this 
improvement is made only in developed countries. So to have creative culture, an interdisciplinary 
collaboration term came into existence, to have experience, education, new ideas. Information 
sharing became possible by interdisciplinary culture. Both have developed capacity to use 
technology and science for their individual use. Research-creating new knowledge, enhances the 
adaptation ability of company. Research can help service the constant demand for improvement 
quality, lowering costs, and creating more value. It can also help develop new approaches for 
solving problems. There is a natural synergy between the academic and the industry researcher— 
academician can lend the conceptualization and generalization skills and the industry can provide 
the practical reality in which the conceptualization can be rooted. Industry in India often looks for 
“consultants” in academic community-basically experts who can guide them in solving their 
problems. One way to bridge this gap is to have industry to invite academics who may have an 
interest in their problems to spend time at their facility, interacting with researchers and 
practitioners. 


LITERATURE REVIEW 


High-tech companies hire industrial postdocs as a recruitment tool and to do exploratory research 
beyond the scope of the designated program. The disadvantages of being an industrial postdoc are 
numerous and complicated. Your experience may vary greatly from mine depending on the 
industry, corporate culture, your attitude, and your supervisor. Being in industry, one must 
naturally expect to focus on an aspect related to commercial technology. Basic science research does 
exist within industry, but such opportunities are few and with limited funding due to marginal 
interest from management. There are a number of more subtle and circumstantial disadvantages 
to[2] the industrial environment. If you design and construct an analytical or characterization tool, 
your association with the equipment can create the dangerous situation of being reduced to a 
glorified technician. 


PROS 
Academics Know How to do Research 


This may sound obvious, and it is, but companies and marketers may need guidance when it comes 
to developing the research study and analyzing the data. Often, academics will want to explore less 
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traditional types of research methods than questionnaires and focus groups—which can help separate 
your research from the pack. 


Academics have Their Fingers on the Pulse of Trends 


As marketers, we pride ourselves on being in the know about everything in our industry—and so do 
Ph.Ds. But academics look at the same subject with a different perspective, which can help to make 
your research even more relevant and timely. 


Academics can Force you to not Fall into “Corporate Speak.” 


While surveys are (of course) typically conducted by marketers for 100% altruistic, thought 
leadership-defining purposes, we know that there is often a root cause—a new product or initiative to 
support, or customer base to attract. A partnership can help marketers stay true to the goal of 
thought leadership, and while supporting the underlying initiative, ensure that the overall message 
stays “above product.” 


Academics Add a Layer of Credibility and Objectivity 


A partnership is akin to a third-party endorsement—and in a world where everyone is a skeptic, 
being able to say that a research project was conducted in conjunction with a respected Ph.D. helps 
to lower raised eyebrows. 


CONS 
You will have to Give up Some Ownership of the Research 


A partnership where the academic just wants to lend their name to the project and rubber stamp 
what you already have planned may sound too good to be true, and it is. You’ll have to be 
comfortable making compromises so both parties are on board with the direction. 


You will have to Pay them (and Disclose it) 


A partnership means that there is an added cost to the project. And, in recent years, there has been 
increased scrutiny of academics conducting research paid for by corporations, meaning that it’s very 
important to disclose to outside parties that it was a paid collaboration. 


The media [1] may want to Speak with them, and not you 


Media coverage is frequently a primary goal of conducting research, and reporters often like to 
speak with the person conducting the research versus the company that paid for it. Academics are 
also viewed as more impartial, which means that they won’t fall into marketing speak when talking 
about the “ah-has!” of the research, making them attractive to journalists. So be sure to clarify in the 
contract how media interviews will be conducted, and define important talking points beforehand. 


BARRIERS IN INDUSTRY-ACADEMIA COLLABORATION (IAC) 


Abarrier is something that slows down, constrains, hinders or in another way negatively influences 
a process, in this case innovation—and the opposite is a facilitator, something that influences the 
process in a positive manner. Barriers in IAC can be categorized as external (i.e. marketor 
government related) or internal (i.e. structure and people related). 


There are three factors that are strongly influencing the process of collaboration, and these are 
independent variables influencing the success of such a transaction. The first is trust, not only on an 
individual but also on an organizational level, between parties—a factor that is needed to avoid 
barriers in the transfer, consisting of a resistance to both to initiation of change and the practices 
connected to it. The second of the three influential factors is familiarity, in the meaning that the 
entity acquiring knowledge will perform better in that aspect if it has knowledge and experience of 
the knowledge supplier, the technology involved and the transfer process. The third factor involved 
is interaction. This is specified as the amount of people involved in the transfer, how formally [3] 
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they are assigned not only to the project but also to co-operate with the other parties' representatives 
and the amount and frequency of contact between these. 


Two major barriers to collaboration: localization and culture. Localization represents the 
physical barriers to transfer, most noticeably distance that can disrupt the flow of information 
between two parties. Culture on the other hand represents the psychical disruptions that appear, 
based on the difference in understanding, norms and practices in there spective organization. 
Solutions to bridge these gaps are training (of developing, judging and adopting ideas and 
knowledge), incentives (in order to even the small resistance and initiate a common movement), 
technology (primarily communication and computer technology to speed up transfer processes) and 
structures (formalized procedures, routines and facilities to enhance knowledge transfer and 
absorption). 


ADMITTANCES OR APPROACHES TO ACADEMIC-INDUSTRY 
COLLABORATION 


By analyzing the pros and cons of present co-ordination between industry and academics, new 
models can be developed for their better collaboration Please refer Fig. 1. 


FOR THE ACADEMIC COMMUNITY 

Be Practical-let the World Interfere the Class Rooms 

Bring real problems in the classes and let the students find the solution. By doing this, students will 
understand professional skills of observation, organization, prioritization, business justification, and 
communication. 

Provide Exposure 


Academic institutes should encourage and provide the facility to their researchers to explore in the 
world instead of limiting them to their own institute. 


Be Creative, Explore the New Things in the Same Old World 


By giving the same problem to the different type of persons like students, designers etc. designers of 
different time zones. We will get variety of solutions. Such solutions will act as a bridge for future 
academic-industry collaborations. 


Connectivity with Industry 
You want collaboration with industry, you have to be connected with industry. To know the latest 
requirements and changes happening around the surroundings. 


Be Competitive 


There should be a healthy environment for the growth of educational institutes. Students should be 
encouraged to apply innovative ideas. A competition between the same categories always give 
fruitful results. 
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FOR THE INDUSTRY 
Provide Work Opportunities to Industry People 


Industry people should also have official visits in R&D centers of academics institutes to have a 


better look at the research going on. 
Social Capital ——~l/—iiia 


Technical Mission (Value Creation) 


> 


Business Mission (Value Creation) 


a Collaboration Agent 


Fig. 1: Process Model for UIRC (Philbin, 2008b) 


successful if the internships, apprenticeships, industry sabbaticals and research grants do not 
exist. With limited commitment, minimal risk and reasonable financial investment, both the 
company and the participants receive immediate benefit from the relationship. 


Bonding between the Students and Industrial People 


Make a strong relation between two by sharing the information they have. A trust should be there. 
Various campus activities like mentorship, information sharing sessions can be arranged. A small 
effort will give us high quality talent. 


Funding Distribution 


Funds should be distributed by analyzing the best possible ways to have good output. Many 
companies are already making an investment in Science, Technology, Engineering, Math (STEM) 
and Business programs, particularly large corporations. For those organizations, contributions to 
design-related or design-inclusive initiatives should be considered as well. 


FOR THE INDUSTRY AND ACADEMIA TOGETHER 
Broadening the Collaboration 


All educational institutes, professional associations and industries should make an effort to make 
this collaboration at the national and international level as well. NGO can be there to help to make 
a space where all these three ca work together and share ideas. 


Expanding the Diversity of the Design Community 


Since the cultural differences and different backgrounds of the designers make diversity gaps within 
the design community. A step should be taken at very initial level. Best thing would be to engage 
teachers, administrators, academic advisory board and parents at the basic school level to have a 
clear career direction. Scholarships can be made to motivate or encourage the students participating 
in this. 
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Modify Academic Rewards Structures to Encourage Collaboration 


Interdisciplinary collaboration should be encouraged. Design firms, professional associations and 
government institutions must have government funding. With such systemic support, academic 
administrators can begin to re-evaluate and redesign the institutional rewards system to encourage 
collaborative work. 


SCOPE FOR FUTURE WORK 


Promote relationships that encompass research and innovation, as well as education and 
service to society. 


Begin relationships with legal agreements that include equitable intellectual property and 
commercial rights. 


Understand that academia’s primary function is education, learning, research, and 
knowledge generation, while that of business is to produce products and services for societal 
needs with an economic return, but also understand that the two primary functions are not 
mutually exclusive or incompatible. 


Maintain openness, transparency and [2]flexibility. 


Establish respect for each other’s work environments, ethical standards, values, goals, and 
objectives. 


Encourage all parties to recognise and strengthen the role of academia as a trusted actor 
with a long term vision of service to all of society. 


Learn to communicate clearly and in the other sector’s language to help establish long-term 
partnerships. 


Build trust and good working relationships. 
Encourage inter-cultural understanding to better facilitate cross-pollination. 


Use free and open sourcing of data and information as the customary basis for 
collaboration. 


Understand that patenting can be desirable and beneficial and that both publication and 
patenting promote openness, but on different terms and conditions. 


Industry must learn to set researcher free without any bureaucratic hindrances. 


Facilitate the ability of students and academics to gain experience in business settings and of 
industrial professionals to work in academic settings. 


Use those who have worked in both industry and academia as go-betweens, facilitators or 
liaison officers. 


Help the academic sector in developing countries build capacity through scientific research, 
the establishment of intellectual property policies and industrial collaborations. 


Use the tools of science and technology, along with others, to minimise and mitigate 
environmental impact. 


Encourage governments to design and implement economic incentives and to take other 
steps that will promote best practices in academic/industry partnerships. 


Nurture new business and partnership models to fully exploit new knowledge and 
technologies for benefit of society. 


Promote an active dialogue between academia, industry, and the public sector. 


Identify what international science and other organisations can do to assist and promote 
such cooperation. 
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CONCLUSION 


Although industry-academia collaboration seems to be little difficult but if done with right attitude, 
it can higher our altitude in the field of research and development and would be able to improve the 
stand of India in world. We need to believe in concept of “entrepreneurial universities” that tries to 
isolate and analyze organizational features of universities that facilitate or hinder the 
commercialization of university inventions (Rothaermal 2007, et al)[7]. On the other side, 
management has to adjust to accommodate researchers. 


As William H. Whyte has emphatically made this point, in no uncertain points, in an important 
chapter of the “The Organization Point”. 


“Management has tried to adjust the scientist to organization rather than the organization to the scientist. 
It can do this with the mediocre and still have a harmonious group. It cannot do it with brilliant, only freedom 
will make them harmonious”. 


And above all, the practical applications of University- Industry Research collaboration should 
be brought for benefits of society. 
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Abstract—Jnformation on trade performance and business performance evaluation is scanty. However system and 
business performance measurement or evaluation using key factors, Business performance target and business performance 
evaluation technique has already been conceptualized which can be followed by any organization for improvement plan. 


The primary data for target fixation and evaluation is considered to be identification of key factors. The input and 
guidelines have been worked out to facilitate effective response. The research methodology in the form of survey to identify 
key factors through effective response and data utilization plan are reported. The scope of the present study has been limited 
to handmade carpet sector since the sector is potential from socio economic point and draws attention of research for 
performance measurement and evaluation in a novel manner. 


Thus an approach of system modeling and business performance evaluation using identified factors in dynamic manner is 
being studied for planning sustainable organizational success 


Keywords: Research Methodology, Key Factors, Effective Response, Business Performance Target, Business Performance 
Evaluation, Dynamic Manner, Sustainable, Success 


INTRODUCTION 


Business refers to those economic activities which are connected with the production or purchase 
and sale of goods and services with the main object of earning profit or gain which may be tangible 
or intangible. The performances of the business thus traditionally measured in terms of economic 
output like profit before tax or Gross Profit, profit after tax or Net Profit, return on investment and 
internal rate of return, Break Even Point etc. All these measurements are made after a certain period 
(that is monthly, quarterly, half-yearly and mostly annually) of operation only. These measurement 
systems are neither predictive nor preventive. Therefore management, which is combination of 
various faculties in which critical, careful and creative application of mind exist, is a pre-requisite for 
dynamic way control of business performance for sustainability. In achieving sustainable profit in 
mentioned traditional terms, a novel, modern and dynamic management approach is proposed to be 
installed through system modelling to establish a Business Performance Evaluation Technique. In 
designing of such evaluation it integrate key factors, the identification of the same is a subject of 
research and scope of the present paper or work as first step for performance measurement. 
Performance is termed as the act or process of performing or carrying out. It is also a process of 
continuous execution of one’s achievement under test conditions. Measure is termed as a degree or 
factor by which a person or thing is evaluated and measurement is the act or an instance of 
measuring. Thus performance measurement is the study of measured activities which needs to be 
studied with the referred data from the various sources. Identification of key factors the primary 
data basing has been planned in the present study with the help of survey is being taken up as a 
doctoral research work. This would develop a measurement model for the organization to facilitate 
the organization to become aware of anticipated shortcomings beforehand and as a result 
organizations will be able to take required actions on time which would lead to form a successful 
organization focusing on various related issues including Social, Ethical, Cultural, Health factors. 
Further 360 degree appraisal approach is being applied so that sustainability of the organization can 
be planned also. The scope of the present study has been limited to handmade carpet sector 
considering estimated volume of around 68 million square meters of production per annum with the 
involvement of equivalent millions of indirect and direct hands. Hence the sector is potential from 
socio economic point and draws attention of research for performance target fixation, measurement 
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and evaluation in a novel manner. An approach of system modeling and business performance 
evaluation technique using key factors in dynamic manner is being studied and validated for 
planning sustainable organizational success. Exemplary data base for business performance target 
fixation and data based evaluation technique have been designed for demonstration. 


LITERATURE REVIEW 


Management is science, art, commerce, technology, sociology, philosophy, psychology and what 
not. Hence it is crucial and critical, but carefully creative. A lot of literature was also written down 
the ages, to explain the involvement of management in various facets of the society. Mention of 
Gita, Ramayana, Mahabharata, Koran, Bible and all such epics and granthas is worth as our treasure in 
terms of very ancient bibliography. 


It is vital to understand carpet trading from a technological, economic and sociological 
perspective. The handmade carpet sector has traditionally been driven by a single force: art and 
craft. More recently, the industry has sought to combine this with an additional force, technology 
and economy to improve productivity and ensure consistent quality. The combination of said forces 
has been used to help accelerate the growth of the sector’. 


An approach paper’ on Management of Product Trade, a part of doctoral study is also available 
for the trade in general and textile (carpet) in particular. The methodology’ for the performance 
measurement of the industry including social, ethical, cultural and health factors and focusing on 
sustainability of the organizations has been framed which is expected to become a useful tool for the 
trade for monitoring the business performance. 


It is also studied that the individual in general and organizations in particular would definitely 
excel in performing their assigned roles, task when there is integration of human development 
involving 3H (head, hand and heart) to build prosperous nation which would ultimately lead to 
form heaven‘. The mentioned specific framework has been designed following mathematical, 
scientific way which is expected to become a useful, inspirational direction for the trade or business 
or international business or management perspective keeping in concern the human beings other 
than human resources’. The process of human resource development also needs to be controlled 
appropriately. The person who is terminally competent on the particular job will be able to 
transform the overall process control effectively’. To be very specific business is defined’ as the 
activity of buying and selling of particular products. It also refers to activities with the main 
objective of earning profit. Business performance defines traditional measurement in terms of 
economic output like profit but only after a certain period that is half yearly or yearly. The literature 
review reveals that there is no dynamic way which controls the business performance either in 
predictive or preventive context and can indicate sustainability. Finally the present paper focuses on 
identification of the key factors, followed by segregation appropriately for performance 
measurement, validation so that sustainability can be ensured. 


OBJECTIVES 
To identify the key factors. 
Segregation of key factors in appropriate manner. 


1 
2 
3. Performance measurement—Modeling, measurement and evaluation. 
4. Validation of the modeling system. 

5] 


To plan and or ensure sustainability. 


METHODOLOGY/ APPROACH/ DESIGN 


In the present work, a survey is being taken up to identify key factors in four groups by four different 
groups of stakeholders. Thus 360 degree appraisal approach is being applied so that sustainability of 
the organization can be predicted or measured/ evaluated. 
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The methodology of identification of key factors in A to D groups by representative stakeholders 
is mentioned in Table 1. Each group of representative stakeholders cum respondents as mentioned 
below in Table 2 will be required to identify the key factors in pre researched four groups as under in 
Table 3. Further table 4 provides guideline to facilitate representative stakeholders cum respondents 
respond in right and effective manner so that tool can produce desired result. 


Feedback from representative stake holders will be taken to identify key factors based on feature 
of key factors and guideline (Table 2 & 3) for integration to target fixation and evaluation technique 
as shown in table 5 & 6 using exemplary data. 


Table 1: Identification of Key Factors (KF) in A to D Groups by Representative Stakeholders 


Exporter Importer Employees Others 
gw |(A).You desire to yw | (A). Exporter should gw |(A). Exporter should gw |(A).Require 
>, 2 | continue >, 2 | maintain >, & | continue > & | continuation by 
Ms Ms Ms M4 & | Exporter 
1 I, 1 1 
2 2. 2 2 
3 3. 3 3 
4 4. 4 4 
n n n n 
(B) You desire to (B) Exporter should (B) Where the (B) Need 
w | improve w | improve v Exporter should yw | improvement 
> 2 > g > £ improve > £ by Exporter 
Ms M& Ms M&S 
1 1. 1 1 
2 2. 2 2 
3 3. 3 3 
4 4. 4 4 
n n n n 
(C) You desire to (C) Exporter should (C) You wish your (C) Potential 
w | experiment w | experiment w | Exporter should w | for 
> 2 > >, 2 | experiment >, 2 | experimentatio 
Ms Ms ws 4 |n by Exporter 
1 1 1 1 
2 2 2 2 
3 3 3 3 
4 4 4 4 
n n n n 
w |(D) You feel as yw |(D) Exporter’s gw |(D) You feel your w |(D) Expected 
> & | challenge for > & | challenge > 2 | Exporter’s challenge > 2 | challenges for 
vi & sustainability vj & w & Vv & Exporter 
1 1 1 1 
2 2 2 y) 
3 3 3 3 
4 4 4 4 
n n n n 
Table 2: Feature of Representative Stakeholders cum Respondents of the Survey 
Sr. No. Feature of Representative Stakeholders 
1 Exporter (includes; manufacturer / supplier) 
2 Importer (includes; Buyer / Consumer) 
3 Employees (includes; Artisans / Weavers) 
4 Others (includes; service providers, vendors etc.) 
Table 3: Feature of Key Factors 
Sr. No. Groups Feature of Key Factors Remarks 
1 A Exists and require continuation 1. To become target fixation of Exporter 
2 B Exists but require improvement 2. To follow target fixation format already exist 
3 C New and require experimentation 3. To follow evaluation or validation as per 
4 D Unforeseen, anticipated and challenges format/ design already exist 
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Table 4: Guidelines/ Inputs for the Representative Stakeholders Cum Respondents 


Table 4.1: Specific Guidelines/ Inputs for Filling up Objective & Actions in Four Groups (A-D) 


Sr. No. Area focused. Feature 

1 Process, process control, wages/ incentive It should relate to production and productivity 

2 Compliance to Customer’s need It should relate to quality/ benefit 

) Market scenario/ Vendor’s perspective It should relate to price/ cost 

4 Contract compliance It should relate to delivery and terms and conditions including 
statutory ones 

5 Customer’s anticipated need It should relate to contract including after sales service and 
innovation 

6 Corporate Social responsibility It should relate to social accountability 

7 Values and ethics It should relate to ethical/ spiritual issues 

8 Retention of tradition and heritage It should relate to cultural issues 

9 Employee welfare It should relate to health aspects of workforce and their family 
and provident provision 

10 Environment It should relate to environment 

11 Customer’s perspective It should relate to customer satisfaction including trend setting 

12 Employee’s perspective It should relate to employee satisfaction 

13 Trade compliance/ World Trade organization | It should relate to tariff/ tariff barrier/ balance of trade 

agreement 
14 ___| Not covered above Any other point(s) 


Table 4.2: Specific Guidelines/ Inputs (with the Help of an Example) for Filling up Criteria/ Success Indicator Unit, 
Weightage and Target/ Criteria Values in Four Groups (A-D) 


1 2 3 4 5 6 7A 7B 7C_ | 7D 7E 
p) i Target / Criteria values 
n 
oe ° 8 » s 
nn a) 8 >) ¢ =} 
2 es 2 g& | | | eS | 
=) os yi 3 2 oO i=) S S 
5 & 9 PA Sg ob 9 Bes | cae: | <a & 
5] Gs F se (2 /F/ a | 8 
6 : as > as 
x G 5 4 3 2 1 
i 100 | 90 | 80 | 70 | 60 
Craftsman ship Skill management | Skill up No. 5 50 40 30 25 20 
gradation 
Instructions: 
e Column 2 & 3: To be filled by following Table 4.1 
e Column 4: To decide criteria / success indicator following the example given in Table 4.2 with respect to objective 
& actions (Column 2 & 3) 
e Column 5: The unit pertains to success indicator (Column 4). It may be number / percentage / timeline etc. 
e Column 6: Weightage to be distributed amongst objectives in a manner which denotes the relative merit and that 
total becomes 100 
e Column 7A -—7E: To denote the target value with respect to unit for each objective & ratings (5 to 1) 
Table 5: Format I: Target Fixation of Key Factors 
Exemplary Data for Key Factors—Business Performance Target Fixation 
2 3 8 g ; 328 : ® Target / Criteria Values 
=) Pst oS EYvs a Very : 
© 453 ies) 2 g Bs 5 S | Excellent Good Good | Fair | Poor 
3.2 § = a 
2 KS ma Os =f 100 | 90 | 80 | 70 | 60 
a Continuation Ability 
Desired Demonstration 
Skill up 
1 | Craftsmanship as gradation No. 5 50 40 30 25 20 
management training out of 
100 
Flexibility to Follow up Monitoring a 
2 | contreict schedule ability NA Bees | cor ail stellt aes ieee 
Ae Manulacunng: :|lchesiatpoints'| Nes \'| S|. 30 29 | 28 | 27 | 25 
contract control 
Sub total 15 
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B Improvement Plan 
required Documentation 
: Delay | Delay | Delay | Delay 
1 | Delivery period Follow ue Ty Timeline | 10 Ne by 15 | by 20 | by 25 | by 30 
schedule execution Delay 
Days | Days | Days | Days 
2 | Product quality ene Checklist points] No. [7.5] 30 29 | 28 | 27 | 25 
Level of 
ac Besdactqualiy:  ‘|Peeeiscruing | \complance:to % |75| 100 | 99 | 98 | 97 | 95 
management value and 
tolerance 
Sub total 25 
Cc Experimentation Capacity 
sought Exhibition 
1 | Trend setting POMONA EVE cere No. | 15] 20 19 | 18 | 17 | 16 
Samples acceptance 
n | Trend setting Toriovanye pusimers % 15 80 70 50 40 20 
Samples acceptance 
Sub total 30 
Challenge for 
D | sustainability Strategy 
Formation 
expected 
Check list— 
Gl nieaneegns Har te audit - % |15} 100 | 95 | 90 | 85 | 80 
requirements compliance Santoricnee 
Retention Policy 
“i | Avecamavadabiiey, (oO cee Employee % |15) 100 | 99 | 98 | 95 | 90 
incentive/ satisfaction 
recognition) 
Sub total 30 


"Note. Actual data is being organized following standard survey method which to include fixation of Weightage 
following AHP (Analytic hierarchy process) 


Table 6: Format II: Business Performance Evaluation Technique 


Exemplary Data Based Business Performance Evaluation 
- Target/Criteria Values Score 
& g 2 3 
> 
5 g = #|/&/38/)/4#]e8l,. 
= ¥ fs »| $l ep] s}/ae}é] # 
7.) fj 9 7) op ia o 2 s 
& ‘e) < a » § ea > = 2 
eB} g é g 5 | |e) 3 
q 3 g & Bo oi ae ina | pe | aii | 
& § E < - 
> HH 2 
M 3 100 | 90 | 80 | 70 | 60 
F .__ | Ability 
A Concimnation Demonstrati 
desired. 
on 
Skill up 
pl eemere | Sal) Braeenow | og. | 25% || 800 | 40: ||! 30 || a5] aoe || as. |498e| 2.75 
p management | training out 
of 100 
Flexibility to | Follow up Monitoring - 
2 eontaek schedule ability % 5 100 80 75 70 50 80 | 90 | 4.50 
* Flexibility to | Manufacturin Checklist No 5 30 29 28 7 5 25 | 60 3.00 
contract g control points 
Sub total 15 ee 
B Improvement | Plan 
required Documented 
: : say Dela | Dela | Dela | Dela | Dela 
1 Delivery Follow up Timely Timelin 10 No by: lsby-|apby: ley by aeby. (90 | 90 
period schedule execution |e Delay 15 20 25 30 15 
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Days | Days | Days | Days | days 


rales Meme ceatin | CREGRUSE = 1) agra «le! |loaar, | BO: Ill SoBe. | noe | |!o95%1] S405 00) 95 
quality ng control points 
Product aaa ae ne 
n : ng P % 75 100 99 98 97 95 100 | 100] 7.5 
quality to value and 
management 
tolerance 
Sub total 25 24.0 


Experimentati | Capacity 
on sought Exhibited 


{|| Trend’ setting | ROVaeve || Castomers |) agg. |) 15-.|| <doe i]. a9" || 48%] tz || de] a9 |'90;| 42? 
Samples acceptance 0 
n| Trend setting |!povative |Customer’s | 4 | 15 | go | 70 | 50 | 40 | 20 | 90 | 100] }-° 
Samples acceptance 0 
Sub total 30 ae 
Challenge for 
D| sustainability Strategy 
Formed 
expected 
Check list 
fy | ACOE aber % | 15 | 100 | 95 | 90 | 85 | 80 | 7 | 0] 0 
requirements |compliance | conformanc 
e 
Retention 
: Policy 
We a (Wage/ Deere oF % | 15 | 100 | 95 | 90 | 85 | 80 | 80 | 60 | 9.00 
availability : : compliance 
incentive/ 
recognition) 
Sub total 30 9.00 
COMPOSITE SCORE i 
RATING/ SCALE/ GRADE a 


“Note: Actual data based evaluation to follow. The raw score for achievements below 60 or rating 1& above 100 or 
rating 5 will be 0 & restricted to 100 respectively 


FINDINGS 


It has been possible to identify stake holders. Features of key factors and guideline sent to 
representative stake holders. Clarification from some of them received and compliance made. Final 
feedback from them will be integrated to target fixation and evaluation technique to continue 
followed by validation of the System modeling adopted. However, exemplary approach shown 
demonstrates the way target fixation and evaluation can be done. The approach hence is new and 
novel way of monitoring business performance is launched. 


MANAGERIAL IMPLICATIONS 


This new technique need to be adopted with fair knowledge, transparency, sincerity / dedication if 
dynamic way preventive and predictive success to be planned. Therefore all level employees to be 
delegated and entrusted for setting and achieving business performance target. This holistic 
approach’ is therefore a challenge too. 


LIMITATIONS/ SCOPE FOR FUTURE WORK 


The sector chosen is rural, cottage and unorganized hence information available as on date is scanty 
and limitation exist. A lot of study is required to get response from stakeholders, a challenge of the 
research study undertaken however the sector is very potential for socioeconomic development. 
Therefore scope for future study and exploration of development in deriving demographic dividend 
can well be exploited. Moreover scope of the study is extendable to other sector (s) and organization 
(s) too. 
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CONCLUSION 


The approach of business performance evaluation is new, niche and novel. The key factors and 
business performance target may change time to time. Business performance can be measured and 
evaluated at any point of time. Thus the proposed system model is dynamic in nature. 


The features of key factors and guideline have been designed for the present study in a manner 
which suits the scope i.e. handmade carpet industry. The exemplary data based business 
performance target and evaluation have been demonstrated. Actual data is being organized 
following standard survey method which to include fixation of weight age following AHP (Analytic 
hierarchy process)’. The feature and guideline offers scope for emergence of aspects covering social, 
ethical, cultural, health and spiritual/ inspirational issues too as unique and symbolic sub elements. 
Expected integration in 360 degree way in such a holistic manner likely to derive a successful system 
modeling for the sector in particular, and society/ trade in general to ensure sustainability. The 
approach demonstrated in this paper is expected to become a tool for organizational health 
monitoring. 
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Abstract—Environmental sustainability is a social concern today and is becoming more and more challenging. Our 
ancient wisdom shows that spiritual values such as simplicity, generosity, tolerance and forgiveness, contentment, peace, 
love, etc. are core to the sustainability and the erosion of these values is the root cause of the issues. By regaining or renewing 
our spiritual values, the environmental issues can be effectively addressed. There are different methods that being practiced 
for regaining the spiritual values. This paper examines the sustenance of spiritual values through Rajayoga and illustrates 
how it develops and sustains spiritual values and discipline in human beings and enables leading a simple and contented 
life style, service of the human beings and nature in a subtle way and sustainable technological innovations, based on a case 
study of the spiritual organization Brahma Kumaris. It is found that Rajayoga is quite effective in developing these 
capabilities. When the individuals in a community setup integrate Rajayoga practice with their life style, the community 
would be able to achieve these capabilities and sustain it. Further work is required to compare the effectiveness of Rajayoga 
practice with other methods. 


Keywords: Environmental Sustainability, Spirituality, Raja Yoga, Sustainable Technologies, Meditation 


INTRODUCTION 


Environmental sustainability is a social concern today and is becoming more and more challenging. 
Learning to Live in Harmony with our natural world is the most pressing need of our time. Several 
studies in the literature have addressed the connection between spirituality and sustainability. In [1], 
the author points out that an in-depth look at the different religious teachings, medieval 
philosophies, and traditional beliefs as the major repositories of human knowledge besides modern 
science reveals that, aside from the variation in semantics, most of the ecological disasters contain a 
strong component of living in harmony with nature and with one another. This is the logical essence 
of what we, today, call sustainability. In [2], the authors who are long time practitioners in the yogic 
and Buddhists traditions, develop a model based on holistic yoga teachings and show how it can be 
used to make more mindful decisions and thus drive sustainable consumption behaviors. In [3] the 
author argues that spirituality enables a businessperson to gain a more integrated perspective on 
their firm, family, neighbors, community and self. Hence, business people and business faculty show 
a significant increase in interest in spirituality in the workplace. In [4], the authors reviews the 
extant literature on spirit at work, highlights the key dimensions of spirit at work, and elaborates on 
each of them. In [5], the authors builds on the workplace spirituality and spiritual leadership 
literatures to revisit the Maslowian notion of eupsychian management, showing that leaders’ 
behavior has an impact on how people perceive the organization at the higher levels of 
self-actualization: the spiritual ones. In [6], the authors addresses the issue of integrating spiritual 
values and teaching by reflecting on the experiences of three management teachers. In [7], the 
author articulates that if charity begins at home, sustainability starts with the Self. 


This paper examines the sustenance of spiritual values through Rajayoga and illustrates how it 
develops and sustains spiritual values and discipline in human beings and enables leading a simple 
and contented life style, service of the human beings and nature in a subtle way and sustainable 
technological innovations, based on a case study of the spiritual organization Brahma Kumaris 
[12,13]. It is found that Rajayoga is quite effective in developing these capabilities. Also, people 
from various walks of life are able to integrate it with their life style and experience the results 
irrespective of their caste/religion, age, gender, creed, profession etc.. When the people from an 
organization integrate Rajayoga practice with their life style, the organization would be able to 
achieve these capabilities and sustain it. The paper is organized as follows: 


Section 2 explains the Rajayoga and the development and sustenance of spiritual values. 
Through its regular practice. The effect of Rajayoga in leadng a disciplined life is illustrated in 
Section 3 using empirical data. The simple and sustainable life style followed in Rajayoga is 
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explained in Section 4 and its role in in leading a healthy life is illustrated in Section 4. The impact 
of Rajayoga on sustainability is illustrated through the sustainable yogic agriculture in Section 5 and 
use of sustainable energy in Section 6. The results and conclusions are summaried in Section7. 


RAJAYOGA 


The Rajayoga practice followed at the Prajapita Brahma Kumaris Ishwariya Vishwa Vidyalaya 
[9-13] is used for discussion in this paper. Every human being in this world aspires for peace and 
happiness. Happiness and peace have less to do with gross objects; they refer to states of mind. The 
advantages of practicing Rajayoga includes deep relaxation, behavioural transformation, experience 
the heavenly love (Godly love), gaining control over mind and economy of thoughts, living in 
harmony with the nature and with oneself, improved relationship with others etc. The three major 
powers in the world that interact and leads to various activities are the powers of the Soul, the 
Supreme Soul and the Nature. 


THE SELF OR SOUL 


A human being is comprised of Soul and Body. The matter of the body is a form of physical energy 
and the soul is non-physical (meta physical) conscious energy. It is also called “self” or “consciousness” 
or “spirit”. The soul is a living entity different from its instrument namely the body with various 
components like eyes, ears, nose etc. and is the master of the body. The body is mortal whereas the 
soul is eternal and immortal. When the soul leaves the body, the body is declared 'dead'. 


The soul is located in the middle of the forehead, in between the two eyebrows (In the area of 
the brain housing the thalamus, hypothalamus, pituitary glands, and pineal glands). This seat of the 
soul is also known as the “third-eye”. The connection between the physical and non-physical is by 
means of thought energy. The brain is the "control-room". Just as a driver controls the car using a 
control panel, the soul employs the brain to control the body. Brain is a complex machine made of 
matter by means of which the soul receives messages from or gives directions to the sense-organs. 
The brain is the meeting place of all nerves, which carry sensations from all parts of the body to 
brain which functions like a control-room and makes the body to work. 


The eternal nature of the soul is complete purity and it is perfect with knowledge, purity, love, 
peace, happiness, bliss, and, power. While living in a body, the soul always desire for experiences of 
these qualities. These are the qualities that naturally emerge when the soul is aware of itself, or in 
other words, is soul conscious. 


FACULTIES OF THE SOUL 


A soul has three faculties-mind, intellect and impressions. It is actually the same energy functioning on 
three different but closely connected levels (Figure 1). 


Mind 

Mind is the thinking faculty of the soul. It is the mind that imagines, thinks and forms ideas. The 
thought process is the basis of all emotions, desires and sensations. It is through this faculty that, in 
an instant, thoughts can be projected to a distant place, past experiences and emotions can be 


relieved or even the future can be anticipated. It is the mind that experiences the variations of 
moods like happiness or sadness. 


Intellect 


Intellect is used to process and interpret the thoughts. This is the faculty of understanding and 
decision-making, which stands out as the most crucial faculty of the three. With the deepening and 
broadening of the intellect, clear understanding and the realization of the knowledge become 
natural, and the power to decide and reason becomes clear. It is the intellect which remembers, 
discriminates, judges and exercises its power in the form of will. 
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Thought Power (Mind) 
Imagines, Thinks, Feels and Forms 


Will Power (Intellect) ioe 
Evaluates, 
discriminates, 
reasons, decides and 
understands 


Experience of the 
Self Record of 
Actions 
(Impressions) 
Tendencies, Habits, 
Traits, Talents and 
Memories 


Subconscious 


Fig. 1: Faculties of a Soul 


Impressions 


Impressions are predispositions (called Sanskaras in Hindi) or "subconsciousness" which is the 
record of all the soul's past experiences and actions. Sanskaras can take the forms of habits, talents, 
emotional temperaments, personality traits, beliefs, values or instincts. Every action as an 
experience either creates a sanskara (this is how a habit begins) or reinforces an old one. Whatever 
impression is etched in the soul remains within it, forming a complete archive of all the experiences 
that the soul has had. When we speak of defects, specialties or virtues, we are referring to the 
sanskaras. These impressions in turn stimulate the mind and influence the quality of thought. And 
the most fundamental feature of a soul, the personality, is determined by its impressions, the 
reservoir which we draw upon, often sub-consciously, as a source of thoughts and actions. 


SPIRITUAL POWERS 


There are powers or energies of various kinds. They may be bodily or subtle. The energy, that lies at 
the foundation of all other energies or powers, is the Spiritual energy/power. The essential powers 
include [11] the power of tolerance, the power of judgment, the power to make right decisions, the 
power to face, the power to accommodate, the power to change, the power to cooperate, and the 
power to pack up. 


SELF REALIZATION 


Any action (Karma) performed by a soul begins with a thought in the mind [9]. The intellect weighs 
the thought and judges whether it should be transformed into action. Once the action is performed, 
it leaves a subtle impression on the soul, which shapes our impressions (sanskaras) (Figure 2). These 
impressions form the basis of and influence our future thoughts. Thus, if a person performs a wrong 
action, the impression it forms will impel him to perform more wrong actions in the future. Each 
time he does wrong, his impression will become stronger, and under its growing influence he will go 
on doing wrong. It is like a man digging a pit and sinking deeper into it as he digs. 


A person is in body consciousness when he/she identifies himself or herself with the physical 
body or an attribute of the body, i.e., when the thinking, feeling, actions and behaviors are with the 
awareness that he or she is a body. The vices like lust, anger, greed, attachment and ego are all 
having their roots in body consciousness. 


When a person is in the state of awareness that "I am a Soul and not this physical body", then 
he/ she would be in soul consciousness. In other words, the person thinks, feels, acts, behaves, 
compares etc with the awareness that he or she is a soul, the master of the body. The original 
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qualities of a soul such as knowledge, purity, love, peace, happiness, bliss, and, power naturally emerge 
under soul consciousness. Karma performed under the influence of soul—consciousness form right 
Karma, and only such Karma can bring lasting peace and bliss. 


CONSCIOUS MIND 


thoughts 
emotions 
desires 


SUBCONSCIOUS MIND f INTELLECT 
_ memories — personality judgement 
impressions — consciousness discrimination 

instincts — life-force decision 


habits 


— soul 


OBSERVATION 
is imprinted in 
subconscious 
“memory bank" 


EXPRESSION 
of emotions 
desires, decisions, 

via the body 


Fig. 2: The Interaction between Various Faculties of the Self 


All our Karmas are motivated by the desire for peace, comfort, and happiness. This aim drives 
all human actions, as no one deliberately wants to be miserable. Even wrong actions are motivated 
by the desire for some gain, however short-lived or misguided it may be. This is where Karma 
reflects the character of each soul. Souls who have character flaws will even perform unrighteous 
actions in order to get happiness, whereas some other souls willingly sacrifice transitory gains if they 
are ill-gotton. 


The soul consciousness can be realized through the understanding of the Supreme soul and a 
meditation practice based on it called Rajayoga. Regular practice of this enable the soul to 
experience lasting peace and bliss. 


THE SUPREME SOUL 


The term 'Supreme Soul' or God means He is supreme among all souls. It implies that, He is also 'a 
soul', though He is the Highest of all. He does not come into the cycle of birth and death and is ever 
pure. Like the soul, the Supreme Soul is also a subtle, infinitesimal point of Light and it is observed 
that all religions have images, idols or memorials bearing one name or another to represent His 
form of Light. He is not visible to the naked eye but it is very much possible to experience His 
presence and proximity in His loveful remembrance or yoga. He is the doer of good or benefactor to 
all and hence He is called 'Shiva'. He is also remembered by other expressive names like Allah, 
Jehovah, The Father etc. His home is the incorporeal world, an infinite expanse of golden-red light, 
which is beyond this physical world we live. It is the original abode of all souls as well. The 
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incorporeal world is known as Paramdham or Brahmlok. Knowing where the Supreme Father is, 
the soul can establish connection with Him through thoughts during meditation. Since He is always 
in soul-consciousness state, the original qualities of a soul such as knowledge, purity, love, peace, 
happiness, bliss, and, power are always in fully emerged form. Any soul can develop these virtues 
through His loveful remembrance. This is called Rajyoga. 


RAJAYOGA MEDITATION PRACTICE 


All actions of a soul are motivated by the desire to experience its original qualities. The 
consciousness that “I am a soul” automatically brings out these qualities. Actions are born from the 
seeds of thoughts. Since the seed of an action is a thought, one needs to check whether the seed or 
thought is filled with these virtues. Very often the seed may be filled with virtues but the action may 
not be the same one might have thought. This is because the thoughts arising from past impressions 
(sanskara) due to wrong way of doing the same action in the past might have over powered the 
thought. Therefore, to realize the thought filled with virtues, the thought must also be powerful. 
Determination or will power plays a key role in this. 


Practice of Rajayoga Meditation help in empowering the self to create powerful thoughts filled 
up with virtues. Through love-full remembrance of the Supreme Soul in soul-consciousness, the soul 
can realize its original virtues. All actions performed under soul consciousness with remembrance of 
the Supreme Soul will be filled up with the original virtues and as per the law of Karma, the soul is 
also bound to experiences these virtues as return of such actions. This is a positive cycle of 
transformation. For this, the self has to continuously monitor its state and bring changes to the 
thought process. This is realized by practicing soul consciousness and through loveful remembrance 
of the Supreme Soul. A conscious repeated effort on creating thought on any attribute or quality 
leads to the realization and experience of that thought. Examples of such thoughts are: “I am soul- 
master of this body, I am a pure soul, I am peaceful soul, I am a loveful soul, I am a happy soul, I 
am a powerful soul, I am knowledgeful soul, I am a blissful soul”. This process leads to attaining 
complete purity of the soul like the Supreme Soul and attains perfection in actions. 


Once the Soul experiences its own pure perfect nature, the perception about everyone including 
himself begins to change. It gets affirmed that others are also pure souls like him and that the 
weaknesses are only temporary. He will be compassionate to others. The experience of the perfect 
nature also changes the attitude towards work as well as nature. Once the perception changes the 
attitude and outlook of the person changes and brings satisfaction (contentment) to the self and to 
the environment including others. Once the consciousness is transformed, it changes feelings, 
attitude, outlook, words, actions, relations and time. It finally settles itself into the soul as positive 
personality traits. 


SUSTAINING A DISCIPLINE LIFE THROUGH RAJAYOGA 


A comprehensive survey of Brahma Kumaris Youth group was carried out in January-February 
2006 with the objective to get data on different levels and areas of transformation among the youth 
due to Rajayoga practice [8]. This was a nationwide survey involving more than 11000 Brahma 
Kumar Rajyogi youth in India. All of them are regular students of Rajayoga training and have 
practiced it for at least one year after their training. The subjects were asked whether they had any 
vice before the exposure of Rajayoga and whether they had given up the respective vices after the 
practice of Rajayoga and since when. The vices considered in the survey include (1) addiction to 
drinking liquor, smoking, tobacco consumption and drug abuse (ii) immoral behavior such as lust, 
corruption, gambling, viewing obscene films and reading obscene literature (iii) Undesirable 
practices like taking non-vegetarian food, revengeful nature, indiscipline and raging, and (iv) 
antisocial acts such as destructive activities and violence. The data collected is summarized in 
Tables 1 and 2. 
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Table 1: Effect of Rajayoga at a Glance 


No. of Youth % 
Youth Surveyed 11393 100 
Youth Not Indulged in Vices before Rajyoga Practice 3248 28.51 
Youth Indulged in Vices before Rajyoga Practice 8145 71.49 
Youth Gave up Vices after Practicing Rajyoga 8108 99.55 
Total no. of Youth who gave up Vices after Rajyoga Practise 11356 99.68 


The Rajayogi youth were divided into four age groups: 16—20 (20%), 21-25 (28%), 26-30 
(26%), and 31-35 (26%) years. They were also subdivided into four groups according to 
their marital status: Kumari (unmarried female, 36%), Kumar (unmarried male, 43%), 
married female (12%), and married male (9%). 


Considering the years of practicing Rajayoga, youth were divided into 5 groups: 1-5 years 
(50%), 6-10 years (26%), 11-15 years (15%), 16-20 years (5%), 21-25 years (2%), 25-30 
years (1%). Youth practicing Rajayoga for 1-5 years formed half of the sample surveyed. 


The survey revealed the percentage of youth indulged in vices before the practice of 
Rajayoga were in 42% of the youth were non-vegetarian, 29% were having revengeful 
nature, and the proportion of indulging in lustful activities and undisciplined behavior was 
21% of each. Fifteen percent had violent activities-Indulging in corruption, gambling, 
raging, drinking, drugs, obscene literature, smoking, tobacco consuming was in the range of 
about 5-12%. Thus 72% of the youth had indulged themselves in different vices before the 
exposure to Rajayoga. 


The results indicate that while all the 100% of the subjects under survey had voluntarily 
committed themselves to observing lifelong celibacy, only a small proportion amounting to 
1.71% is yet to go for lifelong commitment in this regard. 


Celibacy is a great virtue, which Mahatma Gandhi also propagated, that results in holistic 
development of a person, and the nation in more ways than one. It has been seen as a 
simple, easy and natural result to Rajayoga practice. 


The findings of the survey indicate that 99.55% of the youth surveyed gave up different vices 
as a result of Rajayoga practice. Thus, Rajayoga technique plays a very powerful role in the 
behavioural transformation of youth. 


Different youth in the study took different time spans to get rid of their vices. The time 
frame varied from one year to 5 years. The most heartening fact is that around 90% of them 
managed to get rid of their negativities within 5 years of Ragayoga practice. About 75% of 
them took only one year to get transformed and about 1-2% of them took as long as 3-5 
years. A marginal 3—4% of cases fell into the category of 2—3 years. 


The proportion of non-indulgence in vices was found to be very large after Rajayoga practice. So 
we can conclude that Rajayoga practice is significantly effective in bringing positive transformation 
among youth. 


LEADING A HEALTHY AND SUSTAINABLE LIFE STYLE THROUGH 
RAJAYOGA 


In order to reap the richest fruits from Rajayoga meditation a yogi lifestyle is recommended. 
Meditation is used to empower the self to release any unhealthy eating habits and achieve freedom 
from any addiction. If we become stronger, our sense of spirituality deepens and we will find 
adopting these practices becomes quite natural. 


Vegetarian Food 


A vegetarian lifestyle is best suited to sustainable living because it requires the fewest resources to 
produce and causes the least amount of environmental damage and degradation. 
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Preparing and Offering Food to God 


There is the saying “As the food, so is the mind”. The food prepared in remembrance of the God and 
remembering the God while eating purifies the food and helps to purify the mind. 


Rest and Energy 


The energy levels are dependent on whether we take rest periods or not. Providing rest and 
relaxation of the body is as important as giving rest to the mind. If the mind is not relaxed, the body 
will not relax, whereas when the body is tense or even sick, it is still possible for the mind to relax. A 
practiced meditator can also lessen his dependence on sleep as a form of rest and renewal. 


Physical Exercises 


Enhances or maintains physical fitness and overall health and wellness. 


Regular Study and Learning Attitude 


Regular class and Rajayoga meditation practice are the main pillars for one’s spiritual progress and 
they support the individual to transform their nature easily and quickly. Knowledge will increase 
more and more when they are used for the self and for the others. Churning means absorbing the 
knowledge into life, to inculcate it. 


Checking Chart 


Checking our activities every day to see the personal progress. 


Purity 


Purity evokes greatness in every action. It is reflected in the beauty on the faces and the light in the 
eyes of young children. A fraternal attitude of purity is the foundation of peace and happiness. 
Purity means that thoughts originate in self-respect and clean conscience. Purity means integrity and 
-motives and intentions are straight forward. Purity is expressed as good wishes and pure feelings 
for other souls and nature. 


Meditation Practice 


It is introspective. Its practice enables one to look within and make contact with the inner truth. 


Selfless Service 


To serve is to use what is ours for other people. Service is a method of moving forward. To serve is 
to give everything—our mind, our body, and our money etc. Service through the mind is through 
thoughts. This can destroy the weakness of others and spread the waves of peace. Serve the matter 
by creating a powerful attitude of soul consciousness. To serve matter means to respect it. Values 
required for selfless service include simplicity, Forgiveness, Generosity, Surrender, Tolerance, etc. 
Purification of the five elements—air, earth, water, fire, ether is also a service of the mind. Powerful 
positive vibrations of the soul can purify and changes the five elements of the nature. 


Table 2: Distribution of Youths Surveyed having Given up Different Vices during Different Periods of Time 


Vices Total % Time Taken (in Years) in Giving up Vices as Rajayoga Practitioner 
Indulged 0-1 % 12} % |2-3| % | 3-5 | % | Within5 | Total % 
Years (%) | Gave up 

Corruption 648 7.96 | 490 | 75.62 | 50 | 7.72 | 18 | 2.78 | 26 | 4.01 | 90.12 644 99.38 
Destructive 130 1.14 | 102 | 78.46) 6 | 462) 4 | 3.08) 2 | 1.54] 87.69 130 100 
Activities 

Drinking 1187 | 10.42| 979 | 82.48 | 30 | 2.53 | 24 | 2.02 | 25 | 2.11 | 89.13 1182 99.58 
Drugs 544 4.77 | 437 | 80.33 | 19 | 3.49 | 17 | 3.13 | 11 | 2.02 | 88.97 543 99.82 
Gambling 731 6.42 | 586 | 80.16 | 27 | 3.69 | 23 | 3.15 | 22 | 3.01 | 90.01 729 99.73 


Table 2 (Contd.)... 
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... Table 2 (Contd. 


Indiscipline 2342 | 20.56| 1618 | 69.09 | 191 | 8.16 | 93 | 3.97 | 148 | 6.32 87.53 2313 98.76 
Lust 2339 | 20.53 | 1738 | 74.31 | 178 | 7.61 | 75 | 3.21 | 89 | 3.81 88.93 2316 99.02 
Non- 4793 | 42.07| 3781 | 78.89 | 164 | 3.42 | 79 | 1.65 | 81 | 1.69 85.65 4776 99.65 
vegetarian 

Obscene Film 2597 | 22.79 | 1877 | 72.28 | 166 | 6.39 | 94 | 3.62 | 125 | 4.81 87.1 2579 99.31 
Obscene 1305 11.45} 1000 | 76.63 | 75 | 5.75 | 39 | 2.99 | 49 | 3.75 89.12 1301 99.69 
Literature 

Ragging 629 5.52 | 429 | 68.2 | 58 | 9.22 | 21 | 3.34 | 24 | 3.82 84.58 622 98.89 
Revenge 3346 =| 29.37 | 2348 | 70.17 | 257 | 7.68 | 140 | 4.18 | 176 | 5.26 87.3 3312 98.98 
Nature 

Smoking 1122 9.85 | 938 | 83.6 | 30 | 2.67 | 23 | 2.05 | 18 1.6 89.93 1120 99.82 
Tobacco 1026 9.01 | 846 | 82.46 | 34 | 3.31 | 26 | 2.53 | 18 | 1.75 90.06 1025 99.9 
Consuming 

Violence 1679 8.4 | 1247 | 74.27 | 123 | 7.33 | 62 | 3.69 | 53 | 3.16 88.45 1669 99.4 
Indulged/ 8145 | 71.49 8108 99.55 
Gave up Vices 


THE CORONARY ARTERY DISEASE (CAD) PROJECT 


The CAD project was launched in 1997 focusing on the effect of lifestyle changes-specifically a 
vegetarian wholesome diet, moderate aerobic exercise and stress control by Rajayoga meditation on 
the coronary artery diseases [8,16]. 


The project was co-partnered by the Defense Institute of Physiology and Allied Sciences and the 
Morarji Desai National Institute of Yoga, and sponsored by the Central Council for Research in 
Yoga & Naturopathy. Other collaborating medical institutes were the J J Group of Hospitals & 
Grant Medical College (Mumbai), U N Mehta Institute of Cardiology (Ahmedabad), G B Pant 
Hospital (Delhi), V S Hospital (Ahmedabad) and Care Hospital (Hyderabad). 


The treatment included lifestyle intervention with Rajayoga meditation for stress management, 
low-fat high fibre diet for reducing risk of hype lipidemia, and regular aerobic exercises or walking 
to improve the cardio-vascular and metabolic efficiency. Since its inception, about 2500 patients 
have been benefited in healthy lifestyle programmes organized by the Global Hospital and Research 
Centre. The study presented below is the sample of the one of the trials conducted by Dr. Satish 
Kumar Gupta on 274 patients from April 2000 to November 2001. These patients (274 moderate to 
severe CAD patients) were randomized to healthy life style (HLS) group (N=140) and control group 
(N=134). The HLS group went through 


e Stress management through Rajayoga. 

e Low fat high fibre vegetarian diet. 

e Moderate aerobic exercise with usual medical care. 
The Control group went through 

e Low fat high fibre vegetarian diet. 

e Moderate aerobic exercise with usual medical care. 


The results of the study are shown in Table 3. This shows that Rajayoga practice enables a 
simple, sustainable, and healthy life style. 


Table 3: Holistic Improvement through Rajayoga 


Psychological Stressors HLS Group Control Group 
Type ‘A’ Behaviour \ 13.07% \ 0.84% 
Anxiety V 23.65% Vv 7.30% 
Depression \ 44.67% JV 8.43% 
Anger V 43.95% 4 1.48% 
Healthy Lifestyle Change + 37.00% + 12.98% 
Overall Feeling of Well Being + 36.28% tT 9.68% 
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SUSTAINABLE YOGIC AGRICULTURE 


Learning to Live in Harmony with our natural world is the most pressing need of our time. As more 
of us are exposed to increasing streams of information there is also a need to access greater calm and 
compassion. In order to hear the call to live as global citizens, we need to take greater care for each 
other and our increasingly fragile Nature. 


Sustainable yogic agriculture is a pioneering initiative of the Rural Development wing of the 
Brahma Kumaris World Spiritual University [15]. It uses Thought based meditative practices 
combined with organic farming to reduces costs.. Using a biodiverse system-wide approach, Yogic 
Agriculture recognizes all elements of farming: humans, animals, birds, flying and crawling insects, 
micro-organisms, seeds, vegetation and surrounding ecosystems, as well as natural elements of Sun, 
soil, air, water and space. Regular meditations are conducted remotely and in the field with specific 
thought practice designed to support each phase of the crop growth cycle, from empowering seeds 
and seeds germination, through sowing, irrigation and growth, to harvest and soil replenishment. 


Scientists are undertaking studies conducted at different stages of crop growth to further 
understand the effects of Rajayoga meditation on crop yield, quality, and costs. Results on nutrient 
analysis shown in Table 4 and the economics benefits shown in Table 5 clearly shows the 
advantages of this approach. 


Table 4: Nutrient Analysis of Tomato 


Nutrient Yogic Chemical 
Fat 0.11% 0.20% 
Protein 1.13% 0.74% 
Carb. 5.36% 4.15% 
Energy 27.47 Kcal/ 100g | 19.5 Kcal/ 100g 
Vit. C 14.9 mg/100g 6.05 mg/100g 


The meditative and organic practices of Sustainable Yogic Agriculture are bringing together 
more than 500 farmers in India with scientists from India’s leading agricultural universities, G.B. 
Pant University of Agriculture, Science and Technology and S.D Agricultural University. 
Preliminary findings indicate that OFM-2 (organic + meditation) has the greatest soil microbial 
population and that seeds germinate up to a week earlier. Subsequent crops reveal higher amounts 
of iron, energy, protein, and vitamens compared to OFM-1 (organic) and CIM (chemical), offering 
low-cost high-benefit methods for local communities. 


Table 5: Economic Benefits 


Cost/ Profit (INR) Yogic Chemical 
Net Cost/Acre 6020.00 26740.00 
Gross cost/ Acre 13378.00 28147.00 
Total crop/Acre 13667 Kg 15158 Kg 
Market value/Acre 77446.00 85895.00 
Profit/ Acre 64068.00 57778.00 


SUSTAINABLE ENERGY INITIATIVES 


The Brahma Kumaris has been actively involved in the research and development of alternative 
renewable energy concepts for more than 15 years. Apart from being an expression of respect for the 
natural resources and providing sustainable energy for the community, it has also been an 
opportunity to work together with other organisations and institutes to learn and share new 
technologies for wider use. 


SOLAR ENERGY INSTALLATIONS FOR LARGE COMMUNITIES 


Examples of solar energy projects have contributed to the new technologies for large scale solar steam 
cooking, as well as photovoltaic energy production for large communities. The solar energy 
applications include modular solar steam cooking systems, solar PV systems, hybrid wind-solar 
system with battery backup, solar hot water facilities, solar photovoltaic power plant with Sun-power 
inverter, solar street lighting, solar lanterns and solar cooking boxes etc. In 1999 a 600 KW solar steam 
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cooking was installed at the SHANTIVAN CAMPUS, ABU ROAD. This system generates steam for 
38,000 meals a day and was recognized at that time as the world’s largest solar steam cooking system. 
It consists of 84 parabolic concentrators and daily generates 3500 Kg of steam. 


BUILDING A SOLAR ENERGY POWER PLANT 


“India One“, an innovative 1 Mw solar thermal power plant is currently being constructed at the 
Shantivan Campus of the Brahma Kumaris headquarters, Abu Road, Rajasthan, India [14]. 


This project uses 770 newly developed 60 square metre parabolic dishes and features thermal 
storage for continuous operation. The plant will generate enough heat and power for the campus of 
20,000 people and will provide a sustainable model for decentralized solar energy generation, 
in India. 


“India One” is executed by the World Renewal Spiritual Trust (a sister organization of the 
Brahma Kumaris) and partly funded by the Ministry of New and Renewable Energy Sources 
(MNRE), India and the German Ministry for Environment, Nature Conservation and Nuclear 
Safety (BMU). 


RESULTS & CONCLUSIONS 


The Rajayoga, practice leads to development and sustenance of spiritual values. This leads to a 
disciplined and positive life resulting in the creation of positive activities as shown by the data in 
Section 3. Rajayoga practice leads to a simple and sustainable life style resulting in a healthy life as 
illustrated by the data in Section 4. The positive activities of human beings lead to a positive impact 
on the Nature as illustrated by the sustainable Yogic Agriculture in Section 5 and the sustainable 
energy initiatives in Section 6. The above case facts illustrate that the environmental sustainability is 
deeply rooted with the spiritual sustenance and we need to address many of these problems at the 
spiritual level as said in the following quote: 


“The significant problems we face today cannot be solved at the same level of 
thinking at which they were created.”’ 


—Albert Einstein 


Further work is involved in comparing the effectiveness of Rajayoga with other spiritual 
practices in sustaining the environment. 
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Abstract—Spirituality at workplace plays a vital role in the overall performance and growth of an employee. They feel 
supportive and secured and work with passion and show their commitment towards the organization. As the working 
environment of an organization has a great impact on the personal as well as the working life of an employee they have a 
dire need to keep the employees motivated and highly satisfied. All that the employers need to do is making their employee 
feel appreciated and recognized. The objective of the study was to understand the importance of spirituality at the 
workplace, the importance given to spirituality at the workplace and the activities involved in enhancing their spirituality. 
The sample respondents for the study were the employees working in limited companies in the state of Rajasthan. F-test 
ANNOVA was used in order to find the association / non association between the variables. It was found that employee felt 
the need to be attached to the society and also intended to realize their full potential. Work contributes significantly to the 
general meaning of life. Religion and spirituality does have a important role to play in people lives. Everyone believes in the 
existence of god, deity or some super power governing the activities on this planet. 


Keywords: Organization, Spirituality, Workplace 


INTRODUCTION 


In the present era humans must have good intelligence and people skills. It has become important to 
manage the concept of emotional and spiritual intelligence. Spirituality is always flowing around us 
but never taken seriously. "Spirituality is often expressed in the broadest sense as organizational and 
personal aspirations and goals, values and ethics; and comments about how the organization should 
treat its people, the environment and the community." It has become important for organization to 
adopt humanistic and spiritual values at their workplaces to make employees feel a sense of spirit 
and souls to grow and flourish. There is an increasing need of spirituality, wisdom, reflection, 
inspiration, creativity, and compassion among employees and managers in their work culture. 
Organizations have never thrown a light on the issues of spirituality. So the question which arises 
here is that what is the concept of spirituality? Spirituality is something which comes out of our 
inner souls and is connected to our spiritual centre. 


Superior always considered spirituality to be an increasing integrity, motivation and job 
satisfaction among employees. Spirituality’s develops good moral habits and provides a positive test 
towards the ‘“appropriateness" of spirituality in business. Many of the executives feel that spirituality 
does not develop good moral habits. In this study we explored the importance given to spirituality at 
workplace and the activities involved in enhancing spirituality at the workplace. 


REVIEW OF LITERATURE 


(Fred Milacci, 2002) examined the way spirituality was co-opted and commodified to serve the 
interests of the marketplace from a faith-based perspective.(Lewis, 2000) suggested and 
incorporated employee spirituality among the management. (Ian I. Mitroff, 1999) found that 
organizations must develop a spiritual energy in the organization for developing better products and 
services. (Grant, 2004) found that even in an workplace where a large no of employees that their 
work culture surrounds with spirituality. But struggled for an opportunity to practice their beliefs. 
(Caroline H. Liu, 201) showed that the spirituality scale demonstrated content validity, face 
validity, discriminate validity, convergent validity, and structural reliability. (Gregory N.P. Konz, 
1999) revealed that maintaining an organizational spirituality was not an easy task. Employee were 
looking for help from their superiors in their search, and it was becoming a challenge for an 
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organization to maintain spirituality. (Pawar, 2009) provided that individual spirituality would 
moderately effect the workplace spirituality aspects on work attitudes. (Ashar, 2004) defined 
spirituality and suggested that spirituality and the notion of success were associated and also 
proposed a conceptual model of success that contained four components of both success and 
spirituality. (Karen C. Cash, 2000) investigated the status of religious and spiritual practice in 
business organizations and discussed the impact of employment law on such activity. 


RESEARCH GAP 


The above literature review contributed to a conversation about spirituality at work and provided 
insights on the application and incorporation of spirituality in work settings. A number of studies 
have been done on the spirituality at the workplace towards the organization but they have failed to 
study the effect and importance given to the spirituality in the workplace. Spirituality is gaining 
more and more importance and hence the present study focuses to raise the issue of spirituality and 
its need in the workplace. 


OBJECTIVES OF THE STUDY 
The following objectives were identified for the study: 


e To study the importance given to spirituality at workplace. 


e To study the activities involved in enhancing spirituality at the workplace. 


RESEARCH METHODOLOGY 


The study was conducted mainly in the five major cities i.e. Udaipur, Ajmer, Kota, Jaipur and 
Jodhpur cities of Rajasthan. The research design taken for the present study was exploratory-the 
rationale being due to the fact that not much data was available on this specific subject which would 
have fulfilled the research objectives. Data has been collected from primary resources. The data was 
collected through a questionnaire from the respondents. For choosing the sample, Non-probabilistic 
judgment-cum-convenience sampling technique was used. Samples of 500 employees working at 
different management level of different organization were approached personally. Out of those, 342 
questionnaires were complete in all respects and were considered used for the purpose of analysis. 
Cronbach alpha values for the selected variables was calculated and was found to be lie between 
0.79 and 0.91 thereby considering the responses reliable for the study. Cross-tabulations were used 
to analyse the results. 


DATA ANALYSIS AND INTERPRETATION 
Table 1: Demographic Profile of Respondents 


Frequency Per cent 
Female 205 59.9 
Gender Male 137 40.1 
Total 342 100.0 
Single 233 68.1 
Marital Status Married 109 31.9 
Total 342 100.0 
>18 years 44 12.9 
18-25 years 195 57.0 
Age 25-30 years 94 27.5 
30 and above years 9 2.6 
Total 342 100.0 
Secondary 9 2.6 
Higher secondary 53 15.5 
: ‘ Graduate 11 3.2 
Qualiication Post graduate 99 28.9 
Professional degree 170 49.7 
Total 342 100.0 
: : Service 244 71.3 
a yOu | Product 98 28.7 
Total 342 100.0 
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Most of the respondents were female (59.9%) within the age group of 18— 25 years (57%). Most 
of them were single (68.1%) and had a professional degree (49.7%). And most of them were from 
the service industry (71.3%). 


Table 2: Top 3 Things that had the Most Meaning for the Job 


Realizing the Being Having Good | Interesting/ | Service to the 
Full Potential | Associated with | Co-workers | Meaningful Community 
as a Person an Ethical Work 
Organization 
eres Female 90 30 69 59 131 
Male 20 15 35 28 69 
: Single 109 30 103 67 118 
Mantel status sianied I 15 1 20 82 
>18 years 5 0 19 15 5 
18-25 years 104 45 72 52 104 
Age 25-30 years 1 0 13 20 82 
30 and above 0 0 0 0 9 
years 
Secondary 0 0 0 0 9 
Higher 5 0 19 24 ll 
secondary 
Qualification {Graduate 0 0 5 6 0 
Post graduate 83 11 28 21 50 
ees 22 34 52 36 130 
egree 
Industry in Service 105 30 95 69 128 
Whe YOUarS | Bonduct 5 15 9 18 72 
working 


Most of the females felt that the service provided to the community had more importance in 
their job and according to marital status singles considered that they had to realize their full 
potential as a person and they also wanted to have good co-workers and provide services to the 
community. Respondent of the age group of 18-25 years considered that they had to realize their 
full potential as a person and providing services to the community. Respondents’ holding 
professional degree considered that services to the community had more importance in their job. 
Service class respondents considered that they had to realize their full potential as a person and 
provide services to the community as important job in their working. 


Table 3: Work Adds to the General Meaning of Life 


Not at all Contributes Contribution is | Contribution is | Contribution is 
Little Average High very High 
eee Female 14 0 120 71 0 
mana Male 0 1 33 69 34 
: Single 14 1 144 46 28 
Marital Status Married 0 0 9 94 ra 
>18 years 0 1 0 15 28 
18-25 years 14 0 131 50 0 
Age 25-30 years 0 0 13 75 6 
30 and above 0 0 9 0 0 
years 
Secondary 0 0 9 0 0 
Hiaher 0 1 9 15 28 
secondary 
Qualification | Graduate 5 0 0 0 6 
Post graduate 9 0 66 24 0 
Professional 0 0 69 101 
degree 
Industry in Service 9 iL 144 64 26 
Wiel YOUSTE or duar 5 0 9 76 8 
working 
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Most of the females and singles considered that the contribution towards their job had an 
average meaning in their life. And the respondents within the age group of 18-25 years had the 
perception that their job had average contribution to the general meaning of their life. Professional 
degree holders considered that their contribution towards their job had a high meaning in their life 
and service class workers considered that their jobs had an average contribution to the general 
meaning of life. 


Table 4: Frequency Distribution 


Frequency Per cent 

Least important 28 8.2 

Less important 25 7.3 

Importance of religionin your | Neutral 19 5.6 
life More important 202 59.1 
Very important 68 19.9 

Total 342 100.0 

Least important 19 5.6 

Pe dad al Neutral 34 9.9 

ee ‘ nce pispiniualty ss More important 241 70.5 
es Very important 48 14.0 
Total 342 100.0 

Least Irrelevant 19 5.6 

Less Irrelevant 44 12.9 

Role of spirituality in the Neutral 30 8.8 
workplace More relevant 92 26.9 
Very relevant 157 45.9 

Total 342 100.0 

Least Irrelevant 18 5.3 

Less Irrelevant 34 9.9 

Role of philosophical values in | Neutral 55 16.1 
the workplace More relevant 61 17.8 
Very relevant 174 50.9 

Total 342 100.0 


Most of the respondents felt that religion and spirituality had significant importance in their 
lives. They felt that spirituality had a significant role to play in the workplace. Very few of them 
considered that there is no importance of religion and spirituality in their lives. The respondents felt 
that spirituality and philosophical values has a relevant role to play in the workplace. 


Table 5: Importance of Religion in Life 


Least Less Neutral More Very 

Important Important Important Important 
Female 9 10 5 141 40 
Soe Male 19 15 14 61 28 
>18 years 0 10 5 10 19 
‘hud 18-25 years 28 15 5 128 19 
8 25-30 years 0 0 0 64 30 
30 and above years 0 0 9 0 0 
Secondary 0 0 9 0 0 
Higher secondary 0 10 5 10 28 
Qualification Graduate 0 0 5 6 0 
Post graduate 9 15 0 65 10 
Professional degree 19 0 0 121 30 
Industry in which | Service 9 25 14 145 51 
you are working | Product 19 0 5 57 17 


Female respondents consider religion to be an important part of their life and the respondents 
within the age group of 18-25 years considered religion to be more important. The respondent who 
holds professional degrees and who were in the service sector considered religion to be an important 
part of their life. 
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Table 6: Role of spirituality in workplace 


Least Less More 
Important Important Newtsal Important Sty BOTA 
Gehaee Female 19 0 0 186 0 
Male 0 0 34 55 48 
>18 years 10 0 0 10 24 
18-25 years 9 0 19 143 24 
Age 25-30 years 0 0 6 88 0 
30 and above 0 0 9 0 0 
years 
Secondary 0 0 9 0 0 
Higher 10 0 0 10 33 
secondary 
Qualification Graduate 0 0 6 2) 0 
Post graduate 9 0 0 75 15 
Professional 0 0 19 151 0 
degree 
Industry in which | Service 19 0 15 179 31 
you are working | Product 0 0 19 62 17 


Most of the female respondents felt that spirituality had a very important role to play in the 
workplace. Respondents across all age groups accepted the importance of spirituality at the 
workplace. Across qualification and industry also the role of spirituality was considered to be 


important. 
Table 7: You Believe in God, a Deity or a Higher Power 
Bee - Disagree Neutral Agree Strongly Agree 

Peers Female 0 0 33 112 60 
Male 0 0 9 5 123 

>18 years 0 0 0 15 29 

ee 18— 25 years 0 0 33 89 73 
8 25-30 years 0 0 0 13 81 
30 and above years 0 0 9 0 0 

Secondary 0 0 9 0 0 

Higher secondary 0 0 0 15 38 

Qualification Graduate 0 0 0 2) 6 
Post graduate 0 0 33 28 38 

Professional degree 0 0 0 69 101 

Industry in which Service 0 0 42 112 90 
you are working Product 0 0 0 S) 93 


All respondents across all demographic believed in the existence of god, a deity or a super power 
governing the activities in this world. 


Table 8: Role of Philosophical Values in the Workplace 


Never Sometimes | Occasionally Usually Always 
Geedex Female 0 0 18 125 61 
Male 0 0 9 26 102 
>18 years 0 0 0 5 39 
Age 18-25 years 0 0 18 127 49 
25-30 years 0 0 0 19 75 
30 and above years 0 0 9 0 0 
Secondary 0 0 9 0 0 
Higher secondary 0 0 0 5 48 
Qualification Graduate 0 0 0 11 0 
Post graduate 0 0 18 66 14 
Professional degree 0 0 0 69 101 
Industry in Service 0 0 27 146 70 
we OM ae Tlie aanct 0 0 0 5 93 
working 
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Almost all the respondent felt that philosophical values have got a significant role to play in the 
market place. 


Table 9: Discussing the Issues of Spirituality with Co-workers 


Never Some times | Occasionally Usually Always 
Gender Female 10 14 0 137 44 
Male 0 0 9 65 63 
>18 years 10 0 0 5 29 
Age 18-25 years 0 14 0 139 42 
25-30 years 0 0 0 58 36 
30 and above years 0 0 9 0 0 
Secondary 0 0 9 0 0 
Higher secondary 10 0 0 5 38 
Qualification Graduate 0 p] 0 0 6 
Post graduate 0 9 0 76 14 
Professional degree 0 0 0 121 49 
Industry in which | Service 10 9 9 150 66 
you are working | Product 0 5 0 52 41 


There were some respondents who sometimes did not discuss the issues of spirituality with their 
co-workers. Otherwise in almost all the cases across all the demographic considered respondents 
discuss the issues of spirituality with their co-workers. 


Table 10: Reasons for Praying and Meditating in Workplace 


Through| Help with | Renew Fight Overcome | Cope with Exist in a 
the Day | Feelings of | Myself | of Attacks | Adversity | an Angry | Dysfunctional 
Loneliness to my Boss or World 
Esteem Co-workers 
ee Female 143 38 123 80 0 16 26 
Male 56 32 43 34 28 29 22 
Marital Single 145 29 150 75 19 20 22 
Status Married 54 41 16 39 9 25 26 
>18 years 10 13 21 16 10 11 0 
18-25 years 126 31 116 70 9 24 22 
Age 25-30 years 57 26 23 28 3 10 20 
atand 6 0 6 0 6 0 6 
above years 
Secondary 6 0 6 0 6 0 6 
Higher 10 13 21 19 13 11 0 
secondary 
Qualification Stadt s 2 s 0 6 0 
68 11 63 47 6 9 22 
graduate 
Professional! 796 Al 70 48 3 19 20 
degree 
Industry in | Service 149 38 162 91 22 30 44 
welchiyou || pesdict 50 32 4 23 6 15 4 
are working 


Respondents pray for different reasons but the responses have been very active as to the reasons 
for praying and mediating in the workplace. 


CONCLUSION 


Spirituality at the workplace is a broadly and divergently interpretable phenomenon. The study 
demonstrated the application of spirituality in the workplace is very much in line with the newly 
emerging perspectives. The study introduces potential benefits of bringing spirituality into the 
workplace; providing recommendations and suggestions for practitioners to incorporate spirituality 
positively in organizations. Spirituality practices and policies should put openness and respect for 
diversity at the center of their focus. The study clearly implies that Employees should be able to 
speak openly and express their inner feelings, values and spirituality, regardless of fear, alienation or 
exclusion. Employee felt the need to be attached to the society and also intended to realize their full 
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potential. Work contributes significantly to the general meaning of life. Religion and spirituality 
does have a important role to play in people lives. Everyone believes in the existence of god, deity or 
some super power governing the activities on this planet. 
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Abstract—Privatization of Indian railways has become an issue of debate. With the pressing need for greater revenues and 
foreign capital, better service quality requirements and need for well developed infrastructure facilities privatization of the 
Indian Railways has become a necessity. It has now become a contemporary issue for debate as the perception of the people 
is different. The main objective of the study was to find the perception of travelers towards the satisfaction of services 
provided by Indian railways and to find the extent of satisfaction level among the users of Indian railway services. F-test 
ANNOVA was used to find out the significance of association between the demographics and the variables selected for the 
study. The experience of different respondents varied significantly indicating difference in the experiences. There was a 
mixed response towards the perception whether Indian railways should be privatized or not. For those whom cost was a 
concern, Indian railways should not be privatized and for those whom convenience is a concern it should be. 


Keywords: Indian Railways, Privatization, Satisfaction, Services 


INTRODUCTION 


The Transportation infrastructure of a country is one of the most important indicators of its 
economic growth (Bagler, 2008). Indian cities face a transport crisis characterized by levels of 
congestion, noise, pollution, traffic fatalities and injuries, and inequity far exceeding those in most 
European and North American cities (John Puchera, 2005). No other sector demonstrates the 
ingenuity and wits of the public sector as vividly as the Indian Railways. The operating losses 
experienced by many railways in the face of competition from other transport modes have 
compelled many national governments to restructure their railway organisations in order to 
administer them on a commercial basis. One such structural reform suggested is the privatisation of 
railways (Dalvi, 1995). India's transport crisis has been exacerbated by the extremely rapid growth 
of India's largest cities in a context of low incomes, limited and outdated transport infrastructure, 
rampant suburban sprawl, sharply rising motor vehicle ownership and use, deteriorating bus 
services, a wide range of motorized and non-motorized transport modes sharing roadways, and 
inadequate as well as uncoordinated land use and transport planning (John Puchera, 2005). Basic 
economics supports the statement that monopoly leads to higher prices and unfair business 
practices. It also turns customers market into sellers market and makes the seller, the king of the 
market. The same scenario exists in our Indian economy in the railway sector which is known for 
some of the most spectacular and unforgettable rail journeys in the world and is the biggest 
employer in the whole world. 


Indian Railways (reporting mark IR) is an Indian state-owned enterprise, owned and operated 
by the government of India through the Ministry of Railways. People who travel in the upper class 
in the railways would be more satisfied with the existing railway service whereas people travel in 
general class would hold different perceptions. It has been viewed that in welfare terms, considering 
the social burdens Indian Railways have been required to carry, the gains in productive efficiency 
accruing to the Railways from privatisation would be more than outweighed by losses of allocative 
efficiency and other non-commercial output which the country has enjoyed from the historical role 
the Railways have played in its socio-economic development (Dalvi, 1995). There are two facets of 
the consequences of the privatization of Indian railways, if the operating of different segments of the 
railways is privatized, it will certainly push up passenger fares, which will be an added burden on 
the majority of travelers who live below the poverty line. Government support is justifiable because 
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the subsidies are offset by the huge socio-economic benefits for the masses but on the other hand it 
might drive innovation in the operations of Indian Railways but the incentive to innovate wanes in 
the event of dwindling profits. Therefore, handing over the train operations (which include sensitive 
aspects such as passenger safety) to the private sector should not be considered. 


REVIEW OF LITERATURE 


(Thorner, 1955) studied the structure of Indian railways and concluded that India alone was one of 
the countries with great railway networks but unindustrialized. In the other leading railway 
powers—particularly the United States, Russia, Germany, though to a lesser extent in sparsely 
settled areas like Canada and Australia-the railway was the veritable dynamo of the Industrial 
Revolution. It has had no such effect in India, even though the country's network by 1947 was 
40,500 miles long, counting only first-line main track, or 57,000 miles long, counting just about 
everything. (Korattyswaroopam, 2004) stated that rapid growth of India’s urban population had 
put enormous strains on all transport systems. Burgeoning travel demand far exceeded the limited 
supply of transport infrastructure and services. Public transport had been completely overwhelmed. 
Most bus and train services were overcrowded, undependable, slow, inconvenient, uncoordinated, 
and dangerous. Moreover, the public ownership and operation of most public transport services had 
greatly reduced productivity and inflated costs. India’s cities desperately needed improved and 
expanded public transport service. Unfortunately, meager government financial assistance and the 
complete lack of any supportive policies, such as traffic priority for buses, place public transport in 
an almost impossible situation. (Eichengreen, 1995) studied that in recent years suggestions for 
reforming the provision and financing of infrastructure services in developing countries had focused 
on private participation. This alternative to public financing was seen as a way both to minimize the 
inefficiencies of public administration and to avoid the need for external borrowing. Investors with 
government-guaranteed loans had no incentive to monitor the firm's performance-a limitation that 
led to the diversion of funds and frustrated the public interest. The study drew the implications of 
this experience for policymakers in developing countries today. (Raghuram, 2001) brought the 
issues of governance between the Ministry of Railways and various service delivering commercial 
entities under the Ministry. Some of this is accentuated by both the ministerial and administrative 
powers vested in the same body, namely the Railway Board. They examined a set of eight case 
situations, wherein there had been an attempt to focus on a commercial approach. However, the 
extent of success/failure was varied. A study of those cases brought out the potential of improving 
railway infrastructure under a governance framework of 


1. Distancing the ministerial role from the commercial activity, 
2. Increased private participation, 

3. Improving transparency, contestability and competition, and 
4. Appropriate regulations. 


RESEARCH GAP 


From the above review it was found that very few studies have been done on the services provided 
by Indian railways, the need for privatization and the analysis of the results. The study tries to 
understand the services provided by Indian railways and the head for privatization. 


OBJECTIVES OF THE STUDY 


e To study the perception of travelers towards the satisfaction of services provided by Indian 
railways. 


e To study the extent of satisfaction level among the users of Indian railway services. 


e To study the existing strategies of Indian railway system and find the need of restrategising 
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HYPOTHESIS FRAMED FOR THE STUDY 


There is no significant association between the age of the respondents and the satisfaction towards the 
Ho service provided by Indian railways. 

There is no significant association between the frequency of travelling by trains and the satisfaction 
Ho towards the service provided by Indian railways. 

There is no significant association between the perception that the Indian railways should be privatized 
Hos and the satisfaction towards the service provided by Indian railways. 

There is no significant association between the preference to travel by trains and the satisfaction towards 
Hos the service provided by Indian railways. 


RESEARCH METHODOLOGY 


The study comprised of two dimensions, extensive and systematic review of literature and an 
empirical survey. This review was supplemented by a well structured questionnaire survey of 
(respondents) travelers and their interview study was done to ensure that data identified from the 
literature was grounded in reality. The target respondents were from various states of India. A well 
structured questionnaire was administered and was executed online among 950 respondents. A total 
of 462 responses were received, out of which only 310 questionnaires were complete in all respects 
and hence used for further study and analysis. Cronbach alpha values were found to range between 
0.75and 0.89 indicating the data to be reliable for the study Descriptives like mean and standard 
deviation of the variables selected were calculated. F-test ANNOVA was used to find out the 
significance of association between the demographics and the variables selected for the study. 


DATA ANALYSIS AND INTERPRETATION 
Table 1: Demographic Profile 


Frequency Per cent 

Male 184 59.4 
Gender Female 126 40.6 
Total 310 100.0 
18-25 years 87 28.1 
25-35 years 61 19.7 
35-45 years 50 16.1 
Age 45-55 years 18 5.8 
55-65 years 74 23.9 
> 65 years 20 6.5 
Total 310 100.0 
Several times in a month 43 13.9 
Twice a month 56 18.1 
Frequency of travelling by | Once ina quarter 121 39.0 
trains Once in a year 59 19.0 
Once in more than one year 31 10.0 
Total 310 100.0 
Cost concerns 70 22.6 
F ._ | Comfort concerns 109 35.2 

You prefer to travel in train : 
ecaise oF Convenience 81 26.1 
Other concerns 50 16.1 
Total 310 100.0 

INTERPRETATION 


The table shows the demographic profile of the respondents which shows that 184 (59.4%) 
respondents were male whereas 126 (40.6%) of 310 respondents were females. 87(28.1%) 
respondents were from 18—25 years age group, 61 (19.7%) respondents were from 25-35 years age 
group and only 20 (6.5%) respondents were senior citizens. Most of the respondents (121 of 310) 
used to travel by train once a quarter. The travelers used the rail facilities for several reasons 1.e. cost 
concerns, comfort, convenience and others. 109 of the total respondents agreed that they used train 
services because of comfort concerns. 
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Table 2: Descriptive Statistics 


Mean Std. Deviation 

Sufficiency of seating space 3.23 1.105 

Lighting and fans 2.74 941 

Drinking water and sanitation 2.63 .924 
Clarity of announcements 2.70 901 
Accuracy of announcements 2.57 .892 
Frequency of announcements 2.86 990 
Reservation chart display 3.07 1.018 
Affordability of refreshments 2.91 991 
Quality of refreshments 2.67 897 
Self security 2.70 .934 
Security of luggage 2.57 .966 
Behavior of porters 2.71 .986 
Behavior of railway staff 2.69 915 
Hygiene environment 2.28 1.012 


INTERPRETATION 


From the above it is visible that sufficiency of seating space was the most important concern for the 
satisfaction of service provided by Indian railways. The mean score for all the services ranged 
between 2.28 and 3.23 indicating an average satisfaction. Sufficiency of seating space, reservation 
chart display and Hygienic environment considered most for the satisfaction of service provided by 
Indian railways the highest standard deviation indicating a significant deviation in the satisfaction 
level of the respondents towards the service provided. 


Table 3 
Railways should be Privatized Total 
Yes No No Opinion 

Several times in a month 17 18 8 43 
iad cae Twice a month 27 18 11 56 
caveats piece Once in a quarter 61 35 25 121 

Once in a year 30 23 6 59 

Once in more than one year 10 17 4 31 
Total 145 111 54 310 

Cost concerns 21 34 15 70 
You prefer to travel | Comfort concerns 46 46 17 109 
in train because of Convenience 51 16 14 81 

Other concerns 27 15 8 50 
Total 145 111 54 310 


INTERPRETATION 


More number of respondents wants railways to be privatized. But people who travel in trains 
because of cost concerns do not want railways to be privatized as they expect that after privatization 
the fares would definitely go up. Contrary to this people travel in trains for convenience purpose 
want railways to be privatized as they believe that there would be improvement in existing system. 
Respondents travelling frequently also want the railway services to be privatized. 


Table 4: Correlation between the Perception toward the Facility Provided by Indian Railways and the 
Frequency of Travelling by Trains 


Frequency of Travelling by Trains 
Sufficiency of seating space -.033 
Lighting and fans -.204 
Drinking water and sanitation -.084 
Clarity of announcements .061 
Accuracy of announcements .047 
Frequency of announcements -.054 
Reservation chart display 120 
Affordability of refreshments 162 
Quality of refreshments .066 


Table 4 (Contd.)... 


294 / Research and Sustainable Business 


...Table 4 (Contd.) 


Self security .020 
Security of luggage -.181 
Behavior of porters -.106 
Behavior of railway staff .004 
Hygienic environment 052 


INTERPRETATION 

A very week correlation existed between the perception towards the facilities provided by Indian 
railways and the frequency of travelling indicating that the frequency of travelling by trains in any 
did not affect the perception towards the facilities provided. 


Ho,: There is no significant association between the age of the respondents and the satisfaction 
towards the service provided by Indian railways. 


Table 5 
Sum of Squares df Mean Square F Sig. 
Suiticlendy OF Between Groups 11.216 5 2.243 1.863 101 
senting space Within Groups 366.062 304 1.204 
Total 377.277 309 
Between Groups 21.059 5 4.212 5.075 .000 
Lighting and fans _| Within Groups 252.296 304 830 
Total 273.355 309 
in aaeinewarer ana Between Groups 14.296 5 2.859 3.480 .004 
Sanitation Within Groups 249.782 304 822 
Total 264.077 309 
GlanieyoF Between Groups 26.747 5 5.349 7.249 .000 
aneouncenene Within Groups 224.353 304 738 
Total 251.100 309 
Apauneyor Between Groups 17.727 5 3.545 4.720 .000 
SAG ERcetiea Within Groups 228.350 304 751 
Total 246.077 309 
Prequeherer Between Groups 37.385 =) 7.477 8.556 .000 
Asa inceieans Within Groups 265.651 304 .874 
Total 303.035 309 
ne eee Between Groups 11.616 =) 2.323 2.287 .046 
display Within Groups 308.823 304 1.016 
Total 320.439 309 
“a Between Groups 5.978 5 1.196 1.222 .299 
Sree of Within Groups 297.493 304 979 
Total 303.471 309 
Gudley-o Between Groups 8.079 3 1.616 2.041 .073 
feces Within Groups 240.698 304 .792 
Total 248.777 309 
Between Groups 20.481 5 4.096 5.001 .000 
Self security Within Groups 249.015 304 819 
Total 269.497 309 
Between Groups 14.963 5 2.993 3.331 .006 
Security of luggage | Within Groups 273.115 304 .898 
Total 288.077 309 
Between Groups 16.684 5 3.337 3.577 .004 
Behavior of porters | Within Groups 283.604 304 933 
Total 300.287 309 
Behavioboriaiway Between Groups 7.445 =) 1.489 1.802 112 
staff Within Groups 251.203 304 826 
Total 258.648 309 
Fiysienic Between Groups 3.297 5 659 .640 .670 
Bava Within Groups 313.287 304 1.031 
Total 316.584 309 
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INTERPRETATION 


The null hypothesis was accepted in case of satisfaction towards the sufficiency of seating space, 
affordability of refreshments available at platforms, quality of refreshments, behavior of the railway 
staffand hygienic environment implying no significant association between the age of the 
respondents and the satisfaction towards the above mentioned services provided by Indian railways. 
In all the other cases the null hypothesis was rejected indicating a significant association. 


Ho;. There is no significant association between the frequency of travelling by trains and the 
satisfaction towards the service provided by Indian railways. 


Table 6 
Sum of Squares df Mean Square F Sig. 
Sutticleneyok Between Groups 4.807 4 1.202 
: Within Groups 372.471 305 1.221 984 416 
sates ace Total 377.271 309 
Between Groups 16.122 4 4.030 
Lighting and fans Within Groups 257.233 305 843 4.779 001 
Total 273.355 309 ; 
Deane wacekahe Between Groups 3.839 4 .960 
enon Within Groups 260.239 305 853 1.125 345 
Total 264.077 309 
Caner Between Groups 10.032 4 2.508 
maiLCARHe Within Groups 241.068 305 .790 3.173 .014 
Total 251.100 309 
Recdiacy ot Between Groups 11.803 4 2.951 
aiaGuncamcne Within Groups 234.274 305 .768 3.842 .005 
Total 246.077 309 
Bresucneviok Between Groups 11.600 4 2.900 
SAROURCE ERE Within Groups 291.436 305 956 3.035 .018 
Total 303.035 309 
juss SGC Between Groups 13.740 4 3.435 
display Within Groups 306.699 305 1.006 3.416 .009 
Total 320.439 309 
ai Between Groups 31.746 4 7.937 
Apordability of Within Groups 271.725 305 891 8.909 000 
Total 303.471 309 
: Between Groups 13.861 4 3.465 
eee ‘ Within Groups 234.917 305 770 4.499 002 
Total 248.777 309 
Between Groups 14.782 4 3.695 
Self security Within Groups 254.715 305 835 4.425 .002 
Total 269.497 309 
Between Groups 16.316 4 4.079 
Security of luggage | Within Groups 271.761 305 891 4.578 .001 
Total 288.077 309 
Between Groups 13.115 4 3.279 
Behavior of porters | Within Groups 287.172 305 .942 3.482 .008 
Total 300.287 309 
Behaviorer raitwag Between Groups 5.687 4 1.422 
staff Within Groups 252.961 305 829 1.714 147 
Total 258.648 309 
Hiysienic Between Groups 3.979 4 995 
Bay ODENER: Within Groups 312.605 305 1.025 .970 424 
Total 316.584 309 
INTERPRETATION 


The null hypothesis was accepted in case of satisfaction towards the sufficiency of seating space, 
hygiene environment, availability of drinking water and sanitation, behavior of railway staff and the 
existence of hygienic environment implying no significant association between the frequency of 
travelling by trains and the satisfaction towards the service provided by Indian railways. In all the 
other cases the null hypothesis was rejected indicating a significant association. 
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Ho;: There is no significant association between the perception that the Indian railways should 
be privatized and the satisfaction towards the service provided by Indian railways. 


Table 7 
Sum of Squares df Mean Square F Sig. 
Sathclencyof Between Groups 16.743 2 8.372 
sesiing space Within Groups 360.534 307 1.174 7.129 .001 
Total 377.277 309 
Between Groups 319 2 160 
Lighting and fans Within Groups 273.036 307 .889 179 836 
Total 273.355 309 
Dinkins walerand Between Groups 3.748 2 1.874 
anion Within Groups 260.329 307 .848 2.210 11 
Total 264.077 309 
Clarity of Between Groups 12.692 2 6.346 
arnonccnieae Within Groups 238.408 307 7177 8.172 .000 
Total 251.100 309 
AvetiacnOe Between Groups 26.312 2 13.156 
te Sate anieaTS Within Groups 219.766 307 .716 18.378 .000 
Total 246.077 309 
Pieiuenbyor Between Groups 3.140 2 1.570 
ARO ORE Re Within Groups 299.895 307 O77 1.607 202 
Total 303.035 309 
Reseed earciad Between Groups 34.037 2 17.018 
dissing Within Groups 286.402 307 933 18.242 .000 
Total 320.439 309 
A Between Groups 16.838 2 8.419 
Afoability of [Within Groups 286.633 307 "934 9.017 000 
Total 303.471 309 
Crianenve Between Groups 2.630 2 1.315 
eheshiients Within Groups 246.148 307 802 1.640 .196 
Total 248.777 309 
Between Groups 641 2 320 
Self security Within Groups 268.856 307 .876 366 .694 
Total 269.497 309 
Between Groups 7.854 2 3.927 
Security of luggage | Within Groups 280.223 307 913 4.302 .014 
Total 288.077 309 
Between Groups 7.047 2 3.523 
Behavior of porters | Within Groups 293.240 307 955 3.689 .026 
Total 300.287 309 
aehaOR Oe CuRRAy Between Groups 5.950 2 2.975 
staff Within Groups 252.698 307 823 3.614 .028 
Total 258.648 309 
ysienie Between Groups 5.678 2 2.839 
ia er Within Groups 310.905 307 1.013 2.804 .062 
Total 316.584 309 
INTERPRETATION 


The null hypothesis was accepted in case of satisfaction towards the Lighting and fans in trains and 
railway platforms, availability of drinking water and sanitation, frequency of announcements, 
quality of refreshments available in trains and platforms, self security, hygienic 
environment implying no significant association between the perception that the Indian railways 
should be privatized and the satisfaction towards the above mentioned services provided by Indian 
railways. In all the other cases the null hypothesis was rejected indicating a significant association. 
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Ho, There is no significant association between the preference to travel by trains and the 


satisfaction towards the service provided by Indian railways 


Table 8 
Sum of Squares df Mean Square F Sig. 
suiiceneporsenine Between Groups 7.086 3 2.362 
seas Within Groups 370.191 306 1.210 1.953 121 
Total 377.277 309 
Between Groups 2.901 3 .967 
Lighting and fans Within Groups 270.454 306 884 1.094 352 
Total 273.355 309 
iamiaw water and Between Groups 9.940 3 3.313 
Sanation Within Groups 254.138 306 831 3.989 .008 
Total 264.077 309 
Clase oF Between Groups 1.464 3 488 
anapuncenices Within Groups 249.636 306 .816 598 .617 
Total 251.100 309 
NecuACHOr Between Groups 5.879 3 1.960 
sor uneenieak Within Groups 240.199 306 .785 2.496 .060 
Total 246.077 309 
Prequaneyor Between Groups 6.125 3 2.042 
SoH sunce mene Within Groups 296.911 306 .970 2.104 .100 
Total 303.035 309 
Reuse veh Between Groups 15.335 3 5.112 
display Within Groups 305.103 306 997 5.127 .002 
Total 320.439 309 
ae Between Groups 11.165 3 3.722 
seid oF Within Groups 292.306 306 955 3.896 009 
Total 303.471 309 
Guahbpor Between Groups 2.503 3 .834 
fepechaicnis Within Groups 246.275 306 805 1.036 377 
Total 248.777 309 
Between Groups 20.888 3 6.963 
Self security Within Groups 248.609 306 812 8.570 .000 
Total 269.497 309 
Between Groups 6.050 3 2.017 
Security of luggage Within Groups 282.027 306 .922 2.188 .089 
Total 288.077 309 
Between Groups 10.250 3 3.417 
Behavior of porters Within Groups 290.037 306 948 3.605 .014 
Total 300.287 309 
Behayiororadway Between Groups 8.351 3 2.784 
staff Within Groups 250.298 306 818 3.403 .018 
Total 258.648 309 
Between Groups 13.355 3 4.452 
Hygiene environment | Within Groups 303.229 306 991 4.492 .004 
Total 316.584 309 


INTERPRETATION 


The null hypothesis was accepted in case of satisfaction towards the sufficiency of seating space, 
lighting and fans in trains and platforms, clarity of announcements, accuracy and frequency of 
announcements, quality of refreshments and security of luggage implying no significant association 
between the preference to travel by trains and the satisfaction towards the service provided by 
Indian railways. In all the other cases the null hypothesis was rejected indicating a significant 
association. 


CONCLUSION 


Indians travel by train because of varied reasons like cost, comfort, convenience and have also been 
frequent travelers. Various services like sufficiency of sitting space, availability of drinking water and 
sanitation, proper lighting and fans, frequent clarity and accuracy of announcements made, quality 
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and affordability of refreshments, security of luggage and self behavior of porters and the railway 
staff and presence of hygienic environment were studied. The Indian railways have a significant 
scope to improve the quality of service provided and the respondents were neither very highly 
satisfied nor highly dissatisfied with the services provide. The experience of different respondents 
also varied significantly indicating difference in the experiences. There is a mixed response towards 
the perception whether Indian railways should be privatized or not. For those whom cost is a 
concern, Indian railway should not be privatized and for those whom convenience is a concern it 
should be. The perception towards the quality of services develops by own experience and not by 
the frequency of travelling. Satisfaction towards various services varied across varied demographics 
and the respondents were neither highly satisfied nor highly dissatisfied. The services were availed 
as these were the only services available. 
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Abstract: The inclusive growth is prerequisite in any of fast growing developing economies. Micro small and Medium 
Enterprise (MSME) play vital role in the socio-economic development of the country. In 2011-12, 36.18 mn enterprises 
were operational and employed around 80.5 mn people of country, second largest after agriculture sector (MSME Annual 
Report 2011-12). They accounts for 40 percent of India’s total exports, contributing 45 percent to Indian manufacturing 
output. With all the good things the darker side of MSME, it attracts only 2.33 employees per unit (on an average), they 
contributes mere 17 percent to the Indian GDP. This paper will highlight the reasons behind the shining India and Bharat. 
This paper will also focus on the facilities, scheme provided by the central or state government of country, its 
implementation and possible solutions for empowerment and spreading its boundaries beyond the country through 
international cooperation scheme. 


Keywords: MSME, International Cooperation, Regional Economics 


INTRODUCTION 


India's economic growth is expected to pick up a faster pace in 2013-14 and record six per cent plus 
levels of gross domestic product (GDP), according to Mr C Rangarajan, Chairman, Prime 
Minister's Economic Advisory Council (PMEAC). Country reported to expand at a better growth 
rate as compared to its three BRIC peers China, Russia and Brazil in May 2013, as per HSBC 
survey. India witnessed an improvement in its business climate on the back of increased foreign 
direct investment (FDI) and greater revenue receipts by the Government. The ‘BluFin Business 
Cycle Indicator (BCI)’, reflects macroeconomic developments on a monthly basis, stood at 165.3 
points in July 2013, 5.3 percent higher compared to July 2012 which implies that business 
performance is comparatively better than previous year. 


In economic development scenario, India is leading from all fronts i.e. 2013 FDI confidence 
Index stands 5th, 2013 Deliotte Manufacturing Competitive Index stands 4", 2013 KPMG Change 
Readiness Index stands 65". 2013 Global Innovation Index stands 66". While on societal 
development front, India’s condition is not upright. As per the United Nations Development 
Programs (UNDP) Human development Index 2013 India stands 136". In inequality Index, India 
stands 91“, in gender inequality 132"’, value of multidimensional poverty index is 0.283 on basis of 
year 2005/2006. A major cause of poverty among India’s rural, urban poor both individuals and 
communities, is lack of access to regular job opportunity, productive assets and financial resources. 
High level of inadequate health care, illiteracy and extremely limited access to social services are 
common among poor people. Seven states—Chhattisgarh, Bihar, Odisha, Rajasthan, Jharkhand, 
Madhya Pradesh and Uttar Pradesh—account for 61 per cent of India's total poor. Chhattisgarh is 
the poorest state in the country with approximately 40 per cent of its population being below the 
poverty line (www.downtoearth.org). According to NSSO 66" Survey 2010, around 52.9 percent of 
population engaged in primary sector (agriculture and allied sector) contributing 19 percent to gross 
value added (GVA) of country, 22.7 percent of working population engaged in secondary sector 
which contributes 28 percent in GVA and 24.4 percent of population engaged in tertiary sector 
(Services) contributes 53 percent in our GDP. Considering NSSO 66" Survey, around 75 percent 
working population engaged in primary and secondary sector of the economy, and resides 
countryside or in outskirts of cities. While considering the basic amenities in such areas are 
vulnerable i.e. health care centres, schools, sanitation facilities etc. These differences demarcate a 
thin line between Shining India (Cities) and Bharat (Villages, towns and outskirts of cities) in terms 
of societal development and economic parity. 
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LITERATURE REVIEW 


In dynamic economic world, business innovation and competitiveness helps Small and medium 
enterprises to grow leap and bound. According to the Global Manufacturing Competitiveness 
Index, 2013, Developing nations are emerging as potential manufacturing destinations like china 
ranked Ist as best manufacturing destinations while other developing nations are India, Brazil, 
Vietnam Indonesia etc. GMCI, 2013 report envisaged that in next five years the above mentioned 
nations will be key manufacturing hubs along with three leading manufacturing powers i.e. USA, 
Germany and Japan-remained ranked in top 10 most competitive nations today. Across the world, 
more than 95 percent of the enterprises are SMEs and employs 60 percent of total private 
employment (Ayyagari et al., 2011). 


SMEs by number dominate the world stage, Japan has highest number of SMEs registered 
among the industrialized nation accounts for 99 percent of total enterprises (Edinburgh Group 
Report, 2011). India had 26.1 million SMEs (MSME, 4th census) and employed around 59.7 
million people of the country, second largest employer after agriculture sector. In European Union, 
jointly 27 countries accounts for 99.8 percent of total enterprises, employs 67 percent of all workers 
and contributes 58 percent of gross value added. (Edinburgh Group Report, 2011). 


The SMEs are lacking in knowledge and information base which reflected in poor work 
practices mainly the managerial and technical abilities among owners and managers. They mainly 
fall sort of environmental awareness and its impact and focused toward short term gains over long 
term objectives because of limited resources and lower capital-output ratio compared to a 
competitive large unit. Mainly SMEs are reluctant to the programs and policies i.e. waste 
management circle initiated by National Productivity council because of lack of their nature 
(Dasgupta, 1999). 


For example, Henriques and Sadorsky (1996) explored the effect of self-reported community 
pressure on Canadian firms’ decisions to adopt an environmental plan. The effect of self-reported 
community pressure (presence versus absence) on Mexican firms’ decisions to adopt certain 
environmental management practices. 


ANALYSIS 
URBAN AND RURAL WORKING POPULATION ACROSS THE SECTORS 


In India, services sector mainly includes hotels & restaurants, Banking Finance Securities & 
Insurance (BFSI), Information Technology (IT) & Information Technology Enabled services 
(ITES), Education, Health etc. According to NSSO 66" Survey, contribution of services sector is 53 
percent as gross value added to the economy and employed only 24.4 percent of working 
population. 


Fig 1: EMPLO YMENT SITUATION IN INDIA - PER 1000 DISTRIBUTION OF 
USUALLY EMPLO YED BY BROAD GROUPS OF INDUSTRY 


|_| 8 a ee |e An ees 
Primary | Secondary Tertiary Primary | Secondary Tertiary 
Sector Sector Sector Sector Sector Sector 


Primary sector : Agriculture and allied activities 


18 


Secondary sector : Mining, manufacture, electricity, gas,water, etc. and construction 
Tertiary sector : Trade, Hotels, transport,storage and communication 

Source : NSS 66 round and 68 round, National Sample Survey Organisation, Ministry 
of Statistics and Programme Implementation, Government of India. 


Fig. 1: Employment Situation in India-per 1000 Distribution of Usually Employed by Broad Groups of Industry 


Figure 1 shows the distribution of population employment per 1000 distribution in all three 
sectors of economy. Primarily comparing Round 66 and Round 68, finds out that rural primary 
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sector population is shifting toward secondary and tertiary sector mainly men are relocating toward 
secondary and women are relocating toward tertiary sector. Considering the fact, urban population 
i.e. men and women are relocating toward secondary sector with marginal increment. With such 
development in secondary sector, more than 60 percent of Special Economic Zones (SEZs) 
approvals have been extended to IT/ITES sector, the manufacturing sector left with one third of 
total approvals (Deepak Shah, 2009). It may affect growth and competitiveness of manufacturing 
sector which shows huge potential in terms of engaging new skilled pool of population into itself. 


Fig 2: Distribution (per 1000) of workers according to usual 


status (ps+ss) approach by industry sections of NIC-2004 for 
Country in Secondary Sector 


rural (Male+Female) Urban (Male+Female) 
Cc D E F CS D E F 


a 


Secondary sector : 


C: Mining and Quarry ing 

D: Manufacturing 

E: Electricity, Gas and Water Supply 

F: Construction 

Source : NSS 66 round, National Sample Survey Organisation, 
Ministry of Statistics and Programme Implementation, 
Government of India. 


Fig. 2: Distribution (per 1000) of Workers According to Usual Status (ps+ss) Approach by Industry Sections of 
NIC-2004 for Country in Secondary Sector 


According to NSSO 66 Round Survey (Figure 2), while comparing secondary sector of 
economy, particularly, manufacturing (D) & Construction (F) for rural and urban India, 
employment opportunities are relatively more in urban areas compare to rural areas because of basic 
facility location factors. With respect to social security, from entire workforce mere 8 percent 
workers entitled for statutory social protection (i.e. risks as sickness, maternity, disability and old 
age) through central and state level rules on conventional social security (NCEUS, 2006). Around 
86 percent of total workers who employed in unorganized sector lag behind for basic social security 
benefits. 


Figure 3:Summary Results of Fourth All India Census of Micro, Small and Medium 
Enterprise sector 


Registered Unregistered 
Characteristics Sector Sector 
Enterpise by type of activity 10.49 104.5 


Services 5.14 127.3 
No. of rural Units (in lakhs) 7.07 119.6 
No. of urban Units (in lakhs) 8.57 79.05 
No. of Enterprises 14.85 198.39 
by type (In Lakhs) 0.76 0.35 
0.03 
Employ ment (In Lakhs) Micro | 65.34 | 34 | 336.88 | 88 


Small a 43 pee 95 
Medium 4.32 


Source:MS ME,Annual Report 2012-13 


Fig. 3: Summary Results of Fourth All India Census of Micro, Small and Medium Enterprise Sector 


As per (Figure 3) MSME Annual Report 2012-2013, rural registered MSME units are lesser 
than urban units while unregistered Micro and Small (MS) rural units are far more than urban units. 
Another important aspect of Indian MSME sector is that micro and small enterprises are more than 
medium enterprises and employed more number of population compared to medium enterprises 
where labor efficiency, economics of scale and environmental friendliness would not be considered 
as a parameter of growth. The overall labor efficiency is gloomily low which signifies poor quality of 
employment mainly because of informal employment called casualization. In manufacturing sector, 
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88 percent of employment lies under such category (Kannan (2011). According to planning 
commission estimates, casual workforce earnings were only one-fourth of the wages of regular 
(full time) workers (Rs. 51 as against Rs. 200) in 2004-05. Prevalence of poverty among casual 
workforce, self-employed and regular was as high as 32 per cent, 17.5 per cent and 11 per cent 
respectively with an average of 20.51 per cent for all employed workers. (Planning Commission, 
2008, Chapter 4, Annexure 4.7). 


MSMES FINANCING AND CREDIT TRENDS 


While considering the outstanding bank credits to micro and small enterprises (Figure 4) are on 
higher side with year on year increase of average 33.3 percent, which reflects the position of 
respective enterprises and condition of workers working for such enterprises, because it’s obvious 
that if an enterprise is falling sort of funds to manage its outstanding credit taken from various 
banks, how it will take care of its enterprise and workers. It reflects that mainly MS enterprises are 
dragged behind due to falling short of funds and other finance facilities which requires to compete 
with established local and global players in respective market. 


Fig 4:;0UTSTANDING BANK CREDIT 
TO MICRO AND SMALL ENTERPRISES (Rs Crore) 
As on last 


Friday of |Public Sector| Private Sector | All Scheduled 
Commercial Bank 


(45.4) (38.3) (42.1) 
376625 87857 485943 
wiih. “leeey.. lees 
Source: Reserve Bank of India, july 2012 
Fig. 4: Outstanding Bank Credit to Micro and Small Enterprises (Rs Crore) 


CONCLUSION 


According to NAS data the service-sector has achieved an average annual compound growth rate of 
8.7 per cent annum between 1999-2000 and 2009-10 as against 7.7 per cent achieved by 
manufacturing during the same period. Manufacturing sector in urban India has grown at a faster 
rate (2.8 per cent) relative to all India (1.7 per cent) over the period 1999-2000 and 2009-10. 


Unlike service sector has practiced skill scarcity and growth in service sector is reasonably more 
skill demanding than manufacturing sector at higher skill levels. Indian policy makers needs to focus 
on manufacturing sector like china counterpart which leads in exports and generated huge and 
stable employment environment by focusing on MSME model(Ramaswamy, 2012). Microenterprise 
development could generate income and enable poor people to improve their living conditions, has only 
recently become a focus of the government. The government initiatives and scheme like cluster 
development program, integrated industrial development scheme and credit guarantee fund scheme 
etc which stimulates inter-firm linkages and network have assisted MSMEs to move up in the value 
chain and gain competitive advantage, given access to technology upgraded production technology 
in sector should be spread across the industrial zones of the country by conducting workshops and 
training camps to reap the benefits (IBEF, 2013). The report of Task Force on MSME (2010) 
provides roadmap for the enhancement and up gradation of MSME sector and mainly emphasized 
on following key issues: 


1. Public Procurement Policy: Government Departments and PSUs to reach atleast 20 per cent 
of their annual volume purchase from MSEs. 


2. Government should focus on rehabilitation of sick SME units and enhance schemes in 
context of National Action Plan for Climate Change (NAPCC). 


Small and Medium Enterprises in Economic Growth of India: Directions towards Sustainable Development / 303 


3. Enable conducive environment for legal and fiscal instruments to incentivize SMEs for their 
corporation as entities. 


4. Assurance for strict adherence to stipulated targets by commercial banks for SMEs. 
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Nexus between Public Educational Expenditure and 
National Income in India 
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Madurai Kamraj University 


PREAMBLE 


Lionel Robbins stated in his book “An essay on the nature and significance of Economics science 
“published in 1932 as Economics is a social science that studies how society chooses to allocate its 
scarce resources, which have alternative uses, to provide goods and services for present and future 
consumption. Education is a merit good according to economics. Education is the wealth of 
knowledge acquired by an individual after studying particular subject matters or experiencing the 
life lessons that provide an understanding of something. Economics of education is considered as 
the study of the allocation of resources among educational institutions and activities and of the 
returns obtained both by individuals and nations. Mean while Expenditure is the spending by the 
consumers, investor or by the government. The Public Educational Expenditure is the spending or 
investing of the government for the social returns. In India, the social returns of education are the 
assessment of efficiency of public spending on education. The factors influencing the public 
spending on education will be based on the goal of an economy. Economic growth is an important 
goal and one of the macroeconomic objectives for all kind of economies. But recently, all kind of 
economies felt the importance of economic growth which reflects in Millennium Development 
Goal. The essence of millennium development goals leads to Human Development in all aspects. In 
simple, it remains the WHO’S definition of health status, as health is not merely the absence of 
diseases, but physically, mentally, socially, politically, and economically wellbeing. This holistic 
approach of health definition demands the investment public expenditure in education, police, 
health, infrastructure, and every stage of human being. From birth to death of any human being 
access the public service or enjoying the benefit of public expenditure. The accessibility level varies 
based on level of education. The education sector demands a good sum from the State and Central 
for implementing its every stage of human education such as Primary to Higher Education. 


Human Capital theory was postulated by T.W. Schultz in 1961 which stimulated the analysis 
and research on education has been both extensive and intensive. Fredrick Taylor developed the 
idea of people as ‘effective machines’ in late nineteenth century which allow the workers to perform 
their tasks in the best way possible, and so improve workers efficiency and output which indirectly 
emphasis the education or the life experience or division of labor for enhancing their efficiency. 
Hence the ideologies of investment on public education arise. The factors are finding from the 
various theories, studies and by life experience. Keynesian theory assumed that Public expenditure 
causes National Income in 1936 in his monumental work. Adolf Wagner's law (1958) stated that the 
expansion of public expenditure is in proportion to the growth of gross national product which is 
due to the fact of government’s different functions: It has led to an intensive growth in public 
activity thereby increasing government expenditure. The review of earlier studies purporting to 
identify variables that are determining public expenditure on education gives different findings. The 
frequency of most of the determinants reported as being statistically significant by employing least 
squares regression analysis on cross sectional data. The results are reported both positive and 
negative significant effects which give a hard time for the policy makers to decide what to do on 
distributing the public expenditure on education. Hence, the researcher made an attempt to trace 
the growth rate of public expenditure on education, to find out the linkage of public expenditure 
on education with Gross Domestic Product India. 


REVIEW OF LITERATURE 


Panchamukhi (1965) measures the public expenditure on education in India. The study estimated 
the total cost of education for the period 1950-1960 and found that total cost of education 
constituted 6.2 per cent of gross domestic product in study period. Chalam (1978) found that the 
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institutional and private cost of per student was almost double in case of science than the arts 
discipline. Private expenditure is grown faster due to the student’s socio background. Heggade 
(1998) studied the resource allocation and pattern of expenditure on education in Karnataka state 
during 1981-90. The author measured the institutional cost of education and studied the 
management as well organizational problem of higher education in the state. Raghendra Jha and 
et al., (2001) revealed the Impact of Public Expenditures on Education and Health on Poverty in 
Indian States. The objective of this study is to test whether public expenditures on education, 
health and other development activities have been effective in reducing poverty in India. NSSO 
data are used for fourteen Indian states from 13th to 53rd rounds for estimating poverty. The 
authors concluded that education, health and development expenditures help to reduce poverty. In 
particular, expenditure on elementary and secondary education is more effective in 
poverty reduction. 


Husain and et al., (2003) examined the Public Expenditure on Education in Pakistan. This study 
attempts to analyze the priorities accorded to Education by the federal as well as the provincial 
governments in order to provide feedbacks to the provincial administrations of relative strengths and 
weaknesses of their educational system. Further, the inequality in priorities and performance among 
provinces gives useful insights for planners. Such an analysis is also necessary for overall resource 
allocation. Michael Adebayo investigated the causality between human capital expenditures and 
defence spending including debt service obligations in Nigeria, using annual time series data from 
1970 to 2000. The Augmented Dickey Fuller (ADF) and Phillip Perron (PP) tests were used and the 
author tried to find the effects of stochastic shocks of each of the endogenous variables using vector 
autoregressive (VAR) model. The evidence from the Granger causality tests shows that, in Nigeria, 
debt service obligations determine human capital expenditure such as education. Uma S. 
Kambhampati, (2008) found the answer for the question whether the amount households spend on 
education depends upon the returns to education prevalent in the region in which they live. Author 
estimated rates of return to education separately for boys and girls in 33 states and UTs in India. 
The author’s results indicated that the rate of return to education was highly significant in increasing 
the amount spent on education by the household both for boys and girls. And specifically much 
larger at secondary level and for girls. Pravesh Tamang (2011) analysed the longrun by error- 
correction estimates which show that a 1% increase in physical capital per labor will lead to 0.28% 
increase in GDP per labor, and a 1% increase in government expenditure on education per labor 
will lead to 0.11% increase in GDP per labor. 


FINDINGS AND DISCUSSION 


According to Census 2011, the literacy rate increased further by 9.20 percentage points to reach 
74%. The number of literates has been increased by 218 million and illiterates, declined by 31 
million. The growing population demand for education is indirectly force the state to increase their 
share of education in the total Plan outlay from 7.7% to 19.4%. The out lay allotted by the 
government is based on their national income. Hence, surely there might be a linkage between the 
national income and public expenditure on education. So, the author made an attempt to find their 
relationship. 


The data selected for the study is time series data as well as in monetary unit, it is essential to 
check the data stationary with help of correlogram analysis. In correlogram analysis the null 
hypothesis is Data is stationary and its alternative hypothesis is Data is not stationary. The 
researcher used the SPSS Version 16 and found that autocorrelation value for expenditure in table-2 
and autocorrelation value for National income in Table 4 is goes down gradually and confirm that 
both the series of data are not stationary. This was again confirmed from the value of Ljung-box Q- 
statistics. The last one of Q-statistics and its corresponding probability value is near zero (bolded in 
the tables) led the researcher to accept the alternative hypothesis. That the selected series of data 
pertaining to national income and Public expenditure on education during 1991to 2010 is not 
stationary and cannot use for time series model as it is. The diagram with spike for Public 
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expenditure on education and National income too represents the data is not stationary because of 
the presence of spikes outside the line. 


Total Social Sector Expenditure in India from 1990-91 to 2009-10 


Ear Expenditure on Education, Sports, GDP at Factor Cost 
Art and Culture 
1990-91 15812 515032 
1991-92 17355 594168 
1992-93 19563 681517 
1993-94 21767 792150 
1994-95 24921 925239 
1995-96 28848 1083289 
1996-97 32939 1260710 
1997-98 36850 1401934 
1998-99 45242 1616082 
1999-00 55262 1786526 
2000-01 59153 1925017 
2001-02 59611 2097726 
2002-03 61782 2261415 
2003-04 64979 2538170 
2004-05 70485 2967599 
2005-06 79916 3402316 
2006-07 91974 3941865 
2007-08 104154 4540987 
2008-09 135431 5228650 
2009-10 159179 5868332 


education 


© Coefficient 
1.0 —— Upper Confidence Limit 
—— Lower Confidence Limit 


0.0 


ACF 


T T T T 


See | 
N 
w 
o4 
“I 


4 5 
Lag Number 
Autocorrelations 
Series:education 
Lag Autocorrelation Std. Error* Box-Ljung Statistic 
Value df Sig.’ 
1 .762 .208 13.442 1 .000 
2 549 .202 20.822 2 .000 
3 410 197 25.175 3 .000 
4 .286 191 27.419 4 .000 
5 185 185 28.420 5 .000 
6 .106 178 28.770 6 .000 
7 .037 172 28.816 7 .000 


a) The underlying process assumed is independence (white noise). 
b) b. Based on the asymptotic chi-square approximation. 
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Autocorrelations 
GDP at Factor cost 
Lag Autocorrelation Std. Error* Box-Ljung Statistic 
Value df Sig.” 
1 809 .208 15.163 1 .000 
2 627 202 24.785 2 .000 
3 465 197 30.374 3 .000 
4 321 191 33.204 4 .000 
5 198 185 34.349 5 .000 
6 .092 178 34.614 6 .000 
7 .008 172 34.616 7 .000 
a. The underlying process assumed is independence (white noise). 
b. Based on the asymptotic chi-square approximation 
VAROOO01 GDP at Factor Cost 
O Coefficient 
1.0 —— Upper Confidence Limit 
—Lower Confidence Limit 
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OLS, using observations 1993-2010 (T = 18) 
Dependent variable: education 

coefficient std. error t-ratio p-value 

const 4703.68 2978.63 1.579 0.1352 
GDP_at_Fact_2 0.0409218 0.00629169 6.504 9.96e-06 *** 
education_2 -0.378982 0.279246 -1.357 0.1948 
R-squared 0.985930 Adjusted R-squared 0.984054 
F(2, 15) 525.5563 P-value(F) 1.29e-14 
Log-likelihood -176.8297 Akaike criterion 359.6594 
Schwarz criterion 362.3305 Hannan-Quinn 360.0277 
rho 0.617634 Durbin-Watson 0.807768 

White's test for heteroskedasticity - 

Null hypothesis: heteroskedasticity not present 
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Test statistic: LM = 12.8699 

with p-value = P(Chi-square(5) > 12.8699) = 0.0246293 
Durbin-Watson statistic = 0.807768 

p-value = 0.000198984 

Null hypothesis: no autocorrelation 

Test statistic: LMF = 3648.61 


From the Table 1, the difference between the National income and total Public 
expenditure on education can check as a bird view. The raw data leads in the conclusion of 
National income and Public expenditure on education shows growth oriented trend. But 
the researcher already found that the data are not stationary during the study period. 
Further analysis it is very essential to bring the data to be stationary. After selecting the 
optimal lag as 4 for the data set to be stationary in order to avoid the spurious regression the 
researcher selected the Engel-granger test and used the Gretl software and found that 
aggregate expenditure and income are co integrated. There seems to be stable long-run 
relationship between them: they will not wander away from each other. The 
heteroscedasticity and autocorrelation are checked and the results are presented. The OLS 
results shows that a one unit/rupee of national income increase will increase 0.0409 
unit/rupee increase in Public expenditure on education. The allocation for education sector 
by the government will be increase 0.0409 rupee when their national income increases in a 
rupee. 


The variables are co-integrated then it can be expressed into error correction model.U,, 
is error term that guides the variable of the system to restore back to equilibrium. In other 
words it corrects that equilibrium. The sign of the error correction term should be negative 
after estimation. The co-efficient of error correction term tells that at what rate it corrects 
the previous period disequilibrium of the system. The speed of error correction of 
equilibrium or speed at which it corrects the disequilibrium can be studied from the error 
correction co-efficient. If it zero then both the variables adjust in the same time period. 
Here, in this analysis, the error correction term had negative sign after estimation. Short run 
changes in National Income have a negative impact on short run changes in expenditure. 
Otherwise-1.066 as the marginal aggregate expenses to spend in short run while 0.9676 is 
the marginal aggregate expenses to spend in long run. The error correction model‘s co- 
efficient of determination that is R’ less than the Durbin—Watson Statistic, which confirms 
that the regression is not spurious. 


CONCLUSION 


The velocity of increased number of educational institutions in all levels in India put the question of 
quality of education as an output while Quality is in the hands of supplier who are the teachers, and 
the administrative staff. The function and the quality of their endeavors would depend upon the 
facilities that are available to them. The recurring (maintenance) costs, payment of salaries to 
teachers and administrative staff, and other expenses relating to the management of education 
involves heavy public expenditure. Educational public expenditure helps to curtail the economic 
negative externality and enhance the economic growth positively. Tertiary education is thus 
necessary to awaken the individual and realize his or her potential for the effective creation, 
dissemination, and application of knowledge and to serve and do well to others. 
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APPENDIX-1 
Step 1: testing for a unit root in education 


Augmented Dickey-Fuller test for education sample size 18 

Unit-root null hypothesis: a = 1 test with constant model: (1-L)y = b0 + (a-1)*y(-1) +... + e 
1st-order autocorrelation coeff. for e: -0.027 estimated value of (a - 1): 0.126317 

test statistic: tau_c(1) = 1.93492 asymptotic p-value 0.9999 


Step 2: testing for a unit root in GDP_at_Factor_c sample size 18 unit-root null hypothesis: a = 
1 test with constant model: (1-L)y = b0O + (a-1)*y(-1) +... + e Ist-order autocorrelation coeff. for e: 
0.055 estimated value of (a - 1): 0.0530621 test statistic: tau_c(1) = 1.39314 asymptotic p-value 
0.9991 


Step 3: cointegrating regression Dependent variable: education 
Coefficient std. error t-ratio p-value 

Const 3359.64 2282.31 1.472 0.1583 

GDP_at_Factor_c 0.0246106 0.00083 29.64 9.94e-017 *** 
R-squared 0.979919 Adjusted R-squared 0.978803 

Rho 0.729733 Durbin-Watson 0.640833 

Step 4: testing for a unit root in uhat 

Augmented Dickey-Fuller test for uhat 

Including one lag of (1-L)uhat 

Sample size 18 

Unit-root null hypothesis: a = 1 

Model: (1-L)y = b0 + (a-1)*y(-1) +... +e 

1st-order autocorrelation coeff. for e: -0.118 

Estimated value of (a - 1): -0.524475 

Test statistic: tau_c(2) = -2.7997 

Asymptotic p-value 0.1658 
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Abstract—Good welfare facilities of an organization results in changes in almost every aspect of working. Empirical 
approach based quantitative analysis of a case study undertaken at Scooters India Limited, a public sector organization in 
India, that not effective in their welfare facilities, is presented here. The paper offers an analysis of motivation, satisfaction, 
efficiency and productivity of workers of different work experience regarding welfare facilities offered by Scooters India 
Limited. The organization is not good in their welfare facilities and the workers are not satisfied. The difference is 
significant. Based on the findings, the paper identifies lessons that welfare facilities have impact on organisation 
effectiveness. Limitation of the paper is as such access to worker was not permitted and several limitation of Likert-type scale 
as well. 


Keywords: Labour Welfare, Work Experience, Satisfaction, Productivity of Workers, Efficiency 


INTRODUCTION 


Welfare facility for worker and his dependents is an important toot to grab loyalty and gratitude of 
workers. According to (Mishra and Manju, 2007) Employee welfare is a widespread term which 
refers to the various services, benefits and facilities offered by the employer to employees with a 
purpose of elevating the life of employees and to keep them happy and satisfied. Welfare programs 
make worker satisfy and give a high-quality life. It increases the standard of living of workers by 
avoiding the burden of their livelihood. (Priti, 2009) also gives this view that the purpose of 
providing welfare facilities is to make their work life better and also to raise their standard of living. 
This study examines the impact of welfare facilities on satisfaction, motivation and productivity of 
workers of Scooters India Limited, apublic sector unit in India. 


LITERATURE REVIEW 


The important tool for every organization is labour welfare with some added benefits which 
facilitate the workers to lead a elegant life. The Oxford Dictionary defines Labour Welfare as 
betterment of work for employees relates to taking care of the well being of workers by employer’s 
trade union govt. and non-govt. agencies. The concept of labour welfare cannot be concisely defined 
because of the relativity of the concept. However, efforts have been taken by the expert bodies to do 
each his own way. employment Welfare commonly describe as Anything made for the coherent, 
physical, morale and monetary betterment of the workers, by employers, by government about what 
is laid down by law or what is normally expected of the contractual benefits for which workers may 
have bargained. (Todd A.J., 1933) said, “Welfare is anything done for the comfort and 
improvement, intellectual and social, of the employees over and above the wages paid, which is not 
a necessity of the industry”. In a resolution in 1947, the ILO defined labour welfare as "such 
services, facilities and amenities as adequate canteens, rest and recreation facilities, arrangements 
for travel to and from work, and for the accommodation of workers employed at a distance from 
their houses, and such other services, amenities and facilities as contribute to improve the conditions 
under which workers are employed.” (Mishra and Manju, 2007) believes that “Provision of welfare 
facilities in India has been made obligatory especially the recreational facilities for employees to 
stem out the problem of lack of commitment on the part of the workers thereby improving their 
productivity which is possible with the satisfaction of labour”. 


According to Fredrick Hertzberg (Aswathappa, K. 2007), “most welfare facilities are hygiene 
factors which create dissatisfaction if not provided. Remove dissatisfaction, place an employee in a 
favorable mood, provide satisfiers and then motivation will take place”. When worker get better 
canteen facilities, good water to drink, clean restrooms, clean and hygiene washrooms and 
bathrooms, regular medical checkups, health insurances, Employee assistance programme, 
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grievance handling department, better facilities to sit or good work place gives employee a high level 
of satisfactory level (Sindhu, S. 2012). 


The functional theory of labor welfare which suggests that welfare work can be used for 
securing, safeguard and developing the efficiency and productivity of labor (Manju and Mishra, 
2007). If the management goes on working for welfare of labourers, the labourers feel satisfaction 
with their job and they get the motivation towards their work. employees’ morale and motivation 
level increases by the welfare facilities and it helps in retention of employees in organization. 
(Armstrong, 2006) asserts that employee welfare services increase the loyalty and motivation of 
employees. According to (Sindhu, S. 2012) Employee welfare measures increase the productivity of 
organization and promote healthy industrial relations thereby maintaining industrial peace. 
Organizations provide welfare facilities to their employees to keep their motivation levels high. 
Business houses provide many such statutory and non statutory things policies to maintain 
satisfactory level of their employees. (Priti, 2009), also believes that Welfare facilities makes workers 
to pay more attention towards work and thus increases their efficiency, productivity and foster 
better industrial relations, help organizations’ visibility and popularity. (Manzini and Gwandure, 
2011) found that The concept of employee welfare has been used by many organizations as a 
strategy of improving productivity of employees especially in the mobile industry since work related 
problems can lead to poor quality of life for employees and a decline in performance. The 
demographic characters also have relationship with the job satisfaction. (Paul T. 2012)assert thatthe 
different demographic traits such as age, education, position, years in service and hours worked per 
week have significant impact on job satisfaction. According to (Cron and Slocum, 1986; Igbaria and 
Guimaraes, 1993; Moyes et al., 2006) Individual characteristics such as gender, age, education, 
tenure and previous working experience, have also been linked to the level of job satisfaction that 
employees experience. 


OBJECTIVES 
e To study the labour welfare measures at Scooter India Limited. 


e To find the satisfaction level of workers regarding the various welfare measures of Scooter 
India Limited. 


e To identify the difference in impact of welfare on motivation, efficiency and productivity 
between employees of different work experience. 


Following null hypothesis (HO) and alternate hypothesis (HAO) was formulated for the study: 


HO01 


There is no significant difference regarding Satisfaction level of workers between workers of 
different work experience. 


HOA1 


There is significant difference regarding Satisfaction level of workers between workers of different 
work experience. 


HO02 


There is no significant difference regarding Impact of welfare facilities on motivation between 
workers of different work experience. 


HOA2 


There is significant difference regarding Impact of welfare facilities on motivation between workers 
of different work experience. 
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H03 


There is no significant difference regarding welfare amenities motivate the worker to show their full 
efficiency between workers of different work experience. 


HOA3 


There is significant difference regarding welfare amenities motivate the worker to show their full 
efficiency between workers of different work experience. 


H04 


There is no significant difference regarding Contribution of welfare program in increasing the 
productivity of the worker between workers of different work experience. 

HO0A4 

There is significant difference regarding Contribution of welfare program in increasing the 
productivity of the worker between workers of different work experience. 

RESEARCH METHODOLOGY 

This empirical study represents a descriptive research design using case study which was used to 
study labour welfare and data was collected from Scooters India public sector organization. 
RESEARCH INSTRUMENT 


Well-structured questionnaire comprising of 35 questions was used. There were two parts in which 
the questionnaire was divided. First part consisted of four questions of the demography of the 
worker and the second part consisted of 30 questions based on five-point likert scale. The survey 
was conducted at Scooters India public sector organization, Lucknow. 


STATISTICAL ANALYSIS 

ANOVA was conducted to test the hypotheses. Mean and standard deviation (Descriptive statistics) 
have been taken for analysis of the respondents’ scores to all the statements. The test of significance 
performed at the level of p < 0.05. In considering the means for the individual items with averages of 
2.50 or less is considerable for this sample. 

RESULTS AND DISCUSSION 

Demographic characteristics of employees are displayed in Table 1. 


Table 1: Demographic Profile of Respondents 


Demographic Profile Range Per cent 

Age group 18-30 20 
31-40 17.5 
41-50 8.8 
51-60 48.8 

>60 5 
Gender male 82.5 
female 1755 
Education Up to intermediate 28.8 
Graduate 31.2 
Post graduate 22.5 
Others 17.5 

Table 2 
Demographic Profile Range Per cent 

Up to 5 years 23.8 
Work Experience 5-10 years 13.8 
10-15 years 7.5 
15-20 years 2.5 
20-25 years 8.8 
>25 years 43.8 
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It can be seen from Table 2 that majority (43.8%) of the respondents have work experience more 
than 25 years. Satisfaction or dissatisfaction of such employees with so many years of experience 
can present a true picture of worker welfare measures. 


SATISFACTION LEVEL 


There were 26 variables which depicted the satisfaction of the workers. All were clubbed together to 
study the satisfaction level of the workers. 


Table 3: Mean 
Valid 80 
Mean 2.9817 
Std. Deviation 0.89177 


From table 3, it is understood that overall mean is greater than 2.5. Thus the labours are dissatisfied 
by the welfare facilities provided by the organization. Table 4 is showing the satisfaction and 
dissatisfaction of workers of different work experience. 


Table 4: Descriptives 


Work Experience N Mean STD. Deviation 
upto 5 years 19 3.0709 0.74682 
5-10 years 11 2.9196 1.03038 
10-15 years 6 3.7308 0.36407 
15-20 years 2 1.6923 0.00000 
20-25 years 7 2.4011 0.91418 
>25 years 35 3.0143 0.89460 
Total 80 2.9817 0.89177 
Table 5: ANOVA 
ANOVA Sum of Squares DF Mean Square F Significance Level 

Between Groups 9.282 5 1.856 2.566 .034 
Within Groups 53.543 74 0.724 

Total 62.825 79 


ANOVA is applied on the basis of work experience of the labours in Scooter India Limited. This 
is done to see the impact of people spent years over satisfaction. From table 4.1, it is seen that the 
significance level is less than 0.05; this shows that the difference between the groups is significant. 


IMPACT OF WELFARE FACILITIES ON MOTIVATION 


Table 5: Descriptives 


Work Experience N Mean STD. Deviation 
upto 5 years 19 3.74 1.240 
5-10 years 11 3.09 1.868 
10-15 years 6 4.67 516 
15-20 years 2 2.00 .000 
20-25 years 7 2.86 1.464 
>25 years 35 3.43 1.195 
Total 80 3.46 1.350 


From table 5, it is seen that the workers who have work experience of 15 to 20 years are only 
motivated since their mean is less than 2.5. Rest of workers of different work experience is not 
motivated since their mean is more than 2.5. 


Table 6: ANOVA 


ANOVA Sum of Squares DF Mean Square F Significance level 
Between Groups 18.532 5 3.706 2.188 .065 
Within Groups 125.355 74 1.694 
Total 143.888 79 


From table 5.1, it is seen that the p > 0.05. 
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THE WELFARE AMENITIES MOTIVATE THE 
WORKER TO SHOW THEIR FULL EFFICIENCY 


Table 6: Descriptives 


Work Experience N Mean STD. Deviation 
upto 5 years 19 3.58 1.261 
5-10 years 11 2.73 1.737 
10-15 years 6 4.67 516 
15-20 years 2 2.00 .000 
20-25 years 7 2.86 1.464 
>25 years 35 3.23 1.285 
Total 80 3.29 1.380 


From table 6, it is seen that the workers who have work experience of 15 to 20 years are only 
motivated to show their full efficiency since their mean is less than 2.5. 


Table 7: ANOVA 


ANOVA Sum of Squares DF Mean Square F Significance Level 
Between Groups 21.212 5 4.242 2.430 .043 
Within Groups 129.175 74 1.746 
Total 150.388 79 


From table 6.1, it is seen that the p <0.05, this shows that the difference between the groups is 
significant. 


CONTRIBUTION OF WELFARE PROGRAM IN 
INCREASING THE PRODUCTIVITY OF THE WORKER 


Table 7: Descriptives 


Work Experience N Mean STD. Deviation 
upto 5 years 19 3.37 1.422 
5-10 years 11 2.91 1.758 
10-15 years 6 4.67 516 
15-20 years 2 2.00 .000 
20-25 years 7 2.86 1.464 
>25 years 35 3.03 1.361 
Total 80 3.18 1.439 


From table 7, it is seen that the workers who have work experience of 15 to 20 years have 
increased their productivity due to the welfare programs since their mean is less than 2.5. But the 
workers who have work experience of less than 15 years and more than 20 years have not increased 
their productivity. 


Table 8: ANOVA 


ANOVA Sum of Squares DF Mean Square F Significance Level 
[Between Groups 19.058 5 3.812 1.952 .096 
[Within Groups 144.492 74 1.953 

(Total 163.550 79 


From the table 7.1, it is seen that the p > 0.05. 


Above findings result into rejection of hypotheses HO1 and HO3 respectively and acceptance of 
HOAI and HOA3. 


CONCLUSIONS 


Scooters India Limited providing various welfare facilities like Work conditions at the workplace, 
safety measures, welfare programs, trade unions role in welfare, medical and health care facilities, 
insurance facilities, accident compensation, créches facility, safety norms, grievance redressal 
machinery, ventilation, canteen facilities, rest room and transport facilities, loan facilities, uniform 
and protective gadgets, training, time to time workshops. But the majority of the workers of scooter 
India limited are not satisfied by the welfare facilities which are provided by the organization and 
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the difference is significant. Some of the workers with 15-20 and 20-25 years of experience are 
satisfied by the welfare programs. This may also be because of the number of labours of this group 
are very less. (Gibson, J. L., and S. M. Klein, 1970) presented data bearing on the age-tenure- 
satisfaction relationships. In a sample of 2,067 blue collar workers they found a positive, linear 
relationship between age and job satisfaction but a negative, linear relationship between company 
tenure and satisfaction. In Scooters India Limited, workers of low work experience and high work 
experience both are dissatisfied by the welfare programs. 


Welfare facilities of scooter India limited are not enough to motivate the workers and not 
effective in increasing the productivity of workers. Workers are not showing their full efficiency in 
work. Only 15-20 years of work experience, workers are motivated and showing their efficiency. 
Majority of workers (43%) are working more than 25 years and they are not satisfied and motivated 
by the welfare facility of the organization that means they are withdrawing their satisfaction and 
motivation from other dimensions. Older workers enjoy their working that’s why they are 
remaining active in the work place. They are withdrawing satisfaction by using their skill and gain a 
sense of accomplishment from the job they do and enjoy the chance to be creative. 


Scooter India limited should focus on their welfare facilities and work toward it. Make their 
workers motivated and satisfied by their welfare programs because worker welfare is an important 
aspect and it helps in improving productivity and efficiency of the workers and if the workers are 
satisfied, motivated and productive then the organization become effective. This is also proved by 
various studies. 


LIMITATION 


As such the access to worker was not permitted. The interaction levels, therefore, with workers have 
not been as such. As a matter of fact workers were asked to express their views regarding various 
aspects relating to labour welfare measures through questionnaire only. Also the important 
constraint of time and cost was definite limiting factor. There are several limitations of the Likert- 
type scale as well. 
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Abstract—ZJn the era of advancement, modernization and technology we have forgotten our ancient epics and become 
rootless. We not only forgot life principles but also ran to get worldly wealth. It definitely has brought many challenges and 
we got instable, restless and prone to diseases. Hypertension & anxiety is not uncommon, even the school going children are 
suffering from such a syndrome. The research visualizes the effect of meditation on people behavior and tries to find out 
whether Mantras chanting helps the person to gain inner peace, concentration power, persistence and prosperous life. Study 
is empirical and micro level in nature and the pre-meditation and post meditation behavior of the male and female 
respondents has been analyzed on adequate statistical tools. 
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OVERVIEW 


Meditation in our country has spiritual roots and our saints have practiced it for long time. The 
literature claimed that meditation is a fruitful activity and whosoever practice gains peace and 
mental order. If someone gives even 5-10 minutes he can feel lots of advantages of meditation. 
Meditation is collectively a group of techniques, such as mantra meditation, relaxation response and 
chanting mantras. Most meditative techniques started in Eastern religious or spiritual traditions. 
The techniques of meditation differ from culture to culture, country to country and literature to 
literature. People use meditation for health and well-being. 


Researchers in present paper aim to find out the effects of meditation on persistence, prosperity 
and gaining concentration power. They tried to redefine personality on meditation parameters and 
applied the meditation techniques on the groups of students selected from different departments of a 
university. They believed in meditation a person gets focused attention and peace, reduces stress 
and maintains physical & psychological balance. Meditation practice is believed to result in a state 
of greater calmness and focussed attention. It shall be interesting to find out how Practicing 
meditation relates to the flow of emotions and thoughts? 


In the era of advancement, modernization and technology, we have forgotten our ancient epics 
and thus become rootless. We not only forgot life principles but also ran to get worldly wealth. It 
definitely has brought many challenges and we got instable, restless and prone to diseases. 
Hypertension & anxiety is not uncommon, even the school going children are suffering from such a 
syndrome. The research visualizes the effect of meditation on people behavior and tries to find out 
whether Mantras chanting helps the person to gain inner peace, concentration power, persistence 
and prosperous life. Study is empirical in nature, conducted at micro level and the pre-meditation 
and post meditation behavior of the male and female respondents’ has been analyzed on adequate 
statistical tools. 


Can we redefine personality? How a meditation practitioner feels differ from a normal person? 
What are the advantages of meditating in a good place? Researchers tried to find out the advantages 
of meditation and elements of meditation with the help of present research paper. 

ELEMENTS OF MEDITATION 

1. Selection of a quiet location. 


2. A focus of attention which can be gained by chanting mantra in initial phases. 
3. Aspecific and comfortable posture (Straight). 

4. Deep breathing. 

5. Open attitude. 

6. 


Regular practice. 
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TRANSCENDENTAL MEDITATION—A VEDANTIC TECHNIQUE 


Gavin Flood, observed in Brihadaranyaka Upanishad commented, meditation as a state "having 
becoming calm and concentrated, one perceives the self (atman) within oneself". 


Transcendental Meditation is among most common meditation practices and this program 
taught by Maharishi Mahesh Yogi (2008), he is originally from Madhya Pradesh, India. 
Transcendental Meditation is a-Sidhi program (an anglicized version of the Sanskrit siddhi meaning 
supernormal powers) represents more advanced training in the Vedantic interpretation of the Yoga 
Sutras of Patanjali. David Orme-Johnson, one of the key investigators at MIU, and his colleagues 
have compiled and edited 508 studies on TM in five volumes under the title Scientific Research on 
Maharishi's Transcendental Meditation and TM-Sidhi Program: Collected Papers (Orme-Johnson 
and Farrow, 1977; Chalmers, Clements, Schenkluhn and Weinless, 1989a, 1989b, 1989c; 
Wallace,Orme-Johnson and Dillbeck, 1990). These studies are arranged approximately in 
chronological order in each volume under the headings of physiology, psychology, sociology, and 
then either theoretical or review oriented papers. The researchers worked on different meditation 
styles, searched for the simple one and asked the group on chanting Amretesh Mantra, extracted 
from Garud Puran. The researchers also studied Shri Maad Bhagwat Maha Puranas and Shrimad 
Bhagwat Geeta for the search of mantras but they focused on Amretesh mantra as it is simple and 
general peace, happiness and order with less efforts. Moreover the mantra is easy to remember and 
chant. Adopted Meditation style has been discussed in the next section. 


Meditation Style adopted in Present Study 


Students were advised for meditation only after the careful observation of their behavior and 
performance. The faculty researchers took a note on their disciplinary behavior, interpersonal skills, 
confidence level, semester/trimester performances, aggression level, attitude and general 
compliance of rules and regulations. 


Prior to research the researchers had many apprehensions related to meditation and its effects. 
Researchers had many references about the effectiveness of the mediation through literature review. 


The students were asked to find a peaceful place and time. They were asked to meditate on their 
heart and put their all senses on the heart. They were asked to chant Amretesh mantra- 


“ OM Zoom Saaha” 


The researcher found Amretesh Mantra in Shrimaad Bhagatwat Maha Purnas. The students 
chanted the mantra in the morning and evening time for more than 25 times in one sitting. 


All the students groups were included during the questionnaire filling and data collection. 


LITERATURE REVIEW 


There are many forms of meditation that have been developed and passed on by humanity's 
religious and spiritual traditions. Many involve some form of withdrawal of attention from the outer 
world and from customary patterns of perceptual, cognitive, emotional, and motor activity, 
performed in a state of inner and outer stillness. There are, however, forms of meditation that utilize 
music, movement, or visual or auditory contemplation of physical objects or processes 
(i.e., staring ata 


candle flame, watching or listening to a stream of water or ocean waves). Goleman divided 
meditation into two main categories: concentration methods and insight techniques. 


Buddhism, introduced the practice of insight meditation (vipassana), the goal of which is insight 
into the nature of psychic functioning, not the achievement of states of absorption. Vipassana is a 
training in mindfulness in which attention is focused upon registering feelings, thoughts, and 
sensations exactly as they occur, without elaboration, preference, selection, comments, censorship, 
judgment, or interpretation10 (p.21). Meditation is a process of expanding attention to as many 
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mental and physical events as possible, the goal of which understands of the impermanent, 
unsatisfactory, and non-substantial nature of all phenomena. 


The distinctions between various forms of meditation such as TM and vipassana are significant 
because they enable us to recognize that a meditation technique may appropriately be applied in 
therapy only if it matches the therapeutic goals being sought, for example, stress reduction, working 
through difficult emotions, or seeking transformative transpersonal experiences. 


Deikman's viewed and commented, "Meditation is an adjunct to therapy, not a replacement for 
it" (p.143). Therapy is most helpful for persons seeking relief from symptoms interfering with work, 
intimacy and pleasure (p.174). 


Kutz, Borysenko, & Benson commented that meditation may be a primer for therapy; for 
observing and categorizing mental events provides insight into how mental schemes are created, 
giving rise to a greater sense of responsibility and allowing one to step out of conceptual limitations 
and stereotyped reactions and behaviors. Bradwejn, Dowdall, Iny disagreed with these conclusions, 
writing that the goal of meditation (the realization that the self or ego is illusory) is irreconcilable 
with the therapeutic goal of facilitating development of a cohesive ego. Dunn, Hartigan, & Mikulas, 
(1999), viewed a possible problem with the definition of meditation as a “mental stress reduction 
technique;” in reality it is a bit more complex. One source of this complication is the difference 
between cultures. 


RESEARCH METHODOLOGY 


The research was conducted on the groups of students and the experiments were in disguised form. 
It is an empirical research based on the participation of students of different departments. Students 
were told that people should meditate in order to gain general happiness and increasing confidence 
level. Initially their behavior was observed and they were advised for meditation. After a two month 
time, same group behavior was observed again and they were provided set of questionnaire. 


Students were asked to fill in questionnaire based on their true opinion and common 
observation in their behavior. After the filling in of questionnaires they were told about the 
objectives of the research and meditation purpose. 


RESEARCH DESIGN 


The selected research design was based on the data characteristics and data description. Therefore it 
is research is the combination of causal research and descriptive research design. The secondary 
data has been collected for the literature review. The review has been conducted from both sources— 
offline an online sources. 


SAMPLE SIZE: 100 STUDENTS 


SAMPLING DESIGN 


The sample of the students has been collected on the bases of faculty member judgment, hence the 
sampling is judgmental. There may be chances of biasness on the part of faculty members. The 
students have been selected from different departments among the total population of 1500 students. 


TARGET GROUPS 
Post graduates & Undergraduates: 
1. Computer science and Engineering: 25students, third year students. 
2. Civil Engineering: 25 Students, third year students. 
3. BBA: 25 students, first year students. 
4. MBA: 25Students, first year students. 


Students group were consists of male and female students. 
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OBJECTIVES OF THE RESEARCH 
1. To find out whether mediation bring mental peace and power? 


2. To find out whether meditation boost up confidence level and help in gaining 
positive attitude? 


To find out whether meditation and chanting on mantra has any effect on persistence? 
To find out whether meditation helps in gaining prosperity? 

To find out whether meditation increase efficiency of a person? 

To find out whether meditation practices help in gaining happiness? 

Whether meditation boosts up performance of a person? 


To find out whether meditation reduces stress and anxiety level? 


SOOO! EE Oye OY ones Soe 


To find out whether meditation helps in increasing memory power? 
10. To find out whether meditation brings focused attention? 


Researchers in the present paper tried to find out the effect of meditation on people and selected 
25 experimental variables based on their merit. These variables have been enlisted as follows and 
the study was conducted on the different groups of students belonging to different departments of 
the students. In morning and evening time, the students practiced their mantra and tried to 
concentrate on their heart. These variables were tested on SPSS-17.0 and data interpretation and 
conclusions have been drawn in subsequent sections. 


EXPERIMENTAL VARIABLES 


Present research is an attempt to find out the effects of meditation and mantra chanting on people 
with respect to state of mind and general well being. Following variable were explored during the 
literature review and tested on statistical tools with the help of SPSS-17.0. 


1. Happiness. 
Confidence level. 
Performance. 
Fearlessness. 

Peace. 

General compliance. 
Control of speech. 


Empathy. 


NON OO Se OY aes 2S 


Remove hesitation. 


— 
j=) 


. Persistence. 


— 
— 


. Love silence. 


— 
N 


. Improve communication skills. 


— 
w 


. Generosity. 


ww 


. Attitude. 


— 
On 


. Discipline. 


— 
Oo 


. Interpersonal Skills. 


— 
“I 


. Calm and cool. 
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18. Focussed attention. 
19. Memory. 

20. Creativity. 

21. Anxiety. 

22. Sleep. 

23. Stress. 

24. Compassion. 

25. Relaxation. 


The researchers studied all variables before and after experiments and the responses and general 
behaviour was observed. 


HYPOTHESES FORMULATION 


Our hypotheses were formulated on the bases of previously laid objectives and the research problem 
and our hypotheses were laid as follows: 


1. Ho: The meditation and chanting of mantras bring mental peace and power. 

Ho: The meditation boost up confidence level; hence helps in gaining positive attitude. 
Ho: Chanting of mantras and meditation effect persistence of a person. 

Ho: Meditation boosts up efficiency and performance of a person. 

Ho: Meditation reduces stress level and the person goes for sound sleep. 

Ho: Meditation helps in relaxing and the person feels comfortable and relaxed. 

Ho: Meditation boosts creativity of a person. 


Ho: A person practicing meditation becomes cool and calm. 


oo NDMP wb 


. Ho: Meditation brings compassion and love. 


10. Ho: Meditation helps in gaining discipline and general compliance. 


EXPERIMENTAL DESIGN 


The primary and secondary data has been collected for the research purpose. For the primary data, 
groups of students from different departments have been taken and their general behavior has been 
observed and data has been collected based on questionnaire. The questionnaire was structured on 
10 points scale. 1point on the scale represented very low level of the variable and 10 represented 
extremely high level of the variable on the scale. The research measured psychographic variables 
and the students responses related to feeling before and after effects were collected on 10-pointer 
scale. Secondary data have been collected from different sources-epics, spiritual books and online 
sources. Students chanted mantra “OM ZOOM SHAHA” for at least 15 minutes and their feelings 
were recorded in questionnaire. 


DATA COLLECTION 


The present research based on pre and post activities and feelings of the students participated in 
meditation workshops conducted with the help of their wardens and researchers. The data related to 
premeditation was already collected based on students feelings and post meditation data was 
collected after 2 months workshop. Thereafter data analysis was conducted and the subsequent 
section deals with data analysis and interpretation. 
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DATA ANALYSIS & RELIABILITY STATISTICS 


The data have been analyzed on SPSS-17.0 Version and following output has been generalized in 
the subsequent sections 


Reliability statistics was calculated to find out the construct on the 1-10 pointer scale. A total of 
25 variables were measured on the scale and the responses of 25 participants collected and analyzed. 


Table 1: Case Processing Summary 


Cases N % 

Cases Valid 23 76.7 
Excluded 7 23.3 

Total 30 100.0 


a. List wise deletion based on all variables in the procedure 
Table: 2 Reliability Statistics 


Cronbach's Alpha N of Items 
.799 25 


INTERPRETATION 


Pre testing of the questionnaire was done responses on 30 participants. For the reliability of scale the 
researcher believed on the value of Cronbach alpha. The table represents the value of Cronbach 
Alpha for 25 items. The reliability statistics represent Cronbach Alpha = 0.799, which indicate that 
the constructs are valid and the research can be conducted further. The researchers conducted the 
research based on these variables and data analysis is represented in the next section. 


DATA ANALYSIS 


As the research deals with pre and post meditation feelings and was rated on 10 pointer 
psychographic scales, researchers’ selected t-test for the data analysis as the population is not normal 
and homogenous. Moreover due to selection of participants, personal biasness cannot be ignored. 
Therefore data is judgemental not based on fair selection. Following table represents output for 
paired samples statistics & paired sample correlation for t-test. 


T-Test 
Table: 3 Paired Samples Statistics 
Mean N Std. Deviation Std. Error Mean 

Pair 1 Happiness 7.5500 100 1.40974 .14097 
Pre Happiness 2.3200 100 1.03358 10336 

; Pre confidence 2.1400 100 .98494 .09849 
hee Confidence 9.1800 100 70180 07018 
5 Pre Performance 2.4000 100 1.06363 .10636 
ane Performance 8.9300 100 1.19134 11913 
/ Pre fearlessness 2.0000 100 1.03475 .10347 
Foes Fearlessness 8.6500 100 1.11351 11135 
; Pre Peace 1.9900 100 .98980 .09898 
eae Peace 8.6000 100 1.14592 11459 
Pair 6 Pre Compliance 1.6100 100 .72328 .07233 
Compliance 9.1300 100 .83672 .08367 

Pair 7 Pre empathy 1.6200 100 .72167 .07217 
Empathy 9.1100 100 .77714 .07771 

; Pre Hesitation 1.7100 100 .94596 .09460 
Paine Hesitation 9.1300 100 78695 07870 
Pair 9 Pre persistence 1.6500 100 -74366 .07437 
Persistence 9.0600 100 1.04272 .10427 

Pair 10 Pre Attitude 1.6300 100 .71992 .07199 
Attitude 9.1300 100 84871 .08487 

Pair 11 Pre Memory 1.6100 100 80271 08027 


Table 1: (Contd.)... 
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... fable 1: (Contd.) 


Memory 8.9100 100 87727 08773 

Pair 12 Pre Discipline 1.5800 100 72725 .07272 
Discipline 9.0900 100 .97540 .09754 

Pair 13 Pre calmness 1.4700 100 .62692 .06269 
Calmness 9.0200 100 87594 .08759 

Pair 14 Pre Creativity 1.7200 100 .89983 .08998 
Creativity 9.0800 100 80000 .08000 

Pair 15 pre interpersonal 1.5800 100 -79366 .07937 
interpersonal 9.0800 100 .80000 .08000 

Pair 16 pre generous 2.2500 100 1.57874 .15787 
generosity 9.1000 100 .77198 .07720 

Pair 17 pre anxiety 9.0500 100 83333 08333 
anxiety 1.4500 100 .68718 .06872 

Pair 18 pre stress 8.9700 100 .98939 .09894 
stress 1.9800 100 1.19747 11975 

Pair 19 pre compassion 1.5500 100 -74366 .07437 
compassion 9.0500 100 .80873 .08087 

Pair 20 pre sleep 1.6000 100 -77850 .07785 
sleep 8.7400 100 1.48813 14881 

Pair 21 pre relaxation 1.5900 100 .76667 .07667 
relaxation 8.9500 100 90314 .09031 

Pair 22 pre control of speech 1.6100 100 .79003 .07900 
control of speech 8.8500 100 1.16667 .11667 

Pair 23 pre communication 1.5800 100 -75452 .07545 
communication 8.7200 100 1.35647 13565 

Pair 24 pre silence 1.6200 100 .77564 .07756 
silence 9.0900 100 .77973 .07797 

Pair 25 pre focus 1.4900 100 .70345 .07035 
focus 9.1600 100 .63118 06312 

Table 4: Paired Samples Correlations 

Experimental Variables N Correlation Sig. 

Pair 1 Happiness & Pre Happiness 100 .100 323 
Pair 2 Pre confidence & Confidence 100 065 518 
Pair 3 Pre Performance & Performance 100 -.089 377 
Pair 4 Pre fearlessness & Fearlessness 100 149 139 
Pair 5 Pre Peace & Peace 100 -.057 73 
Pair 6 Pre Compliance & Compliance 100 -.132 189 
Pair 7 Pre empathy & Empathy 100 .003 974 
Pair 8 Pre Hesitation & Hesitation 100 -.044 .665 
Pair 9 Pre persistence & Persistence 100 .014 887 
Pair 10 Pre Attitude & Attitude 100 .046 .646 
Pair 11 Pre Memory & Memory 100 -.065 523 
Pair 12 Pre Discipline & Discipline 100 025 802 
Pair 13 Pre calmness & Calmness 100 -.072 A474 
Pair 14 Pre Creativity & Creativity 100 .003 973 
Pair 15 pre interpersonal & interpersonal 100 .069 493 
Pair 16 pre generous & generosity 100 120 234 
Pair 17 pre anxiety & anxiety 100 -.022 828 
Pair 18 pre stress & stress 100 -.137 174 
Pair 19 pre compassion & compassion 100 -.147 145 
Pair 20 pre sleep & sleep 100 .049 630 
Pair 21 pre relaxation & relaxation 100 -.161 109 
Pair 22 pre control of speech & control of speech 100 -.097 337 
Pair 23 pre communication & communication 100 101 317 
Pair 24 pre silence & silence 100 -.127 .209 
Pair 25 pre focus & focus 100 -.065 523 

Foot Note: 


* Table 3 and table 4 represent paired samples. 


** Paired samples Pre: represents pre meditation and other components are post meditation outputs. 
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INTERPRETATIONS 


te 


10. 


11. 


12. 


13. 


14. 


15. 


16. 
17. 


18. 


19. 


Post Happiness effect of meditation is significant as the correlation value is 0.100 and the 
tabular value is 0.323. 


Pre meditation and post meditation effect on confidence gaining is moderately significant as 
the calculated value is 0.065 and the tabular value is 0.518. 


Effect on Performance of person is moderately significant as the calculated value is-0.089 
and the tabular value is 0.377. 


Fearlessness is insignificant and effect on fearlessness has not been find to be significant as 
the calculated value is 0.149 and the tabular value is 0.139. 


Meditation was found significant in gaining peace as the calculated value (-0.057) and the 
tabular value is 0.573. 


Compliance is also significant as the calculated value (-0.132) and the tabular value is 0.189. 


Meditation is also helpful in gaining positive attitude as the calculated value (.046) and the 
tabular value is 0.646. 


Meditation was found less significant in gaining empathy is moderately significant attitude 
as the calculated value (0.003) and the tabular value is 0.974. 


Meditation was found moderately significant in removing hesitation as the calculated value 
(-.044) and the tabular value is 0.665. 


Meditation was found moderately significant in gaining persistence as the calculated value 
(0.014) and the tabular value is 0.887. 


Post Happiness effect of meditation is significant as the correlation value is 0.100 and the 
tabular value is 0.323. 


Pre meditation and post meditation effect on confidence gaining is moderately significant as 
the calculated value is 0.065 and the tabular value is 0.518. 


Effect on Performance of person is moderately significant as the calculated value is-0.089 
and the tabular value is 0.377. 


Fearlessness is insignificant and effect on fearlessness has not been find to be significant as 
the calculated value is 0.149 and the tabular value is 0.139. 


Meditation was found significant in gaining peace as the calculated value (-0.057) and the 
tabular value is 0.573. 


Compliance is also significant as the calculated value(-0.132) and the tabular value is 0.189 


Meditation is also helpful in gaining positive attitude as the calculated value (.046) and the 
tabular value is 0.646. 


Meditation was found less significant in gaining empathy is moderately significant attitude 
as the calculated value (0.003) and the tabular value is 0.974. 


Meditation was found moderately significant in removing hesitation as the calculated value 
(-.044) and the tabular value is 0.665. 
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20. 


ls 
D2. 
23. 


24. 


Meditation was found moderately significant in gaining persistence as the calculated value 


(0.014) and the tabular value is 0.887. 


Meditation brings silence as the calculated value (-0.127) and the tabular value is 0.209. 


Meditation helps in reducing stress (-0.137) and the tabular value is 0.174. 


Meditation helps in gaining sound sleep as calculated value is (0.049) and the tabular value 


is 0.639. 


Meditation helps in gaining concentration power (focussed attention) as the calculated value 
is (-0.065) and the tabular value is 0.523. 


In the next section paired sample test for t-statistics has been dealt. The test is conducted at 95% 
confidence level of significance and the lower and upper critical value (acceptance region for the 
null hypothesis) is represented. The test is two tailed as the data may vary from extreme lower value 
to extreme high value for the said paired variable. 


Table 5: Paired Samples Test 


Experimental Variables Paired Differences T |DF| Sig. 
95% Confidence (2-Tailed) 
Interval of the 
Difference 
Mean Std. Std. Lower Upper 
Deviation| Error 
Mean 
Pair 1_| Happiness-Pre happiness 5.23000 | 1.66275 | .16628 | 4.90007 | 5.55993 | 31.454 | 99] .000 
Pair 2__| Pre confidence-Confidence 7.04000 | 1.17138 | .11714 | -7.27243 | -6.80757 | 60.100 | 99 .000 
Pair 3_| Pre Performance-Performance 6.53000 | 1.66639 | .16664 | -6.86065 | -6.19935 | 39.186 | 99| .000 
Pair 4_| Pre fearlessness-Fearlessness 6.65000 | 1.40256 | .14026 | -6.92830 | -6.37170 | 47.413 | 99 .000 
Pair 5 | Pre Peace-Peace 6.61000 | 1.55632 | .15563 | -6.91881 | -6.30119 | 42.472 | 99] .000 
Pair 6_| Pre Compliance-Compliance 7.52000 | 1.17619 | .11762 | -7.75338 | -7.28662 | 63.935 | 99| _.000 
Pair 7 | Pre empathy-Empathy 7.49000 | 1.05883 | .10588 | -7.70009 | -7.27991 | 70.739 | 99| .000 
Pair 8_| Pre Hesitation-Hesitation 7.42000 | 1.25674 | .12567 | -7.66936 | -7.17064 | 59.042 | 99 .000 
Pair 9_| Pre persistence-Persistence 7.41000 | 1.27204 | .12720 | -7.66240 | -7.15760 | 58.253 | 99| .000 
Pair 10 | Pre Attitude-Attitude 7.50000 | 1.08711 | .10871 | -7.71571 | -7.28429 | 68.990 | 99} .000 
Pair 11 | Pre Memory-Memory 7.30000 | 1.22680 | .12268 | -7.54342 | -7.05658 | 59.504 | 99| .000 
Pair 12 | Pre Discipline-Discipline 7.51000 | 1.20181 | .12018 | -7.74846 | -7.27154 | 62.489 | 99| —.000 
Pair 13 | Pre calmness-Calmness 7.55000 | 1.11351 | .11135 | -7.77094 | -7.32906 | 67.804 | 99 .000 
Pair 14 | Pre Creativity-Creativity 7.36000 | 1.20202 | .12020 | -7.59851 | -7.12149 | 61.230 | 99| .000 
Pair 15 | pre interpersonal-interpersonal 7.50000 | 1.08711 | .10871 | -7.71571 | -7.28429 | 68.990 | 99| .000 
Pair 16 | pre generous-generosity 6.85000 | 1.67196 | .16720 | -7.18175 | -6.51825 | 40.970 | 99| .000 
Pair 17 | pre anxiety-anxiety 7.60000 | 1.09175 | .10918 | 7.38337 | 7.81663 | 69.613 | 99| .000 
Pair 18 | pre stress-stress 6.99000 | 1.65447 | .16545 | 6.66172 | 7.31828 | 42.249 |99| .000 
Pair 19 | pre compassion-compassion 7.50000 | 1.17637 | .11764 | -7.73342 | -7.26658 | 63.756 | 99| _.000 
Pair 20 | pre sleep-sleep 7.14000 | 1.64544 | .16454 | -7.46649 | -6.81351 | 43.393 | 99| .000 
Pair 21 | pre relaxation-relaxation 7.36000 | 1.27541 | .12754 | -7.61307 | -7.10693 | 57.707 | 99 | —.000 
Pair 22 | pre control of speech-control of] 7.24000 | 1.47107 | .14711 | -7.53189 | -6.94811 | 49.216 | 99] .000 
speech 
Pair 23 | pre communication 7.14000 | 1.48406 | .14841 | -7.43447 | -6.84553 | 48.111 | 99]  .000 
communication 
Pair 24 | pre silence-silence 7.47000 | 1.16736 | .11674 | -7.70163 | -7.23837 | 63.991 | 99| .000 
Pair 25 | pre focus-focus 7.67000 | .97499 | .09750 | -7.86346 | -7.47654 | 78.667 | 99| —_.000 
RESULTS 
1. Table 4 represents that our first hypothesis Ho: The meditation and chanting of mantras bring 


peace (-6.91881) stood true as the t-value (tabular = 42.472). The calculated value falls 
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under critical region, hence we accept our hypothesis, and meditation and chanting of 
mantras bring peace. 


Our Second hypothesis Ho: The meditation boost up confidence level (-6.80757) hence helps 
in gaining positive attitude (-7.28429), stood true as the t-value (tabular = 60.100) and 
(68.99) respectively. The calculated value falls under critical region, hence we accept 
second null hypothesis and conclude meditation boost up confidence level and brings 
positive attitude. 


Third hypothesis Ho: Chanting of mantras and meditation effect persistence of a person hold 
true as the calculated value for t-test (-7.15760) which lies in critical region (tabular value= 
58.253). 


Hypothesis four Ho: Meditation boosts up efficiency and performance of a person also holds 
true as the calculated value (-6.19935) is less than the critical value (39.183). 


Hypothesis five Ho: Meditation reduces stress level and the person gains sound sleep holds 
true as the calculated value for stress(7.31828) and Sleep (-6.81351) is less than the tabular 
value for stress (42.249) and Sleep (43.393) respectively. 


Hypothesis six Ho: Meditation helps in relaxing and the person feels comfortable and relaxed 
also hold true as the calculated value (-7.10693) falls in acceptance region (57.707). 


Hypothesis seven Ho: Meditation boost creativity of a person hold true as the calculated 
value falls in acceptance region (-7.12149) and the tabular value is 61.230. 


Hypothesis Eight Ho: A person practicing meditation become calm and cool get accepted as 
the calculated value is less than (-7.32906) tabular value (67.804). 


Hypothesis Nine Ho: Meditation brings compassion and love (-6.81351) also holds true the 
value is less than tabular value (63.756). 


10. Hypothesis Ho: Meditation helps in gaining discipline and general compliance also hold 


true as the calculated value is less than (-7.27154) and the tabular value is 62.489. 


CONCLUDING REMARKS 


ie 


Present research concludes that personality can be redefine with the help of meditation 
practices and a person whosoever meditate gains mental peace, confidence, positive attitude, 
compassion and love. 


2. Besides these gains, meditation also helps in reducing stress level and person gains 
sound sleep. 

3. Meditation boost up creativity in a person and he can think in different dimensions and 
innovation may be done in different fields. 

4. A person who practices on regular basis meditation becomes cool and calm (as proved in 
the research). 
Meditation boost performance and improve efficiency. 

6. Finally research concludes that meditation brings 4p’s-Persistence, power, prosperity, peace. 

DISCUSSIONS 


Research was conducted on micro level and for a less period, hence the results may vary from 
sample to sample. Moreover the research does not claim the validation of results at macro level. 
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Abstract—The irreversible changes in organizational anatomy have generated the need to reflect on strategies required to 
create sustainable work systems around the world and Human Resource Development (HRD) is the mainstay for meeting 
the increasing demand of highly skilled and motivated global managers in industrial organizations as well as in institutions 
of Higher education. The main objective of this study is to identify the role of HRD in institutions of Higher education, to 
identify the current level of HRD orientation of these institutions and to identify ingredients of HRD climate to make them 
sustainable. A well-structured questionnaire has been used to collect primary data which has been analyzed quantitatively 
using statistical software. Based on the literature, the paper intends to raise the awareness among academicians and policy 
makers for designing HRD interventions for gaining competitive advantage and making them sustainable in the social and 
national interest. 
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INTRODUCTION 


Organizational approaches to corporate sustainability have focused on creation of sustainable work 
systems which demands highly skilled and motivated human resources. The competitive demands 
posed by the globalization and restructuring of the global economy has forced organizations to 
create sustainable HR advantage more than ever before. The increase in importance of intellectual 
capital has given rise to the need of designing HR strategies andpractices to match the rising 
expectations of the qualified global managers 


The irreversible changes in organizational anatomy have generated the need to reflect on skills 
and competencies of Human Resources around the world and thus Human Resource Development 
(HRD) is the mainstay for meeting the increasing demand of highly skilled and motivated global 
managers in industrial organizations as well as in institutions of Higher education. 


In view of the growing research evidence showing a positive correlation between progressive 
HRM techniques and corporate sustainability, there is no doubt that Human Resource 
Development can be a valuable aid to the turnaround of many Indian enterprises which are 
seriously affected by chronic productivity crisis, high incidence of industrial sickness and growing 
labour unrest and education sector is not an exception to this as this sector has undergone a 
tremendous change in contemporary times.Gone are the days when professional education was 
imparted only in a few government aided institutions with limited intake. Education itself has now 
taken the shape of an industry with a large number of privately funded educational institutes at 
primary, secondary and tertiary levels. This also means employment of an increased number of 
human resources as faculty members and staff, who need to be skilled enough to cater to the rising 
expectations of the new generation of knowledge seekers. 


Today the Indian higher education system is one of the largest systems in the World. 
Elementary Education accounted for 49.14% of the total expenditure on education in 2010-11, 
followed by Secondary Education, which was 31%. The share of University & Higher Education 
and Technical Education was 12.79% and. 4.89% respectively. Now, it is a recorded fact that there 
is an increase of 26 times in the number of Universities, 64 timesincrease in the number of colleges, 
and the students enrolment has gone up to 81 times in the formal system of higher education as 
compared to the figures at the time of independence. UGC in its report titled “Higher education in 
India at a glance” states that in 1950 the total number of universities were 30 (most of them 
government run or funded) and the number of colleges at that time were 695. In 2011 the numbers 
of universities has grown 30 folds and are 634 while the numbers of colleges are 33,023, thus putting 
huge pressure on the university administration in managing these institutions. Thus, education 
sector, particularly higher education sector, is now being considered as important as any other 
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service sectors of the economy and requires proper management and up gradation of the skills and 
capacities of people associated with it for its sustenance. 


Human Resource Development (HRD) emphasizes on creating conditions that help people 
to use their potentialfor their own development as well as for the development of the 
organization. Development is a continuous process and requires development of skills to 
meet the requirement of changing environment and aspirations. HRD plays a strategic role 
in helping achieve competitive advantage to reach the desired goals. The main objective of this 
study is to identify the role of HRD in institutions of Higher education, to identify the current level 
of HRD orientation of these institutions and to identify ingredients of HRD climate to make 
them sustainable. 


REVIEW OF LITERATURE 


In the past, the terms sustainability and sustainable development were used as synonyms for the 
concepts ‘long-term’, ‘durable’, ‘sound’, and ‘systematic’ (Leal Filho, 2000).Today, the term 
‘sustainability’ is one of the most widely used words across different disciplines with a broad variety 
of definitions (Leal Filho, 2000).Business and corporate strategists refer to it as proper use of 
organizational resources for sustained competitive advantage. Human capital has been identified as 
a very important resource category for building a sustained competitive advantage (Barney, 1991; 
Schuler & Jackson, 2005).In recent years, the skilled people of any organization are one of the 
sources of sustainable development and strategies to develop them must be designed on a 
continuous basis. 


The book “HRD In The New Economic Environment” (Rao, T.V., Silveira, D.M., Srivastava 
C.M. and Vidyasagar Rajesh, 1994), highlights that, due to liberalization of the Indian Economy, 
many changes are taking place in the corporate sector, related to the quality products and services, 
cost effective and efficient, improvement in technology to upgrade work methods, work norms, 
technical and managerial skills, and employee motivation to face challenges. They felt that HRD 
plays important role in bringing out the desired changes. 


Many strategic human resource management scholars offer helpful perspectives on HR’s role 
particularly in regard to HR and sustainability (Doppelt, 2003; Bradbury, et al., 2005; Losey, et al., 
2005).Bhide P.V and Sayeed O.B. (2002) has published their article in a book titled as “HRD in 
Asia—Trends and Challenges” (2002), they have concluded that leadership style has significant 
impact on creating favourable HRD climate and higher role efficacy, which can help in motivating 
and inspiring subordinates in the transformational change process. Recognizing the importance of 
HRD climate, Centre for HRD, Xavier Labour Relations Institute (XLRI, India) developed a 38- 
item HRD climate questionnaire to survey the extent to which development climate exists in 
organizations. The 38 items included in the questionnaire can be grouped into three categories such 
as general climate, OCTAPACE culture and HRD mechanisms. 


Human Resources in higher education are required to be trained not only for the present but 
also for the future in view of the challenges of the 21st century. Most observers of higher education 
in India feel that performance of higher education institutions has been less than satisfactory in 
terms of access, equity and quality (Kapur, Devesh and Mehta, Pratap Bhanu, 2004). Human 
Resource Development in the education sector can give it a fresh lease of life by empowering the 
faculty and staff to deal with several challenges in an effective manner. 


RESEARCH DESIGN AND METHODOLOGY 


A well-structured questionnaire has been used to collect primary data which has been analyzed 
quantitatively using statistical software (SPSS 20).In the present study samples were selected from 
two Management Institutes. A total sample size of 100 was taken and Questionnaires were 
administered to them in these institutes. The HRD level was studied with the help of a 
questionnaire by obtaining the responses on a 5-point Liker Scale ranging from strongly disagree(1) 
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to strongly agree(5). The data so collected was processed and analyzed which included tabulation of 
data and performance of statistical application using MS-Excel and SPSS version 20.0. 


DATA ANALYSIS 


An optimal level of development climate is essential for facilitating HRD activities (Rao & 
Abraham, 1986). This study is based on the questionnaire developed by Centre for HRD, XLRI, 
although necessary modifications have been made to design the questionnaire in accordance with 
the needs of an educational institute. In order to assess general HRD climate prevailing in the 
institutes of higher education, a 20 item questionnaire was formulated and the responses of the 
sampled faculty members and students were analyzed. The overall HRD climate variables were 
classified into 5 categories which included: 


Belief in HRD, work planning, development system, communication, and rewards 
and recognition. 


Belief in HRD included dimensions like “HRD activities help faculty and staff to build an 
excellent organizational climate”, “HRD is given adequate significance by faculty and staff’, and 
“HRD has an impact on improving overall culture in a management institute”. 


Work planning included availability of resources for effective teaching, support in designing the 
course structure, empowerment and the autonomy to plan, organize and do one’s work, and 
participation in all matters that pertain to the work and the institute's goals. 


Development system includes “Training is imparted on genuine training needs”, “The training 
is taken seriously by the teachers and they learn from it”, “Personal growth is emphasized in the 
training programmes”, and “People lacking competence in doing their jobs are helped to acquire 
competence rather than being left unattended”. 


Communication climate was measured with the help of 5 dimensions including “Information 
regarding conferences and seminars is circulated among all faculty members”, “There is good 
communication in my group”, “When seniors delegate authority to juniors, they consider it as an 
opportunity for development”. 


Finally, satisfaction of faculty and staff with rewards and recognition was measured with the help 
of three dimensions. The data was tested for reliability and yielded a Cronbach alpha score of 0.796. 


Table 1: Descriptive Statistics for Dimensions Measuring Level of HRD 


Dimensions N Minimum Maximum Mean Std. Deviation 
Ll Belief in HRD 100 1 5 4.33 1.061 
L2 Work planning 100 1 5 2.67 0.75 
L3 Development system 100 1 5 2.60 1.476 
L4 Communication climate 100 1 5 4.43 .817 
L5 Rewards and recognition 100 1 5 3.75 1.205 


Source: Field Survey, 2013. 


The overall HRD climate was calculated to be 3.556, which indicates that there is a moderate 
level of HRD in the educational institutes. The main promising areas in the HRD dimensions 
identified in the survey are: “HRD activities help faculty and staff to build an excellent 
organizational climate”, “The training is taken seriously by the teachers and they learn from it”, and 
“There is good communication in the group”. 


The factors that scored low on the questionnaire were found to include: 
1. Good work is always observed and special care is taken to appreciate it. 
2. Training is imparted on genuine training needs. 


3. When seniors delegate authority to juniors, the juniors consider it as an opportunity for 
development. 


4. Deserving persons are rewarded. 
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CONCLUSION 


This study investigates Human Resource Development in Institutions of higher education. Higher 
education in India is struggling, at a time when India is aiming to be a dominant player in the 
emerging knowledge economy. Higher education is the source which supplies the much-needed 
human resources in management, planning, design, teaching and research. The quality of Higher 
education services, especially in developing countries therefore must be viewed as a strategic issue 
for social and technological development and economic growth. 


As higher educational institutions tussle for competitive advantage and high service quality, the 
evaluation of current level of skills is essential to motivate the faculty and staff and to give feedback 
on the effectiveness of educational plans and their implementation. The institutions must work to 
obtain a standard of quality that exceeds student expectations and needs, extrapolating the 
assessments from legal demands (Pereira, 2004). The qualification, experience, knowledge, level of 
education of teachers is crucial to the quality of professional education in Management institutions 
and its up gradation is the responsibility of both the teacher and the institutional leadership. 


The study highlights the strengths and weaknesses of the HRD climate. It has brought to light 
the fact that the teaching staff needs to be developed in terms of their teaching capabilities using 
classroom management principles. It is, therefore, becoming increasingly necessary for institutions 
of higher education to invest in staff development through continuous training. Training is perhaps 
the life and blood of any educational institution and must be continuously monitored by the leaders 
to produce quality teaching staff. Leaders who wish to make major improvements in the quality of 
their teaching programs should therefore use different motivation techniques to create a learning 
environment in the institute which can deliver results on a continuous basis. 


This paper has endeavoured to evaluate the level of HRD in professional academic institutions 
as it has an impact on the quality of service provided to students in the education sector. The 
research involves the use of factors concerning HRD climate that are queried and surveyed using the 
questionnaire. The findings of the present study indicate that there is a still substantial scope for 
improvement in various aspects of HRD. The study reflects that faculty and staff are required to 
have a more helping attitude towards each other and also junior faculty must be encouraged to seek 
insights from the senior members of faculty. These conditions are essential to building trust between 
all faculty members in the institute which ultimately can help to create a quality culture and help in 
corporate brand building and gaining competitive advantage. For any such initiative it is also 
essential that the staff and faculty work in a collaborative manner rather than competitive. Any 
conflict between line and staff reduces the synergy required to provide quality services to 
its stakeholders. 


HRD in the education sector has the primary responsibility of upgrading and maintaining the 
quality of education by making it process driven. Faculty development and involvement must 
remain at the top of every institute’s agenda by ensuring the commitment of Principals/Directors of 
these institutes. 


A large number of provisions for attending FDP’s or workshops by the faculty are being 
enforced by educational bodies such as UGC or AICTE but without a proper focus on the quality of 
such programmes and its effectiveness in improving the skills and competencies of teachers. Lack of 
planned expansion will only result in chaos and directionless growth. Promotion and sustenance of 
quality requires a greater focus on performance, curricular reforms, better human resource 
management, schemes to promote high quality research and _ technology assisted 
monitoring mechanism. 


Finally, the author hopes that the findings of this study will provide a foundation upon which 
further research can be initiated in different academic institutions to improve the quality of 
education as new trends in education evolve. The present study has inherent limitations related to 
the sample size, biasness of individual opinions and others that offer opportunities for 
future research. 
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Abstract—Anomia which is ‘the individual’s lack of integration in social life’; and values referred to as ‘worthwhile, stable 
and enduring beliefs’; influences thoughts and behaviours of individuals. Applied to work settings, values represent expected 
outcomes in respective locations. The present study intends to establish the relationship between the variables, among 
business graduates. The attitude towards internet usage of the samples was also assessed. Analysis of the data, collected 
through structured questionnaires, shows significant positive correlation between the variables. While no significant 
difference was observed in anomia and work values, based on gender; significant difference was observed in the work values 
based on the year of study. The study makes important contribution to the body of literature on Anomia and Work Values. 
It is expected that the findings of the study would help academic practitioners to enrich the curriculum, and managers to 
make error free selection of personnel. 
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INDRODUCTION 


Anomia referred to as the individual's lack of integration in social life (Srole, 1956) has been 
extensively used in the sociological and psychological literature to explain certain deviant behaviors. 
Work values refer to enduring perspectives that guide individuals to evaluate what is fundamentally 
right or wrong in the work environment (Judge & Bretz, 1992). These work values could be extrinsic 
or intrinsic. While extrinsic work values are external outcomes and could include work benefits, 
security and success; intrinsic values refer to the self-actualization outcomes. The study intends to 
establish the relationship between the variables. 


ANOMIA 


Anomia or anomie is a construct that has evolved over a period of time from Greek religious texts 
(Orru, 1983). An individual characteristic that indicates absence of law, it is employed to 
understand human behaviour. Though it was initially referred to by Merton (1938), it was 
developed by MaclIver (1950) for psychiatric research. Merton (1938) refers anomie as societal 
imbalance that exists as a result of overstressing cultural goal attainment at the expense of legitimate 
means. Occurring due to gaps between cultural goals and institutional means, these imbalances 
could result in individuals engaging in misbehaviors. According to Maclver (1950), it is a state of 
mind, a subjective condition that exists in persons who live in anomic conditions. It is also 
associated with the collapse of the individual’s sense of attachment or affection to society. To 
Durkheim (1951) anomia exists due to lack of socially approved norms to direct one’s behaviour in 
the process of goal attainment. 


According to Srole (1956) anomia is a state of individual mind, and not a socio-structural 
condition. McClosky and Schaar (1965) perceived anomia as the consequence of social conditions 
of the individual, his personality or his interaction with social conditions. According to them 
personality elements such as cognitive and emotional factors, and substantive beliefs and attitudes 
contribute to anomia. Though originated in the 50s, further work in the topic occurred only in the 
1990s. Furthering earlier works, de Man et al., (1993) referred anomie to be ‘a social condition 
characterized by a breakdown of norms that manifests itself at the individual level, as uncertainty 
about what to believe and do’. Stephens (1994) considers it as normlessness and the underlying 
cause of lawlessness. Anomie occurs when norms are not adhered to and there is a breakdown in 
the social regulation on the individual conduct Of late the influence of anomia on ethical behaviour 
has been extensively studied (Orru, 1987). It is used to study moral behaviour of people at work 
(Tsahuridu, 2006). Studies by Chang and Arkin (2002) focused mostly on individuals; found that 
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anomia occurs from a social lack of normative standards. Absence of norms leads to individuals 
becoming disoriented, anxious, isolated and misbehaving. In organizations anomia occurs due to 
undue pressure placed on people for unachievable economic goals. These pressures often induce 
people to resort to illegal or immoral means to achieve goals (Martin et al., 2009) and even deviant 
behaviours. Anomia could also lead to corruptions (Martin et al., 2009) and unethical behaviours 
(Rosenenbaum and Kuntze, 2003). 


Anomic organizations could lack common norms, and are characterized by high employee 
turnover (Taylor and Zimmerer, 1992) and low employee morale. Such organizations are prone to 
collapse. Anomic people as self-centred and are likely to disobey cultural norms in order to satisfy 
their needs. Caruana et al. (2000) found Anomia to affect students’ academic honesty. Negating this 
finding, Sulphey and Jnaneswar (2013) established that there is no significant relationship between 
anomia and academic dishonesty among business school students. 


WORK VALUES 


Value is defined as “an enduring belief that a specific mode of conduct or end-state of existence is 
personally or socially preferable to an opposite or converse mode of conduct or end-state of 
existence” (Rokeach, 1973). They are stable enduring beliefs about what is worthwhile, that 
influence thoughts and behaviour. Learned from childhood days from parents, teachers and others; 
they are deep seated and can be considered as ‘desirable states, objects, goals or behaviors, 
transcending specific situations and applied as normative standards to judge and to choose among 
alternative modes of behavior’ (Sagie & Elizur, 1996). 


Work values (WV) are the importance that individuals give to outcomes arising in the work 
context (Elizur, 1984). Dose (1997) defines WV as ‘evaluative standards relating to work or the 
work environment by which individuals discuss what is right or assess the importance of 
preferences’. It is enduring perspective that guides individuals to evaluate what is fundamentally 
right or wrong in the work environment (Judge & Bretz, 1992). It could include components like 
social status of the job, activity preference, upward striving, attitude towards earnings, pride in 
work, job involvement. It could also include goals or rewards, and are expressions of general human 
values in the context of the work setting. WV helps individuals in determining what is right in the 
work environment, and could influence organizational effectiveness through the interplay of work 
outcomes such as job satisfaction, organizational citizenship behaviour and creativity (Ali & Al- 
Kazemi, 2005). 


Studies in the area of WV date back to 1957, wherein Rosenberg examined its role in college 
students' occupational choice. He found a strong relationship between work specific values and 
choice of occupation. Beutell & Brenner (1986) compared selected WVs of men and women; Fouad 
and Kammer (1989) studied the WV of women having different gender role orientations. Shapira 
and Griffith (1990) compared the WVs of engineers with managers, production, and clerical 
workers. All these studies reported significant differences in WVs between their respective 
comparison groups. Transnational or cross-cultural comparisons of WVs have revealed mixed 
effects (Elizur et al, 1991; Hofstede, 1984). A notable cross cultural study by Leong (1991) found 
that Asian Americans valued making money and a stable, secure future more than the White 
Americans. 


Lokan (1986) identified different work value patterns among high school students. Kanchier and 
Unruh (1989) established that job changers place greater value on creativity, independence, and 
intellectual stimulation than non changers. A brilliant study by Elizur et al., (1991) ranked the 
different work values. Among the eight common values in the study, it was found that high 
achievement and work with mind were most important. Job security, good salary, and prestige were 
of lesser importance for the adults. Work values also have implications for the interpersonal 
interactions in the work place. According to Mitchell and Larson (1987) individuals with similar 
work values experience greater satisfaction in their interpersonal relationships and are strongly 
associated with effective job performance. 
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INTERNET USAGE 


With more than 1.5 billion internet users in the world, it is creating wide range of unexpected 
changes in almost all facets of human life. Internet has become an integral part of daily routine, and 
is estimated that one out of three people consider internet to be as important as air, water, food and 
shelter (Jaffe, 2011). Socializing, studying, working, shopping, job searching, use of leisure time, 
and what not everything is been influenced by internet (DiNicola, 2004). Its influence is so 
pervasive that youth spend around 80% of their time on the internet. 


According to Wolfradt & Doll (2001) excessive internet usage limits genuine social relationship 
and could even lead to internet addiction. Internet addiction could lead to individuals neglecting 
their relationships, family, school and daily basic needs. Those who are addicted to internet 
consider social networking sites, instant messaging, online gaming, etc. a safe way of establishing 
new relationships. They move away from a realistic social world to an abstract virtual social world. 
This may be reason for the significant correlation between anomia and internet usage in the present 
study. If not judiciously used, internet may influence individuals to socially isolate. It can affect 
people of any gender, age, and socio economic status (Berad & Wolf, 2001). It could also lead to 
declivity in family communication and social ties, resulting in depression and loneliness. There are a 
number of studies which links social alienation and internet usage. Significant studies in the area are 
those of Moody (2001) and Williams (2001). Moody’s (2001) study among University students 
established association between internet usage and emotional loneliness. According to him a sense 
of emptiness is created by the absence of intimate relationships arising out of excessive internet 
usage. 


A review of the literature thus suggests that studies that examined the relationship between then 
proposed variables have not been undertaken. The present study attempts to fill this gap. 


OBJECTIVES OF THE STUDY 
The objectives of the study are to find out: 


1. The relationship between anomia, perceived work values and internet usage among 
business graduates. 


2. The difference among the respondents with respect to demographic variables like gender, 
year of study, etc. 


While substantial literature exists regarding anomia, internet usage, and work values; there is 
paucity of literature showing the relationship between them. The present work is an attempt towards 
this direction. 


METHODOLOGY 


The present study examines the relationship between anomia and perceived work values among 
business graduates. Data was collected through questionnaires administered on business graduates. 
The questionnaire had four sections — those which measured anomia (worldview), perception about 
the work values, internet usage and demographic particulars. 


ANOMIA 


The present study used the nine item instrument developed by Robinson and Shaver (1973), based 
on Srole’s (1956) five-item scale that captures the respondent’s worldview. This popular instrument 
has been widely used in empirical research. The respondents were asked to rate each item by 
assigning a value of 1 (strongly disagree) to 7 (strongly agree). Higher the score, higher the level of 
anomia, and negative in which students perceive things and people around them. 


WORK VALUES 


WV was assessed using an instrument adapted from deVanus and McAllister (1991) that comprised 
two dimensions: intrinsic work values and extrinsic work values. Each dimension was measured by 
five-items, and so the work values construct was assessed by a total of ten items. Respondents were 
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asked to indicate their levels of agreement with each item of work values on a seven-point scale 
ranging from “highly unimportant” to “highly important”. 


Internet usage was assessed using a five-item check list which included questions like ‘I have a 
tendency to sacrifice my study time for the sake of internet usage’, ‘Whenever I am online I tend to 
be deeply involved in it’, etc. 


Data were collected from 154 respondents, by using simple random sampling. There were equal 
numbers of male and female respondents. The mean age of the respondents was 22.43 years. While 
71% of the respondents were studying in the second year, 21% were in the first year programme. 
18% of the respondents were having prior work experience. 

RESULTS AND DISCUSSION 
The frequency distribution pertaining to the variables studied are presented in Table 1. 


Table 1: Mean and Standard Deviation of the Variables 


Anomia Work Values Internet usage 
Mean 40.89 59.39 10.74 
Standard deviation 6.78 9.13 1.45 
Minimum 17.00 15 6 
Maximum 60 70 12 


An attempt was made to investigate the relationship of various demographics on the variables 
studied. Table 2 and 3 presents the t-value of the respondents based on gender, and year of study 


respectively. 
Table 2: Data and T-value of Respondents based on Gender 
Gender N Mean Standard Deviation T. value 
Anomia Male 77 40.31 7.383 -1.059* 
Female 77 41.47 6.108 
Work value Male 77 58.21 8.401 -1.624* 
Female 77 60.58 9.671 


* Not significant 


The study established that there is no significant difference between male and female 
respondents with respect to anomia and WV. The mean and SD of female respondents with respect 
to the two variables (anomia and WV) showed only marginally higher values than males. 


Table 3: Data and Results of T-test with Respect to year of Study 


Year of Study N Mean Standard Deviation T. value 
Anomia First year 45 39.96 6.694 -1.100* 
Second year 109 41.28 6.805 
Work values First year 45 56.84 4.96533 -2.267** 
Second year 109 60.45 4.30582 
*Not significant 


** Significant 


Study revealed that there is a significant difference between first and second year students with 
respect to WV (t-value 2.267). The mean and SD of second year students with respect to WV are 
higher. In the case of anomia, mean and SD of second year students are marginally higher. 


Pearson Correlation was done to assess the relationship between the variables studied. The 
results are presented in Table 4 below: 


Table 4: Correlation between the Variables 


Anomia Perceived WV Net usage 
[Anomia 1 D223** .674** 
[Perceived WV 1 123 
INet usage 1 


** Significant at 0.01 level 
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From the correlation table it can be seen that there is significant correlation between perceived 
work values and the net usage of the respondents. However, no significant correlation was observed 
between perceived WV and net usage. While the significance in correlation with respect to anomia 
and net usage by the respondents were totally in the expected lines, the correlation between anomia 
and perceived WV were beyond the expectations of the researchers. 


The findings of the study that anomia and internet usage are correlated significantly is consistent 
with the earlier findings of Wolfradt & Doll (2001). The samples of the present study were found to 
have high levels of internet usage. This result is also consistent with Kraut et al. (1998) and Twenge 
et al., (2001). While Kraut et al established a relationship between excessive internet usage and 
decrease in social circle and family communication, Twenge et al., (2001) proposed that perceived 
societal alienation influence people to reject social norms and exhibit a tendency to aggress. The 
findings of Wolfradt & Doll (2001) that excessive internet usage limits genuine social relationship 
and could lead to individuals neglecting their relationships, family, school and daily basic needs is 
worth mentioning. Their movement away from a realistic social world to an abstract virtual social 
world may be reason for the significant correlation between anomia and internet usage in the 
present study. 


As stated earlier, the positive relationship between anomia and perceived WV was not expected 
by the researchers. However, the relationship between the two variables is not beyond explanation. 
Anomia exists when there is a lack of socially approved norms to direct an individual’s behaviour 
towards goal attainment (Durkheim, 1951). However, it does not prevent the individual in taking a 
higher pedestal with respect to the values that he intends to pursue. 


The connection may be that, higher internet usage leads to higher anomia. However, since 
internet usage involves working with mind, it may prompt them to have better work values. This 
relation with working with mind and WV was established by Elizur et al., (1991). 


CONCLUSION 


Anomia is a social condition that is characterized by a breakdown of norms that could manifests 
itself at the individual level as uncertainty about what to believe and do. WV is the importance that 
individuals place on outcomes arising in the work context. It is common knowledge that internet 
usage has increased manifold among the youth. Against this background the objectives set for the 
present study undertaken among business students were, to find out the relationship between 
anomia, perceived WV and internet usage among business graduates and the difference with respect 
to demographic variables like gender and year of study. 


Data were collected from 154 students using structured validated questionnaires. Analysis of the 
data revealed that there is a significant positive relation between Anomia and internet usage. This is 
in line with previous studies undertaken in this area. Significant positive relationship was also 
observed between anomia and WVs. Though it may sound strange, the outcome is positive in the 
sense that despite there being a sort of self imposed social isolation as a direct result of high levels of 
internet usage, the students maintain a high level of perceived WV. This is a good omen. Despite 
limitation regarding the number of samples taken for the study, the present study has helped in 
enriching the literature with its finding about anomia and WV. The researchers would be highly 
obliged if research in the same area is undertaken, involving larger sample and more 
number of variables. 
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Abstract—In the field of management, managing the information security is a crucial now a day because nothing is 
absolutely secure in spite of using best security policy, firewalls and a fine set of well trained employees, who also follow best 
security practices. But still human factor is truly security’s weakest link. Their ignorance towards mind manipulation 
techniques used by social engineers may turn into security breaches. The targets of such attacks might be categorized as 
individual, managerial persons, stakeholders or the client. It should be an essential part of management to train all the 
human task force and enhance their awareness towards such attacks. The present manuscript concerns with what cause an 
employee to share classified information unknowingly from the perspective of technology, economy and society. There are 
some recommendations to mitigate the risk of such vulnerabilities against intruders, company employees and 
social engineers. 


Keywords: Human Factors, Social Engineering, Security, Risk Mitigation 


INTRODUCTION 


The term security, with respect to a system, is defined as the degree to which a system is immune to 
any harm or to which is can be protected from such harms; the system can be an individual, a 
property, a house, a country, state, an organization, or in case of information, it can be ones 
identity, passwords, network, database, or a software/hardware asset. In their paper (Sasse, 
Ashenden, Lawrence, Coles-Kemp, Flechais & Kearney, 2007), M. Angela Sasses, defined security 
as “things that should happen, do, and things that shouldn’t happen, don’t” 


Information security is used with respect to information stored physically, electronically or in 
someone’s mind. It includes the measures and procedures applied to ensure the confidentiality and 
integrity information. The term confidentiality and integrity has a broad meaning here. To 
guarantee confidentiality, we have to prevent information from unauthorized access, disclosure, 
copying and to integrity, from unauthorized modification, deletion, corruption. 


Even after applying countermeasures, there are chances of facing threats. The famous security 
expert, Schneier, quoted it as, “There is no such thing as absolute security”. Security experts knows 
this and they install many security products, keep learning latest techniques used by hackers, advise 
and train end-users again and again still no help comes. According to survey done by Ponemon 
Institute (Ponemon, 2013), the consolidate cost of a data breache done in 2013 is $136 worldwide 
and $42 in India. The survey was done with 277 organizations in nine countries, namely Australia, 
Brazil, France, Germany, India, Italy, Japan, United Kingdom and United States. Out of these, the 
root cause of 35% of attacks is human. 


Albert Einstein once said, “Only two things are infinite, the universe and human stupidity, and 
I'm not sure about the former.” Most of the time IT professionals, including the security experts, 
consider it enough to use updated security products like firewalls, anti-malware, intrusion detection 
systems and protected every confidential or sensitive asset (information or system) with pass codes 
or biometric features. But no security product can make a system full proof as phrased by Schneier, 
“Security is not a product, it’s a process.” An unauthorized person can get the information from an 
insider. Even if, the employees are truly dedicated not to disclose the data and to follow company 
policy, they might be tricked by some extra smart con to give away the confidential information. 


The number of such attacks is increasing day-by-day. Verizon’s Data Breach Investigation 
report of 2013 (Verizon, 2013) concludes that 29% of all data breaches done in 2012 are done using 
social engineering techniques. The number was only 7% in 2011. 77% of all social engineering 
attacks done in 2012 used phishing attacks, 12% used bribery, 3% pretexting. The report also shows 
that e-mails are most common media of social attacks covering 79% of all attacks done. Apart from 
this, Kaspersky Labs, pioneer in system protection reported that almost 37.3 million users faced 
phishing attacks in year 2012 (Kaspersky Lab, 2013). It is clear from these figures that security 
experts must take social engineering as a threat to the system and should handle users as an asset to 
be protected. 
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SOCIAL ENGINEERING 


Most of the time people think social engineering is just lying to hack into a system to get some 
information. Cristopher Hadnagy (Hadnagy, 2011) defined it as, “is the art or better yet, science, of 
skillfully maneuvering human beings to take action in some aspect of their lives.” The definition 
elaborates that social engineering is not only about getting some information from a computer but it 
also includes lying to make someone feel pity for you, to get something for free. From the point of 
view of this manuscript, social engineering is art and science of getting information or breaking into 
the network or office premises of a company. 


CATEGORIES OF SOCIAL ENGINEERING 


The act of social engineering can be divided into several of categories (Tick Tock Computers LLC, 
2010) based on the basis of for what purpose it is being used: 


Hacking 


Hacking is a task of exploiting a computer system for the purpose of acquiring information, data or 
to corrupt, update, destroy the system. A lot of time, it is easier for a black hat hacker to break the 
system by manipulating an authorized person instead of using other tools rather than by malware or 
exploits. The famous adventure of Stanley Mark Rifkin in which he manipulated Security Pacific 
National Bank of Los Angeles to transfer millions of dollars to one of his account just by using 
social tactics and making three calls. (BloomBecker, 1990). 


Penetration Testing 


Sometimes organizations hire an outsider to check if their systems are secure or not and to find 
vulnerabilities. Penetration testers (or Pen-Testers) use social engineering techniques to get the 
information they want. 


Spies 


Almost all of the intelligence personnel are taught to look amiable and talk pleasant so that they can 
get the information which is otherwise not possible. Some Chinese investigator tricked employees of 
Dalai Lama’s office to download a malware attached in a mail and collected their confidential 
documents (Kumar, 2009). These tricks are also used by private investigates as we have seen in HP 
pretexting scandal (Davani, 2011). 


Identity Theft 


Now and then, we receives e-mails or SMS which says we have won some lottery in which we have 
not even been participated and then ask us to send them details about our e-mail account, bank 
account, driving license number, date of birth etc. These phishing attacks try to get advantage of 
greediness and in order to forge an identity (Anderson 2008). 


Everyday People 


We all use social engineering like to please our friends and relatives or to make them do things we 
want. Even bargaining to buy things at a cheaper cost is example of social engineering. 


COMMON ATTACKS 


The security attacks targeting human are usually done to get some specific type of information as 
are described below: 
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Username and Password 


A social engineer may come inside company premises posing like an employee or contractor and try 
to steal the username and password of employee or they may call an employee pretending to be 
security administrator telling them that their account is having some problems and asking them to 
give their username and password so that the account can be recovered from error. Another way is 
to search garbage (papers etc) of company look the password from someone’s back. On 16 
September 2008, the hacker David Kernell used Sarah Palin’s biographic details to hack into her 
yahoo account. (Johnson, 2010; Rowland, 2008). 


Credit Information 


Credit information is well known highly classified information. To get this information an attacker 
may wear the hat of credit card provider and ask them it as a genuine question. He may dig through 
the garbage to find credit card bills or make a replica of a financial website and trick the user to 
use them. 


Procedures 


Official procedure of a company is seemingly non-confidential information, which is provided most 
of the time over the phone without checking authenticity of caller. Knowing the procedure and 
linguistic of a company make a person feel insider, which can be used to deceive other employees to 
getting some real confidential information. 


Others 


Other information that may be interest of a social engineer are personal information like address, 
name of relatives etc, access cards and identity badges, call log and contacts, details of software and 
hardware resources being used in organization, name of someone with access privileges, 
Information about servers, networks, non-public URLs and intranet. 


COUNTERMEASURES 


All of social engineering might not be harmful for an organization e.g. bargaining but still it is 
something we need to be aware of. The famous hacker’s community Defcon coordinated a 
competition every year in which participants have to use human weakness to hack the system or to 
obtain the information called ‘Capture the Flag’. In their CTF contest of Defcon 20 (Hadnagy 
&Maxwell, 2012), organized in 2012, they have targeted five types of industries-Freight (UPS and 
FedEx), Telecom (Verizon and AT&T), Oil (Shell and Mobil), Retail (Target and Wal-Mart), and 
Tech (Cisco and HP); while in Defcon 19 (Hadnagy & O’Gorman, 2011) (in 2011), they have 
targeted food processing industries like ConAgra Foods, restaurants like McDonalds and airlines 
United Airlines and Delta Airlines. The statistics show that every industry needs to be ready for 
social engineering attacks. In his book (Hadnagy, 2011), Hadnagy put it as, “no way exists to be 
100% secure—unless you unplug all electronic devices and move to the mountains”. So if you have 
information, you better get prepared to be a target. 


Following are the countermeasures you can have in your organization to make 
yourself more secure: 


INFORMATION CLASSIFICATION 


An approach to strengthen company’s security policy is to classify the information into sensitive and 
non-sensitive information and make rules for how and with whom a specific type of information can 
be shared (Mitnick & Simon 2002). London School of Economics and Political Science suggested 
(Perkins, 2013) categorizing the information into following categories: 


Confidential: The information which is most sensitive and should be shared with very few 
trusted insiders only. Such information, if disclosed, may result in serious damage to all the 
concerns. Ex.-formula of proprietary products, secret information related to marketing and finance. 
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Restricted: The personal information of employees such as salary details, bank account detail, 
medical history, etc are considered to be private and must be protected from unauthorized 
disclosure because it may affect the concerning personnel. 


Internal Use: This category contains information which is publicly available to all company 
employees and generally considered as there is no need to hide it. Disclosure of such information 
does not pose any harm directly but a social engineer can use it as a tool to pretend 
authentic person. 


Public: The information such as product brochures, customer care contacts, press release, etc are 
supposed to be known by everyone is considered to be public. 


A company may have more or less categories than explained above based on their requirement. 
But a complex categorization system is more complex to be taught and followed. 


INFORMATION SHARING 


For every type of information a sharing guideline must be set up. It should contain two types of 
policies: 


Access Rights 


Every employee in organization must know their own access rights and what they can share with 
others. With the classification category of information it must also be labeled that who are 
authorized to know and access the information. With the change in role and responsibility of 
employees his access rights must also be changed. 


Verification Procedure 


There must be a policy to authenticate the requester. The methods that can be used are caller ID, 
callback number, trusted person verification, voice verification, dynamic secure ID, shared secret, 
supervisor verification, etc. After verifying authenticity of a person next step is to verify that the 
claimed person is still working with the organization. The last step is to verify that the person is 
authorized to use the information. For this purpose a list of job title, workgroup and responsibilities 
must be created and should be maintained and updated regularly. 


TRAINING AND TESTING 


Providing training to the employees is a key to security. Desautels said that, “Anything you see ona 
computer system can be spoofed or manipulated or augmented by a hacker.” All of the employees 
must be aware of this fact. They must understand what an attacker may want and how may he 
react? A good training and awareness program must incorporate following features (Mann, 2008): 


e It must target ail of the employees, especially newly recruited employees. 


e The target employees must be divided into groups according to their role and security 
responsibilities for example security guards, receptionists, computer users, non technical 
users, IT experts, security administrators and managers. 


e Other modes than classroom training must be used to make it more interesting. 


e Whenever the responsibility of an employee is changed, he must be provided training 
according to his new role in the organization. 


e The training must contain verification and authorization procedure that should be followed 
in all circumstances. 


The organization must also conclude how successful the training was? To do it they may test the 
employee and even contact a penetration tester, an expert in the arena. 
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OTHER PRECAUTIONS 


Other than above methods, a good management might help in increasing the level of security such 
as (Mitnick & Simon 2002): 


e Design of employee badge or access card: Most of the time a guard stands far enough from 
the gate to match the photo of the employee and his face. Having a large photo on the badge 
would help a lot. 


e Updating Access Rights: Updating access rights with change in responsibilities and keeping 
such data online would help employees to get a correct and fast verification. 


e Disabling Accounts: The account of a contractor or employee must be disabled as soon as 
they stop working for the organization. 


e Incentives: From time to time employees must be given small incentive to keep 
company safe. 


e Contact Information: The contact information of company individuals must not be provided 
publicly without a need. 


e Disposing of Data and Devices: Any sensitive information-either in paper format or digital 
format-must be disposed off carefully after its purpose is served, to minimize the 
risk of disclosure. 


e Error Pages on the Website: When experiencing error, some of the website shoes server’s 
default error page. The page contains information about which server is used and sometimes 
the configuration of the server also. A good social engineer with sound knowledge of 
computer system may use the information to get unauthorized access. 


e Default Passwords: The default password of all the packages being used must be changed 
before they are online. 


CONCLUSION 


We all know that security is a very important aspect of life. Even then, we generally underestimate 
it. Every organization and individual has a lot of assets that should be protected; and often we do 
not think somebody might misuse them. Kevin Mitnick (Mitnick & Simon 2002) once quoted, “‘it's 
typical today for a company to spend more money on coffee than on deploying countermeasures to 
protect the organization against security attacks.” Today, companies generally use software and 
hardware measures to make themselves secure, but they usually forget to protect their human 
resources. Software and hardware have no emotions; they can only be hacked if they have bugs or 
errors. But the human can be deceived by a hacker to give away confidential or sensitive data very 
easily. An organization may avoid such attacks by implementing some policies and a nice training 
program. 
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Abstract—Purpose: Organizations are gradually opting to enhance their ability by encouraging employees to accept 
change. The purpose of this study is to identify employee’s attitude towards change and efforts are made to reduce resistance 
towards change. 


Methodology: To illustrate the purpose of the paper an extensive literature review was done. The variables in the study were 
validated by using a qualitative case study method. Data was collected through Internet, journals, & websites of IBM in 
order to understand how change takes place in an organization.. I therefore address conceptual matters as well as theoretical 
context. 


Findings: Employees Attitude toward organizational performance and change are extremely connected with each other 
hence substantiating the issues that the performance in an organization is exaggerated through employee’s attitudes towards 
change. 


Managerial Implication: Conceptual understanding can be developed to identify employee’s attitudes which have an impact 
on change outcomes and performance. 


Keywords: Employees Attitude, Organizational Change, Change Management and Organizational Performance 


INTRODUCTION 


Organizations are increasing their need to change strategies and policies due to the emergent 
globalization of business and rising competition and technological advancement (Hampel and 
Martinsons, 2009). 


Today’s in this fast challenging business environment a large number of the organizations are in 
steady hunt for a strong strategy which can help them to endure the new global economic order, 
constructing them to achieve better performance (Ayesha Farooq and Zareen Hussain,2011). A 
change in an organization can be described as the prologue of innovation (Dawson, 2003). Change 
has latent significant impact on employee’s functioning in organizations as well as on organizational 
performance, although change can offer opportunities for organizational growth and economic 
development; on the other hand, by inculcating change there can be coercion from new skills, 
behaviors, actions and activities (Kiefer, 2005). 


Several organizational change efforts fail to achieve their planned objectives and goals leading 
to negative impacts on organizations and employees, such as exhausted capital, expenditure, and 
low Productivity. Number of studies indicated that many change leaders often underestimate the 
central role that individuals play in the change process(Armenakis, Hsrris,& Mossholder, 1993;Geo 
ge&jonses,2001).According to (Beer and Nohria, 2000; Argyris, 2004) many studies by the 
researchers indicated a failure rate of 70 percent for every change initiatives. 


LITERATURE REVIEW 


In today’s rapidly changing environment, any organization can attain competitive advantage by 
adopting change (Lawler and Worley, 2006). Organizational change is the procedure through which 
organizations planned to shift their current states to some preferred future states in order to enhance 
their performance and efficiency. It affects employee’s performance, structure, technology and other 
elements of the organization (Chitale, Mohanty &Nishith, 2013). A number of government sector 
organizations are indulged in change activities as they are affected by new public management. 
These predictable change measures are: reorganization, introduction of new top management, and 
adopting greatest practices such as financial management and management by goals. 


While adopting changes in organization, structure, or development; The role of Employees 
involvement are very important because change occurs due to individuals change, Organizational 
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change takes place when majority of individuals are able to change their attitudes or behaviors 
(Alas, 2007) Measurement of organizational change, is always cited in terms of Attitudes and 
behaviors of employees towards organizational change (Herold et al., 2007). Attitudes toward 
organizational change are defined as the overall employee’s judgment related to the change 
implemented by their organization (Elias, 2009). 


According to Armenakis and Bedeian (1999) an ideal assumption of organizational change 
should tackle with four essential magnitudes such as: process, content, outcomes and context. It has 
been found by Judge et al. (1999) that individual level outcomes received more consideration after it 
has been found that behavioral change is more important for organizational change. Armenakis et 
al. (2007) says that it is necessary to attain understanding of employee’s attitude towards change and 
organizational performance in order to achieve organizations goal and objective. 


DEFINING EMPLOYEES’ ATTITUDE TOWARD ORGANIZATIONAL CHANGE 


According to Lines (2005) Employees’ attitude towards change was described as an employee’s 
emotional leaning to judge positive/negative impact of change. He also considered change as a field 
emerging from the strong positive attitudes (e.g. openness to change, willingness for change) to 
strong negative attitudes (e.g. resistance to change, pessimism about organizational change) 
(Bouckenooghe, 2009). 


According to Bouckenooghe, (2009) it has been found that employee’s attitude towards 
organizational change can be seen as profitability in terms of financial advantage. 


If change is inculcated in any organization then it is clear that it has been occurred out of 
individual, organizational as well as intention to change at cognitive and affective level. While 
considering reactions toward change in an organization it is important to predict attitude towards 
change, and for signifying interventions that reduce negative reaction towards change. 


The understanding of attitude towards change can be recognized as difficulties that were faced 
while introducing change (Lines, 2005). Employees initially access the importance of change for 
their own comfort therefore; profitability and valence of change outcomes become vital 
(Smollan, 2009). 


Chiang (2009) used the concept of change schema to evaluate how people identify change and 
organizational performance. He originate that the organizational changes on both Employee’s 
attitude toward organizational changes and organizational performance has positive effects. 


FACTORS INFLUENCING EMPLOYEES ATTITUDE TOWARDS ORGANIZATIONAL CHANGE 
The following factors are influencing employee’s attitude toward organizational change 


Individual Factors 


Individuals working in an organization have capacity to act in a different way to the similar change 
since of their own individuality such as control and self-efficacy (Bouckenooghe and Devos, 2006). 
Elias (2009) suggest that locus of control is an important factor to attitudes toward organizational change 
and also found that employees will believe that he or she has control over the change occurrence and will 
not practice the unenthusiastic consequences related with an peripheral locus of control. 


Change Content Factors 


Armenakis and Bedeian (1999) propose that feedback from employees towards changes can show 
that how a particular change could shape their attitude and performance (Armenakis and Bedeian, 
1999). In perspective of organizational change threat appraisals are associated to equally 
sentimental and behavioral employee reactions Fugate et al., (2010). 
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Change Process Factors 


In these factors measures are considered to persuade peoples for successful achievement of 
organizational performance (Armenakis and Bedeian, 1999). Management support is important for 
highly competitive employees participating in the change as well as for better change and 
organizational performance Caldwell (2003). 


Change Context Factors 


Change of Internal context includes factors that persuade organizational performance such as, 
organizational norms, organizational politics Organizational standards, Employees uniformity, 
regulations, and policy (Armenakis and Bedeian, 1999). The change is an action of divergence, 
conference and cooperation, which occurs at different levels inside and outside an organization during the 
development of managing change (Dawson, 2003). 


On the extensive literature review following model was developed by researcher. 


Technological change 
Strategic change 


| Cultural change 


PERFORMANCE 


| Cognitive attitude 


Affective attitude 


Intentional attitude 


Fig. 1: Conceptual Model of Attitudes toward Change and Performance 


Attitudes toward 
Organizational change 


*Source: By Researcher 


WHY CHANGE IS NECESSARY IN AN ORGANIZATION 


Change in an organization is frequently determined in terms of necessity for business endurance, 
both at the management, Leadership and employee level (Prahalad, 1998). 


According to Boojihawon and Segal-Hom (2006) organizations need to advance their function 
within a highly unpredictable environment as the organizations are in situation of steady change. 
The force to change stems from a diversity of interior and exterior sources such as economic, 
structural, and technological factors. Leana and Barry (2000) suggest that the aim of change is to 
adapt changes in employee’s behavioral patterns at the workplace this improving organizational 
performance. Organizations attempt to predict and adapt change through strategies such as 
organizational redesign.(Greenwood & Hidings, 1988) It also include shifting the culture of 
organization (Gilmore, Shea & Useem, 1997). Organizations implement change for optimistic 
reasons in order to adapt to changing environmental circumstances and stay competitive. 
Employees regularly react negatively towards change and oppose change efforts. This negative 
response is basically because change brings with it enlarged anxiety, pressure, and uncertainty for 
employees ( Armenakis & Bedeian, 1999). 


According to Judge and Douglas (2009) the reasons for the failure range from a required of 
understanding an organization’s ability to change opposition toward organizational change (Martin, 
Jones & Callan, 2006). 
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EMPLOYEE ATTITUDE TOWARD CHANGE 


Change and affinity to change between employees is key elements of agile organizations which have 
been discussed in various prior researches. 


Arnold et al. (1995) suggest that “attitudes replicate employee’s affinity to believe, consider or 
act in appositive or negative behavior towards the purpose of the attitude”. 


Ajzen (1985) conceptualized that “Attitude describes a person’s constructive or adverse 
evaluation concerning the performance. Vijayasarathy (2004) defined attitude as the peoples idea 
that a service, product or concept is a superior in comparison to other while defining attitude in 
terms of outcome, it is seen that how an individual’s shows preference for that aspect. Normally 
attitudes are measured as an indicator of the efficiency of organizational work performance and 
organizational efficiency in organizations. 


RESEARCH METHODOLOGY 


An extensive analysis of the literature review is done to recognize employee’s attitude towards 
change and its impact on organizational performance. For validating the research variables an 
inductive investigation is done on the source of secondary data which was collected through 
Internet, journals, & website of IBM during one and half year period and analysis was done by 
using SAP-LAP framework. The employee’s attitudes during the technological change is identified 
and analyzed in the case study of International Business Machines Corporation (IBM). 


SAP-LAP is a framework which is used to generate a model of enquiry for change which can be 
used for managerial implications (Sushil, 2001). SAP-LAP has proved itself as an ideal tool. A full 
form of (SAP) is situation-actor-process while full form of (LAP) is learning—action-performance 
this model has been used basically for the analysis of case study. The situation represents the current 
situation of the organization. Actors are the participants, influencing the situation to evolve different 
business processes. LAP framework in which Learning (L) includes key learning phase of SAP, 
action (A) includes the measures to be taken to solve the issues and performance (P) can be the 
actual outcome expected after action is taken (Sushil, 2000). 


OBJECTIVE OF THE STUDY 


As a trend towards globalization, a tough worldwide opposition continues, so that the organizations 
are increasingly pressured to formulate speedy change procedure towards their workforce. The 
purpose or objective of this study is 


e To identify employee’s attitudes towards change programs and efforts done to reduce 
resistance towards change to achieve the desired performance. 


e To know the kind of change that is needed in different situation. 
CASE STUDY 


BACKGROUND 


IBM (International Business Machine) is the world’s top IT Company it was previously known as 
Computer-Tabulating-Recording Company and then in 1924 its name has been changed to IBM 
(International Business Machine). 


The IBM (International Business Machine) was founded in1910 and was headquartered in 
Armonk, (New York) and it was establish in 1911,This company offers large number of products 
and services in the ICT (Information And Communication Technology) industry. One of the 
companies (IBM) segment provides Technology support, Integrated Technology and outsourcing 
process and all these services are in relation to IT infrastructure and business process. Its next 
service segment is Global Business Services that provides consulting service for application 
innovation, strategy and transformation, enterprise application management, smarter analytics and 
maintenance. The other segment of the company is software segment that offers products, storage 
solutions, semiconductor technology and packaging solutions. The company also has a financing 
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segment that provides loan and lease to other companies, remanufacturing and remarketing, 
commercial financing. IBM also has an alliance with Kutxa bank; in addition to this it also has a 
strategic partnership with SY NNEX Corporation. 


SAP-LAP ANALYSIS 


Situation Considered 


According to the study done in2008 CEO of the IBM recognized five nucleus Qualities that 
are required for the companies that are “ambitious for change.” 


The IBM CEO suggests that in an organization there is a change gap and it is rising. 


The capability to handle change should be a nucleus competence-and the intensity of 
estimated change continues to force the company for better performance. 


Over the three years the IBM’s CEO rate their capability to deal with change 22 % that is 
more than their estimated need for it—-a “change gap” was found in IBM that has almost 
tripled since 2006. 


Louis V. Gerstner (CEO) recognized that company’s major troubles is a lack of customer 
satisfaction, trust and lots of customer touch, company was too decentralized, costs were out 
of control, controversial performance measurement systems. 


The company had followed their older strategy extensively but no output was generated. 


Thus, a technological change takes place in IBM. IBM has made its plan to take 
technological insight to assist and the organization change process. 


IBM has applied their company vision across four strategic magnitudes-technology strategy, 
organization change strategy, operating strategy, and business strategy to constrain novelty, 
growth and development. 


Actors Involved 


CEO of IBM. 

Top Management of IBM. 
Board of Director of IBM. 
Practitioners of IBM. 
Middle managers. 


Employees. 


Process 


According to Gerstner’s (CEO) analysis of customers’ desires and business development it 
was found that the change is necessary and the market was also shifting. 


Gerstner grant significance on value sharing for efficient changes. 


For the better performance Gerstner met with each employee and receive their feedback 
towards the successful implementation of change process. 


On the similar moment IBM remake its panel to release ups a obvious and constant 
interactions with IBM employees. 


Gerstner mentioned that if employees do not recognize what’s occurrence in the company 
then, they will not make the sacrifices that are essential to change. 
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Learning 


Action 


IBM offers one of the leading approach, strong strategy and practices related to the change 
in the world. 


Company deals with the network hardware business, application software, storage, and 
personal computers to enter the services and develop a freestanding software business. 


The sales were disappointing as the demand of personal computers was minimal at 
that time. 


Employee’s have positive attitudes towards this change in organization. 


IBM Emphasize employee contribution to ease opposition to change, at both individual and 
group levels. 


Enable sincere and suitable two-way communication to construct expectation and 
dedication to enhance change programs and making leaders to diminish resistance. 


Better interactions plus employee contribution enables and empower people, so then change 
happens through them—not just to them. 


Strong traditions of empowerment and allocation of decision-making authority in IBM 
distributes accountability for change throughout the organization. 


A change sponsor should be dynamically visible concerned in setting whole trend, 


Using diverse techniques and medium, communication was made at every level. 


Performance 


Employees in IBM hold positive attitudes toward organizational change. 


IBM has revenues of $107 billion & 90% of its fragment revenue comes from software, 
services and financing in the fiscal year 2011. 


The application of technology would turn into the key factors of IBM not its invention. 


IBM enters into the service and develops a freestanding software business to exit the 
application software, storage, the network hardware business and personal computers. 


IBM becomes a worldwide integrated venture in order to capture innovation. 


IBM constantly analyzes and changes their strategy in the direction of customer satisfaction, 
technologies, to attain higher-value and market opportunities. 


IBM is the leading supercomputer and machinery firm in the Information Communication 
Technology industry, It has conducted their measures into five company segments, and 
acquired market place in the United States, Africa, Europe, Asia, Oceania, and so on. 


DISCUSSION 


Nowadays, every organizations face change. Most important issues involved in company are 
adjusting the Employee’s attitude toward change and performance. 


IBM had a strongly-ingrained logic of company background that permitted minor performers to 
maintain employment that lack terror of termination. Lou Gerstner the CEO of company felt that 
this traditional regulation that employment was definite required to be broken. In order to reach 
achievement, CEO of the company aimed at creating an innovative tradition that encouraged 
allocation across divisions and sincerity. Change has prospective impacts on employees working in 
organizations; it can provide opportunities for expansion and advancement. 
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Further, Gerstner (CEO of IBM) felt that organizations require to including terms of 
supplementary incentives to execute change in Technology, culture and management process and to 
reap big successes. Several incentives were used to encourage higher administration by including 
bonuses which was based on entire performance and the creation of several cross-functional 
committees. These incentives make great effort in designing a team that works mutually for the best 
of IBM. 


CONCLUSION 


The study concluded that attitude of employees toward change and organizational performance 
were positive.The role of Employees’ attitude in understanding reaction towards change and 
organizational performance was emphasized. Employees embrace reasonable positive attitude 
towards change because they consider change as optimistic which activates their rewarding 
approach. Employees consider that change benefits all employees and would enhance work 
competence and effectiveness. As attitudes of employees are generally established as background for 
change and performance, it is accomplished that employees would show some supportive attitudes 
and behavior. Thus the positive attitudes of employees toward change and organizational 
performance will facilitate the organizations to achieve their goals and objectives. 
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Abstract—Performance Appraisal is the systematic evaluation of individual with respect to his/her performance on the job 
and his potential for development. The performance being measured against such factors as job knowledge, quality and 
quantity of output, initiative, leadership abilities, supervision, dependability, Cooperation, judgment, versatility, health, 

Assessment should not be confined to past performance alone. Potential of the employee for future performance must also be 
assessed. The factors of his attributes as a contributor to the organization should be assessed and worked out for the benefit of 
the employees and the organization as a whole. 


“Performance appraisal is a formal structured system of measuring and evaluating an employee’s job, related behavior and 
outcomes to discover how and why the employee is presently performing on the job and how the employee can perform more 
effectively in the future so that the employee, organization and society all benefits.” The present paper will be highlighting on 
the various factors and attributes which lead to the better results of the employee’s performance. This is important for 
enhancing the employee’s performance which would be helping to increase the performance of the organization as well. It 
will be focusing on various issues related to performance appraisal and suggest some measures to improve the performance of 
the employee. The study is based on explorative methodology and is going to be based on secondary data base. 


Keywords: Performance Appraisal, Employee, Organization, Potential & Development 


INTRODUCTION 


Performance appraisal like every other personnel function forms eventually a line responsibility 
although involving the staff assistance and advice. It is quite evident that performance appraisal is a 
continuous function and not merely an issue of formal reports at particular points in time in an 
organization. As it is the responsibility of a superior to find out how his subordinates or his team is 
working and that is possible only if frequent checks are maintained and that is only possible through 
the feedbacks and monitoring done which is mostly done through the appraisal system. In simple 
words performance appraisal involves the comparison of performance measures of different 
individuals holding similar areas of work responsibility and relate to determination of worth of 
measures for the accomplishment of organizational goals. 


The success of the process depends on your understanding and use of the performance appraisal 
process as an opportunity to improve your productivity and develop your full potential. 
Understanding expectations is in important element of the appraisal process. Using the job 
description as a starting point, employees and supervisors must develop a mutual understanding of 
the roles, responsibilities and expectations of the post or profile. The objectives of the performance 
appraisal are to provide feedback on your past performance, to agree on standards for future 
performance, and to develop goals and objectives for your personal and professional growth. In 
addition to your annual performance appraisal, supervisors should conduct reviews regularly during 
the year in order to discuss the employee’s progress toward accomplishing desired results and to 
address ongoing issues. 


IMPORTANCE AND NEED OF PERFORMANCE APPRAISAL SYSTEM: 


Since every organization today faces stiff completion in the business environment it is not an easy 
task for every organization to have people who are liabilities for an organization rather they want 
people who are assets or rather performing assets for an organization. The basic purpose of having a 
performance management system or appraisal is as under: 


1. To make sure that the employee is able to maintain a satisfactory level of performance on 
the job. 


2. It also contributes to the employee’s growth and development through training and 
management programmes. 
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3. To make a better team with enabled and motivated employee as the salary hikes, promotions 
and transfer made to improve the employee’s performance. 


4. Provide feedback information about the level of achievement and behavior of the employee. 
This helps the superior review the performance of the employee and gives them a better 
understanding of the job. 


5. It helps to facilitate the employee with fair compensation based on performance. 
6. To prevent grievances and in disciplinary activities. 


ADVANTAGES OF PERFORMANCE APPRAISAL 


Performance appraisal methods can play an important role in the success of an employee, 
advantages of which are discussed below: 


Promotion 


Performance Appraisal is a tool which enables the superior to work out on the promotion 
programme of the workers who are performing well. It also encourages the inefficient workers to 
perform well as they can also work on their respective performance. 


Compensation 


Compensation is another aspect for an employee. Compensation packages which include bonus, 
high salary rates, extra benefits, allowances and pre-requisites are dependent on performance 
appraisal. The criteria should be merit rather than seniority. 


Employees Development 


The prime focus of performance appraisal is to enhance the performance of the employee which is 
ultimately affecting the performance of the organization as the employee is part of the organization. 
Appraisal is only the medium through which the employee is developing in terms of 
efficiency and skill. 


Selection Validation 


The basic purpose or motive of performance appraisal is to give the supervisors an understanding 
about the importance of selection procedure. Through this he can understand the strengths and 
weakness of the selection process, which can help and assist him in making the necessary changes in 
the process. 


Communication 


Communication is as necessary to an organization as the blood stream to a person. It is the 
linking pin between the organization and its employees. Employees performance of a job will be 
directly linked to the communication he receives from the superior which is ultimately sent 
through the proper channel. 


MAJOR ISSUES IN PERFORMANCE APPRAISALS 


The management of an organization has to take a decision not with respect to whether or not to 
appraise but how to do it effectively. And this is not an easy task for the personnel department to do 
rather there are various issues which are going to play an important role in the measurement process 
or the evaluation process. There are a number of issues there which has to be discussed if we need to 
have a fair performance appraisal some of the prominent issues which are discussed below. 
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Identifying Criteria for Promotion 


Identifying the criteria is considered to be the first important decision of performance appraisal 
system, the decision to determine what to measure through a particular appraisal system in an 
organizational setting. A systematic job analysis can be used as a basis to identify those factors 
of job performance which have to be assessed, thus an understanding of “what to measure” can 
be accomplished by analyzing a particular job. The factors of job performance are called Criteria 
which must be evolved by determining what is essential for success on-the-job and what is 
available for measurement. Thus what is relevant for one job may be irrelevant for the other. 


Once the criteria for job success have been identified, they must be transformed into performance 
standards. These standards relate to the level of performance done by an individual and what is 
required from him for performing. 


Launching an Appraisal Programme 


The personnel department of the organization has the responsibility to fill the appraisal format. This 
has to be done in consultation with the department concerned. Along with this it is the responsibility 
of the personnel department to have the accent of the top management. The most important thing 
the results of the performance appraisal have to be discussed with the employees or Subordinate and 
it will not serve the purpose, if he does not find out his or her faults. 


Some relevant steps discussed are Pigors & Myers: 


e The personnel department may attempt to obtain the maximum agreement on this aspect 
from the respective people involved. 


e The concerned department has to examine the plans and programmes of other organizations 
and as well as relevant data available in the place or department, where it has to be applied.. 


e The superior personnel should also go through the training programme. 


e Aline and staff proper check has to be made while they are coordinating for the evaluation of 
the appraisal forms. 


e Attempts have to be made that as soon as the appraisals are been discussed attempts should 
be made to increase the salaries or promotion. 


e The employee should also be given the right to challenge the decision taken by the superior 
in case he is dissatisfied. 


The Choice of a Method 


The choice of an appraisal method in an enterprise must be contingent upon varied factors such as 
organizational climate, especially management styles, technology and quality of subordinates. Thus, 
a centrally controlled management would hamper an appraisal method which is based on 
participation of appraise or which involves self-evaluation. 


The role of Appraisers: the appraisers are required to observe and recall performance, fill up 
complex forms objectively and justify their ratings to the Appraisee. As they have to observe the 
performance over long periods of time in an appraisal forms. 


The selection and training of Appraisers: the quality of selecting of appraisers is more important 
than the appraisal method. And the appraisal has to be done by a superior authority only. He can 
provide a reasonable feedback of the performance of the employee The appraiser who is the 
immediate superior and has the maximum familiarity with the assessee. 


Implementation of the Appraisal System: finally the implementation of the Appraisal system is 
being done to get the feedback. This is done basically for making provision of rewarding the 
outstanding employee, evaluating the performance of various people, it also provide opportunity for 
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promotions, rewards, and various training programmes for eradicating the shortcoming of 
the employee. 


Involving Appraisee: the research literature indicates that participation of Appraisee in developing 
criteria and appraisal formats improves the effectiveness of performance appraisal system The 
various reasons from the prospective of the employee as how performance appraisal system of an 
organization will helps to increase his potential and identify areas of concern that will help the 
employee to analyze the present performance of the employee from multiple viewpoints, observe the 
gap/ developmental needs and develop the employee. 


TECHNIQUES / METHODS OF PERFORMANCE APPRAISALS 
The methods of appraisal can be divided on the following broad methods: 


e Appraisal done on Past Oriented Methods. 
e Appraisal done on Future Oriented Methods. 


PAST ORIENTED METHODS 


Rating Scales 


Under the rating scale method, the performance related criterion like initiative, attitude etc are 
judged on a numerical scale. This scale has a rage from excellent to poor as per the performance 
done by the individual. The total is taken and it is computed and final scores are derived 


Checklist 


Under the checklist method a series of statements are prepared on the basis of traits of the employee. 
Questions are prepared in the form of yes or no. here the rater only does the reporting or checking 
while the actual calculation is done by the HR department. 


Forced Choice Method 


The series of statements arranged in the blocks of two or more are given and the rater indicates 
which statement is true or false. The rater is forced to make a choice. HR department does 
actual assessment. 


Forced Distribution Method 


Under this method the employees are clustered around a high point on a rating scale. Here the rater 
is compelled to distribute the employees on all the points given on the scale. Here it is assumed that 
the performance of the employees is conformed to normal distribution. 


Critical Incidents Method 


The critical incident method as the name suggest basically focuses on some of the critical behavior of 
the individual while he is performing his job. And the superiors or supervisors are asked to keep a 
record of such incidents. 


Behaviorally Anchored Rating Scales 


Under this statements of effective and ineffective behaviors determine the points for the 
performance. They are said to be behaviorally anchored. The rater is supposed to say, which 
behavior describes the employee performance. These are known as behaviorally anchored 
rating scale. 
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Field Review Method 

This appraisal method involves the review to be done by someone from outside employee’s domain 
department, Most of the time it is being done by the human resource department of 
the organization. 

Performance Tests & Observations 

This is based on the test of knowledge or skills of the individuals. The tests may be written or an 
actual presentation of skills. Tests must be reliable and validated to be useful. 

Confidential Records 


The ACR are records that are put in the form of a report which is kept confidential and are sent 
annually by the organization. There are various records kept for example leadership, inter-personnel 
relations, team effort, initiative taken, uniqueness of ideas, employees technical as well as intellect on 
the job are few to name. Mostly this method is basically used by government bodies. 


Essay Method 


As the name suggest it is a descriptive method to narrate the Employees performance and a number 
of categories come under this form like promotional criteria for the employee, his SWOT analysis is 
done for getting his strengths and weak points, His existing qualifications and capabilities for 
performing his jobs. This is a detailed description of the employee which is maintained or written by 
the supervisor. 

Cost Accounting Method 


Here performance is evaluated from the monetary returns yields to his or her organization. Cost to 
keep employee, and benefit the organization derives is ascertained. Hence it is more dependent upon 
cost and benefit analysis. 

Comparative Evaluation Method (Ranking & Paired Comparisons) 

As the name suggest this technique involves more than one method for comparing the performance 
of the individual with the other co-worker to evaluate the performance of the employee. Mostly the 
techniques used are ranking and paired comparison method. 

Ranking Methods 


As the name suggest the supervisor gives a ranking to the subordinate ranging from Best to Worst. 
Although why he is given best or worst is not mentioned in detail here under the ranking method. 
Therefore it is easy to do and explain from the point of view of a supervisor. 

Paired Comparison Methods: 


Paired comparison as obvious by the term comparison done by the superior between two 
subordinate where both are compared and then rating has been done. Therefore this method is 
known as paired comparison method as subordinates performance is judged by making pairs. 


FUTURE ORIENTED METHODS 


Management by Objectives 


As the name suggested it focuses on the objective of the organization along with the participation of 
the employee in the establishment of goals. MBO process goes as under. 


Goals are set for the employee. 


The performance standards for the employee are also set. 
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Re-establishment of goals not achieved in the previous year’s along with modifications. 


Psychological Appraisals 


Psychological appraisals are having the basic motive to assess the employee’s future performance 
and not on the past performances he had made. This test is done on an in-Dept interviews basis 
along with this discussions with the superior is also done. The main focus of this form is on the 
employee’s emotional, motivational and his intellects that are going to affect his performance. 


360-Degree Feedback 


It is a technique which is systematic collection of performance data on an individual group, derived 
from a number of stakeholders like immediate supervisors, team members, customers, peers and self. 
In fact anyone who has useful information on how an employee does a job may be one of the 
appraisers. This technique is highly useful in terms of broader perspective, greater self-development 
and multi-source feedback is useful. 360-degree appraisals are useful to measure inter-personal skills, 
customer satisfaction and team building skills. 


VARIOUS PERFORMANCE APPRAISAL TECHNIQUES USED BY DIFFERENT BUSINESSES: 


e The method of Performance Appraisal in Parle biscuits Pvt Ltd is Paired 
Comparison Analysis. 


e The method of performance appraisal in ponds, general electric, Hindustan Leaver Ltd, 
Grasim, Colgate-Palmolive, Hewlett-Packard practice 360* degree appraisal. 


e Ranking Method is being practiced by Bajaj Tempo. 
e ITC Classic Finance, VOLTAS follow critical incident method. 


e Paired Comparison method is followed by Godrej soaps. 


CONCLUSION 


Performance Appraisal a methodology used to assess the performance of an individual during a 
particular period. The approach of performance has changed significantly in the recent years. As the 
main reason being now focus more on development and enhancement of an employee’s performance 
and increase his potential that will ultimately affect the organizational growth and development. As 
the assessment done for an employee will not only help him find better ways to increase his 
performance on the job along with that the employee is analyzed and his weak areas are identified 
and then developmental activities are taken to convert weak areas to strong areas. Thus performance 
of an employee is developed as per the changing job requirement. 
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Abstract—(Purpose) Work Life Balance (WLB) in the context of the corporate world has received ample research 
attention. However, there is a need to explore the dimension vis-a-vis students, keeping in mind the increasing cases of stress 
and depression among students. Thus, the purpose of this study is to map the dimensions of WLB among students. 


(Design/methodology/approach)This study is based on the responses of students in professional and non- professional 
courses from two institutes. Data was collected with the help of a research instrument designed on the basis of literature 
survey. In all 150 responses were generated. 


(Findings)No significant difference was found between male and female students on the WLB dimensions. However, 
significant differences were found on the basis of institutes and courses on certain parameters. 


(Managerial implications)This study may give insight to authorities in academic institutes regarding the problem that 
students usually face. Interaction between authorities, teachers and students should be enhanced to understand WLB issues 
confronting students. Balance should be established between workload distribution, leisure time and extra-curricular 
activities so as to engender academic excellence. 


(Research Limitations)The study is based on a limited sample size restricted to two institutes only. There is a need to carry 
out studies with a larger sample size to make results more generalizable. 


Keywords: Work- Life Balance, Stress and Work Load Distribution 


INTRODUCTION 


There is a complex relationship between work and personal life of individuals. In the present 
context, the concept of Work-Life Balance (WLB) has gained immense significance. Clark (2000) 
defined Work-life balance as satisfaction and smooth functioning at work and home without any 
role conflict. Work-life balance can be defined as a measure of proper control as to how, when and 
where people work. Proper work life balance can be achieved when an individual is able to fulfill all 
his/her needs in respect of family, work and society. Within the social sciences there is much 
contemporary concern regarding work-life balance (Warren, 2004). 


With increasing demands and pressures of work-life, conflicts between work and personal roles 
seem to be increasing. Changed demographics of the workforce have been the primary force for the 
increased focus on family-work issues. Organizations where there is sound work-life balance 
practices and policies experience better financial outcomes (Fleetwood, 2007). These benefits 
include: lower rates of absenteeism, increased productivity; improved customer experience; 
improved recruitment and retention; reduced overheads; more motivated, satisfied and equitable 
workforce (Employers for Work Life Balance, 2006).Work-life balance is a term that is always used 
in context of employees, but nowadays students are also overburdened due to their academic work 
load and career issues. All this adds to the stress among students leading to imbalanced work- life 
equations. Thus, there is a need to study work-life balance issues vis-a-vis students. 


LITERATURE REVIEW 


Students are often overburdened due to their academic workload, personal commitments, part-time 
jobs and family responsibilities. There are evidences to show that that students often experience high 
levels of stress (Brown et al., 1999; Bush et al. 1985) and this results in mental health problems 
(Andrews et al., 2004). Stress can also have a positive result and then an individual can respond 
successfully in an emergency (Schafer 1996). Whitman et al. (1985) argued that stress is a necessary 
part to be at university and universities do put forward students the potential to experience eustress 
or functional stress (Brown et al. 1999). However, when functional stress translates into 
dysfunctional stress or distress owing to work-life imbalance, it leads to psychological, emotional 
and physical deterioration. This is harmful for the well-being of students in general. 
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Various empirical studies suggest that the difference between full time and part time study does 
not correctly reflect the truth of the students’ lives. There are some students who want to pursue full 
time study program, but due to certain commitments and family responsibilities they are unable to 
pursue full time study. These part time students undertake the highest amounts of study in 
comparison to full time students. Both full time and part time students exhibited a range of domestic 
commitments. In some cases, choice of mode of study(full time or part time) is likely to have been 
driven by economic reasons, in that full time students get more financial advantages in comparison 
to part time students (Scottish Executive, 2000). On the other hand, part time students work more 
and they earn more money in comparison to full time students. Thus, there is lack of balance 
between work and life among students and this leads to stress, bad performance, health problem etc. 
(Kai-Wen, 2003). 


Various dimensions of the work/life/study balance were discovered by Gayle and Lowe (2007) 
for higher education students who were studying at an education college. It was found that a 
specific set of work/life/study challenges present themselves to these students. Sam (2001) 
suggested that factors such as the number of friends, financial satisfaction, perceived discrimination 
etc. affect the student satisfaction level. Kai-wen (2003) suggested that male students feel stronger 
stress related to family factor in comparison to the females; students who are in higher grades feel 
more stress from mental/physical/ school and emotional factors. In addition to this, students who 
take a student loan also feel more stress than those who do not. 


Suicide among students is increasing nowadays and the major reason behind the suicide is 
work-life conflict. Duberstein, Conner and Hirsch (2007) found out that students should be 
optimistic and this may be a defensive way to combat suicide among young adults and college 
students. Chiang (1995) suggested that school/college is the major reason behind the stress among 
students. Situations that lead to this are academic work load, teacher’s punishment, lack of interest 
in a particular subject and preparation of test etc. 


Teresa, Bradley and Shannon (1999) used Students Stress Survey (SSS) to find out different 
sources of stress among students. Sources of stress identified were: intrapersonal, interpersonal, 
academics and environmental. The top five sources of stress were: vacation breaks, change in 
sleeping habits, increased work load, new responsibilities and change in eating habits. It was also 
concluded that different sources of stress have different impact on the students work life balance. 
Ziedner (1992) found out that student are more stressed due to their academic workload and work 
pressures, whereas personal and social factors have less impact on students stress. Clift and Thomas 
(1983) observed that there are large amount of course work assignment that are given to the students 
and that lead to stress. 


There are many disadvantages associated with work-life imbalances among students and it 
impact student’s personal and professional lives. Various researches have been done related to 
students of different streams, such as nursing students (Johansson 1991), hospitality students 
(Jogaratnam et al. 2004), law students (Clarke et al. 1986) and social work students (Tobin et ai. 
1994).Dahlin et al. (2005) suggested that medical students are more stressed in comparison to the 
general students. This is because of the academic and training overload that they experience. 
Medical students also face difficulty in maintaining their personal and social life (Lee et.al. 2001). 
Psychology students also face work-life imbalance owing to the nature of study and experiments 
they are required to undertake. It can be concluded that all such courses which include vocational 
training leads to stress and work life imbalance among students (Michie et a/. 2001). However, there 
is conflict in this view because it was found that even social work students face large amount of 
stress and work-life imbalance (Tobin et al. 1994). Lack of work-life balance among students leads to 
sleeping disorders, hypertension and poor academic performance (Kelly et. al. 2001). 
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RESEARCH GAP AND OBJECTIVES 


From the review of literature it was found that there exist a number of researches on stress among 
students but very few have focused on specific dimensions of work life balance of students (Young 
et. al. 1994). Most of the studies on students’ work life balance have been conducted in western 
countries (e.g. Warren 2004; Robotham 2001; Clark, Raffe & Schullar 2006; Theaker et.a/ 2007). 
Thus, this concept is under explored in the Indian context (Priya & Bisen 2012). 


Based on the literature, following objectives were considered for the study: 
e To identify the dimensions of work life balance among students. 


e To assess the differences between male and female students on dimensions of 
work-life balance. 


e To assess the differences between students of various courses on dimensions of 
work-life balance. 


RESEARCH DESIGN 


The present research is conclusive, descriptive and based on single-cross sectional design. 
Quantitative data was generated to test the research hypothesis. In order to collect data on the 
dimensions of the study, a research instrument was designed. 


The study was conducted on students of different professional and non professional courses at 
the post-graduate level from a private and Government institute. Post-graduate level students were 
selected for the study owing to two reasons. Students at the PG level are more focused on present 
academic and future career related issues as compared to under graduate students. Secondly, PG 
level students are mature enough to respond to a questionnaire on WLB which is seen as a sensitive 
and serious issue. A research instrument designed for the purpose was personally administered to 
the students. The roll-list of students was obtained from the concerned institutes. In all 150 
completely filled questionnaires were received. 


RESEARCH CONSTRUCTS AND INSTRUMENT 

The research instrument was based on dimensions of work-life balance of students. The 
constructs/dimensions for the study were adapted from the balance wheel survey (Myers, 2003). 
The dimensions considered in the present study are- 

Academic Performance 


All dimensions related to students attendance, career goals and college environment etc. 


Health and Leisure 


It measure how students take out time out of their study hours for health and other leisure activities. 


Personal Relationship 


It contains all dimensions that show whether students are able to make balance between their 
personal and college life. 


The instrument was based a 5-point Likert Scale anchored with end points labeled as strongly 
agree (5) and strongly disagree (1) 


HYPOTHESIS 

Various researches have been done related to the theme of WLB on students of different streams, 
such as medical students (Dahlin et al/., 2005), nursing students (Johansson 1991), hospitality 
students (Jogaratnam et al. 2004), law students (Clarke et al. 1986) and social work students (Tobin 
et al. 1994). It was found that differences exist because of the academic and training overload that 
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they experience. Likewise, Kai-wen (2003) explored differences on the basis of gender. He suggested 
that male students feel stronger stress related to family factor in comparison to the females. 


Based on the above findings, following hypotheses were framed: 


CATEGORY I 


The hypotheses in this category deal with assessing differences between male and female students 
on the study dimensions. 


H1- 
There is no significant differences between males and females on the dimension health and leisure. 


H2- 

There is no significant differences between males and females on the dimension personal 
relationship. 

H3- 


There is no significant differences between males and females on the dimension academic 
performance. 


CATEGORY II 
The hypothesis in the category II deals with assessing differences among professional and non 


professional courses on the study dimensions 

H4- 

There is no significant differences between students of various courses on the dimension of health 
and leisure. 

H5- 

There is no significant differences between students of various courses on the dimension of personal 
relationship. 

H6- 


There is no significant differences between students of various courses on the dimension of 
academic performance. 


CATEGORY Ii 
The hypothesis in the category II deals with assessing differences among students of private and 


government institutes on the study dimensions 

H7- 

There is no significant differences between students of different institutes on the dimension of health 
and leisure. 

H8- 

There is no significant differences between students of different institutes on the dimension of 
personal relationship. 

H9- 


There is no significant differences between students of different institutes on the dimension of 
academic performance. 
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ANALYSIS 


Analysis was conducted using SPSS. The results were evaluated on each dimension of students 
work-life balance to test the hypotheses of the study. An independent-sample T-test was used to 
examine differences between respondents from different courses, institutes and gender. 


RESULTS OF INDEPENDENT-SAMPLE T-TEST 
Based on the analysis following results were generated. 


CATEGORY I: GENDER 

No significant differences were observed between Males and Females on the dimension of Health 
and Leisure (t [148] = 1.295, p >.05) between Males (mean = 3.41, SD =.604) and Females (mean = 
3.54, SD =.555). Thus, the null hypothesis H1 was Accepted. 


No significant differences were observed between Males and Females on the dimension of 
Personal Relationship (t [148] =.389, p >.05) between Males (mean = 3.57, SD =.601) and Females 
(mean = 3.61, SD =.601). Thus, the null hypothesis H2 was Accepted. 


No significant differences were observed between Males and Females on the dimension of 
Academic Performance (t [148] =.903, p >.05) between Males (mean = 3.54, SD =.671) and 
Females (mean = 3.63, SD =.608). Thus, the null hypothesis H3 was Accepted. 


The results of T-test on gender are given in Tables 1(a) and 2 (a) 


Table 1: (a) T-Test Group Statistics 


Gender Mean SD 

Health and leisure Male 3.41 .604 
Female 3.54 .555 

Personal relationship Male 3.57 .601 
Female 3.61 .601 

Academic performance Male 3.54 .671 
Female 3.63 .608 


Table 2: (a) Independent Sample T Test (Equal Variances Assumed) 


T test for Equality of Means 
T DF Sig. (2 Tailed) 

Health and leisure -1.295 148 197 
Health and leisure equal variances Assumed 2.261 148 0.25 
Personal relationship -.389 148 .698 
Personal relationship equal variances assumed 1.050 148 295 
Academic performance -.903 148 368 
Academic performance equal variances assumed -2.313 


CATEGORY II: COURSE 


Significant differences were observed between students from different Professional and Non 
Professional Courses on the dimension of Health and Leisure (t [148] = 2.261, p <.05) between 
students from Professional Courses (mean = 3.53, SD =.555) and students from Non Professional 
Courses (mean = 3.30, SD =.630). Thus, the null hypothesis H7 was Not Accepted. 


No significant differences were observed between students from different Professional and Non 
Professional Courses on the dimension of Personal Relationship (t [148] = 1.050, p >.05) between 
students from Professional Courses (mean = 3.62, SD =.598) and students from Non Professional 
Courses (mean = 3.51, SD =.601). Thus, the null hypothesis H8 was Accepted. 


Significant differences were observed between students from different Professional and Non 
professional courses on the dimension of Academic Performance (t [148] = 2.313, p <.05) between 
students from Professional Courses (mean = 3.50, SD =.663) and students from Non Professional 
Courses (mean = 3.77, SD =.553). Thus, the null hypothesis H9 was Not Accepted. 
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Table 1: (b) T-Test Group Statistics 


Course Mean SD 
Health and leisure Professional 3.53 555 
Non-professional 3.30 630 
Personal relationship Professional 3.62 598 
Non professional 3.51 .601 

3.51 
Academic performance Professional 3.50 .663 
Non professional 3.77 553 

3.77 


Table 2: (b) Independent Sample T- Test (Equal Variances Assumed) Professional and Non Professional Courses 


T- Test for Equality of Means 


T DF Sig. (2-Tailed) 
Health and leisure 2.261 148 0.25 
Health and leisure equal variancesAssumed 2.261 148 0.25 
Personal relationship 1.050 148 2.95 
Personal relationship equal variances assumed 1.050 148 295 
Academic performance -2.313 148 0.22 
Academic performance equal variances assumed -2.313 


CATEGORY It: INSTITUTE 


No significant differences were observed between students from Government and Private Institutes 
on the dimension of Health and Leisure (t [148] = 1.709, p >.05) between Government Institute 
(mean = 3.44, SD =.590) and Private Institute (mean = 3.68, SD =.514). Thus, the null hypothesis 
H4 was Accepted. 


Significant differences were observed between students from Government and Private Institutes 
on the dimension of Personal Relationship (t [148] = 2.227, p <.05) between Government Institute 
(mean = 3.55, SD =.587) and Private Institute (mean = 3.86, SD =.620). Thus, the null hypothesis 
H5 was Not Accepted. 


No significant differences were observed between students from Government and Private 
Institutes on the dimension of Academic Performance (t [148] =.455, p >.05) between Government 
Institute (mean = 3.59, SD =.635) and Private Institute (mean = 3.52, SD =.713). Thus, the null 
hypothesis H6 was Accepted. 


Table 1: (c) T-Test Group Statistics 


Institute Mean SD 

Health and leisure Government Institute 3,44 590 
Private Institute 3.68 514 

Personal relationship Government Institute 3.55 587 
Private Institute 3.86 .620 

3.51 

Academic performance Government Institute 3.59 .635 
Private Institute 3.52 .713 


Table 2: (c) Independent Sample T- Test (Equal Variances Assumed) Institutes (Government and Private) 


T-Test for Equality of Means 

T DF Sig. (2-Tailed) 
Health and leisure -1.709 148 .089 
Health and leisure equal variances 2.261 148 0.25 
Assumed 
Personal relationship -2.227 148 027 
Personal relationship equal variances assumed 1.050 148 295 
Academic performance 455 148 650 
Academic performance equal variances assumed -2.313 
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The summary of the findings is given in Table 3. 
Table 3: Result of Analysis 


Dimensions Null Hypothesis 
Health & Leisure vis-a-vis Gender Accepted * 
Personal Relationship vis-a-vis Gender Accepted* 
Academic Performance vis-a-vis Gender Accepted* 
Health & Leisure vis-a-vis Course Not accepted* 
Personal Relationship vis-a-vis Course Accepted* 
Academic Performance vis-a-vis Course Not accepted * 
Health & Leisure vis-a-vis Institutes Accepted* 
Personal Relationship vis-a-vis Institutes Not accepted * 
Academic Performance vis-a-vis Institutes Accepted* 


* Significant at p<0.05 


FINDINGS AND CONCLUSIONS 


No significant differences were observed between males and females on the dimensions of Work 
Life Balance (Health & Leisure, Personal Relationship and Academic Performance). It can be 
concluded that since the respondents are almost of the same age, there are similarities in their 
perceptions. Also they are studying in the same university therefore have same social culture and 
surrounding environmental settings. So gender was not found to be a significant differentiating factor. 


No significant difference was observed among students on the basis of institute on the 
dimension of Health & Leisure and Academic Performance. However, significant difference was 
observed between institutes on the dimension of Personal Relationship. Significant difference was 
observed among students from different courses on the dimensions of Health & Leisure and 
Academic Performance. It may be because of the differences in workload, training requirements and 
nature of course. Students in professional courses usually experience more work-life pressures. 
However, no significant difference was found between students of different courses on the 
dimension of Personal Relationship. 


MANAGERIAL IMPLICATIONS 


It is a unique study because it has been in context of students as earlier there have been limited 
researches on this topic. It provides an insight to researchers for future study. It provides an 
understanding of issues which are of concern to students. It may therefore give insight to university 
authorities regarding the problems that students usually face in their lives. Interaction between 
teacher and students should be enhanced so that students can share their problems with their 
teachers. Interaction between authorities, teachers and students should be enhanced to understand 
WLB issues confronting students. Balance should be established between workload distribution, 
leisure time and extra-curricular activities so as to engender academic excellence. 


LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 


1. The study is limited to students of only two institutes (one each from private and 
government sector), so this study can be extended to compare the dimensions of work life 
balance with students of other universities. 


2. The study was conducted in a limited time period on a limited sample. For the purpose of 
the future study and much better results, the sample size of the respondents 
can be increased. 


3. Data collection was a problem because students generally are not serious about providing 
responses. Some respondents were so busy in their routine life that they are not easily ready 
to fill the questionnaire. An intensive follow-up and reminder mechanism is needed in future 
to enhance the rigor of the process. 
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Delighted Human Resource Means Sustainable Business 
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Abstract—lIt is critical for the business to balance social, environmental, and economic factors both for short as well as 
long-term performance. Human resource being the only live resource in organizations, it should be tackled delicately to 
manage other resources effectively. In today’s complex world of business, human resource has to play a crucial role. 


This paper is an attempt focusing on objectives like, identification of role of HR in sustainability of organizations and 
determination of various factors affecting intensity of business sustainability. The survey based on structured questionnaire 
was conducted among randomly selected thirty organizations working in manufacturing and service sectors. These units are 
located at Sangli District of Maharashtra. 


As per results from this limited sample, it can be deduced that, HR in these organizations is very crucial for strengthening 
competency and ensuring sustainability. It should be encouraged for betterment of business. 


Keywords: HR, Sustainability, Social Factors, Competency, Betterment of Business. 


INTRODUCTION 


It has been proved that sustainable business has the ability to change in order to meet market 
demands. The sustainable business listens today’s market and comes to know that customers, 
employees and investors are becoming more and more interested in sustainability. The business 
makes an impact on society and the environment. Organizations are adopting new processes and 
analyzing the impact they’re having on the future. By examining the organization and developing 
sustainable business practices, it is sure not only to build a modern business; tuning with customers’ 
expectations but many of these practices will improve efficiency, save valuable business money and 
enhance business reputation. 


In fact, sustainability is about meeting the needs of today, without adversely impacting on the 
needs of tomorrow. Sustainability actually ties all ‘sound’ business practices, like, building 
efficiency, minimizing waste and maximizing resources. After all, anyone in business knows that a 
more efficient operation saves money and cuts costs. By simply refocusing view of business and 
examining operations, organization will be on the way to develop into a sustainable business. 


LITERATURE REVIEW 


In 21st century, “sustainability” has become a critical issue for the world and for business. 
“Sustainability” has different meanings nut commonly it is concerned with “meeting the needs of 
people today without compromising the ability of future generations to meet their own needs” 
(World Business Council for Sustainable Development, 2005). Evidence is accumulating rapidly 
that corporate social-environmental performance may be strongly associated with financial and 
marketplace success (Cusack, 2005). 


Delightedness at work is an extension of job satisfaction which causes a series of influences on 
various aspects of organizational life. Some of them such as the influence on employee productivity, 
loyalty and absenteeism are very crucial. If people get recognition, they feel attachment with the job. 
They will be satisfied and this will surely result into highest performance outcomet. Also, recent 
research evidence indicates that satisfaction leads to departmental and organizational level 
improvements. There is a still considerable debate weather satisfaction lead to performance or 
performance leads to satisfaction (Luthans, 1998) 


Job satisfaction as further converted into delightedness, is a worker’s sense of achievement and 
success on the job. It is generally perceived to be directly linked to productivity as well as to 
personal well-being. Job satisfaction implies doing a job one enjoys, doing it well and being 
rewarded for efforts. Job satisfaction further implies enthusiasm and happiness with s work. Job 
satisfaction is the key ingredient that leads to recognition, income, promotion, and the achievement 
of other goals that lead to a feeling of fulfillment (Kaliski, 2007). 
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There is preliminary evidence to suggest that employee engagement is more likely to be 
sustainable when employee psychological well-being is also high (Robertson and Cooper 2010). In 
another words, Well being + Engagement = Sustainability. Research by Towers Watson (Fairhurst 
and O’Connor 2010) provides some initial evidence that employee engagement and psychological 
well-being interact with one another in predicting outcomes. Psychologically engaged employee 
works for sustainability of business. 


SUSTAINABILITY AND BUSINESS 


Issues related to sustainability have moved to the forefront of business, economic and political 
arenas globally. The topic of sustainability has become significant for both large multinational 
organizations and small local business units. As organizations realize the concept of sustainability is 
more than caring for the natural environment and going green, more and more organizations 
recognize the impact of sustainability on economic, social and cultural dimensions. Organizations 
which have incorporated these dimensions into their strategies are realizing the long-term benefits of 
sustainable business practices. 


Sustainability has received a great deal of attention from all stakeholders of the business. Still 
there are opinions which stress sustainability is more of public relations than an issue with real 
attachment with business performance. There is a need to identify actual meaning of sustainability 
in business context. In this purview, the survey was conducted among different organizations 
engaged in manufacturing and service activities. These units are located in Sangli District of 
Maharashtra State. 


ROLE OF EMPLOYEE FOR BUSINESS SUSTAINABILITY 


The employees in the organization are most valuable assets. They keep the organization running, 
help in generating revenue and keep customers satisfied. They not only hold the intellectual 
property of the organization, but also posses the keys of future success. In today's fast moving, 
vibrant markets, employees are little loyal to their organizations. They go on changing jobs 
frequently at will, moving on to greener employer after a few years at a specific organization. 


The most successful organizations have revealed their success by keeping their employees 
delighted and happy, improving their motivation at work and enhancing the attachment with 
organization. They understand the importance of investing in their employees. The principles of 
keeping someone happy in their job are simple. But, it is surprising that only few organizations 
adopt a consistent policy towards keeping their employees satisfied. Some ways were suggested by 
the respondents for keeping employees delighted. 


Sustainability is a people related issue. It affects culture and behaviour of the organization. It 
also look forward for policies of recruitment, employee engagement, interaction with customers 
along with branding of organization. The human resource has to be deeply involved in 
organization’s sustainability motives. The engaged employees take care of metrics of sustainability 
in and from the organization. Thus sustainable human resource has an ability to ensure 
sustainable business. 


SUSTAINABILITY AS VIEWED BY EMPLOYERS 


As per the survey responses, a critical success factor in aligning sustainability with business 
strategies is gaining commitment from the top management. Executives must understand the drivers 
of sustainability in business, create appropriate vision and set legitimate goals and priorities that can 
achieve both business objectives and sustainability. 


PRIORITIES 


Majority of respondents reported that their sustainability priorities were not fully matched with their 
organizations’ business priorities. However, many of them have observed that alignment of 
priorities was continuous process which took place at different rates in different areas of the 
business. Some respondents who did not observe alignment between sustainability and business 
priorities found financial position as the hurdle. In general, respondents from organizations for 
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which sustainability has a direct impact on the product they produce, like as automotive 
manufacturers and process industries, reported greater alignment between sustainability and 
business priorities. Most of the respondents indicated that they continued to follow sustainability 
initiatives to attract customers and to realize operational cost savings. 


SUSTAINABILITY COMPONENTS 


One general trend has been noticed among the views of respondents, that the tendency for many 
respondents to emphasize the environmental component of sustainability over the social and 
financial components. Commonly, respondents did acknowledge the social side of sustainability in 
their definition but stressed on environmental initiatives only. Those reported social sustainability 
initiatives; focused on improving working conditions for employees. Some also mentioned broader 
community based initiatives. The outcome of this study shows that employees who are satisfied 
with their jobs are staying with existing organization. As per the opinions of respondents, 
consistency in job satisfaction leads to overall delightedness towards working environment, 
organizational culture and balanced work and life. 


ABOUT THE STUDY 


METHODOLOGY 


Present study is based on survey of randomly selected thirty (30) organizations and 90 employees 
(Three each) working in different small and medium scale enterprises. These organizations represent 
both manufacturing and service enterprises. All organizations under study had started their business 
in late nineties, which means their age is more than twenty years. Structured questionnaires were 
prepared to collect the data. Respondents were requested to use Five point Likert scale to indicate 
their opinions using 5, for strongly agree to 1, for strongly disagree. The hypothesis was examined 
using ‘Spearman’s Rank Correlation’ test. 


Table 1: Sample Profile 


Sr. No. Organization Respondents 

No. % 

1 Automobile 04 13 

2 Chemical 03 10 

3 Pharma 03 10 

4 Textile 05 17 

2) Agro Processing 06 20 

6 Communication 04 13 

7 Hospitality 05 17 

Total 30 100 


Source: Field Survey 
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Fig. 1: Respondent Analysis 
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OBJECTIVES 
This study focuses on following objectives: 


1. To identify the role of HR in sustainability of organizations 
2. To determine various factors affecting intensity of business sustainability. 


3. To examine correlation between delightedness of human resource and _ business 
sustainability. 


HYPOTHESES 


a. Null Hypothesis (HO): Delightedness of human resource and business sustainability do not 
hold any significant correlation. 


b. Alternate Hypothesis (H1): Delightedness of human resource and business sustainability 
hold significant correlation. 


FINDINGS AND DISCUSSIONS 


DELIGHTEDNESS OF HR AND SUSTAINABLE BUSINESS 
Table 2: Delightedness of HR and Sustainable Business 


Sr. No. Organization Respondents 
Employers Employees 
No. % Rank No. % Rank 
1 Mutual Respect 24 75 I 42 46 Vv 
2 Investment for Employees 12 40 VI 34 60 Il 
3 Strong Team Binding 15 50 Vv 39 43 VI 
4 Career Growth 21 70 II 45 50 IV 
5 Adequate Compensation 18 60 Ill 78 86 I 
6 Cordial Relations 17 56 IV 72 80 II 


Source: Field Survey 
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Fig. 2: Delightedness and Sustainability 


MUTUAL RESPECT 


Respect is reflected in different ways, like way of talking with employees, method of caring their 
views, investing in them etc. The need to feel respected is a basic human expectation. Employers 
have given top priority for mutual respect. 


INVESTMENT FOR EMPLOYEES 


The fastest method to delight employees is to invest for their professional development and health. 
This could include subsidized courses in their area of specialization, low cost sporting activities, and 
medical coverage. Employees view investment in short day trips and vacations to holiday locations 
as very valuable. Only 40 % employers have considered investment for employees is essential, while 
60 % employees stressed on this aspect. 
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TEAM BINDING 


Employees are to be involved in decision-making process. They should be informed about 
happenings in the organization. The primary factor in delightedness for many employees is the 
feeling that they are valuable contributors to the running of the organization. Almost half of the 
organizations and 43 % employee respondents were in favour of strong team work. 


CAREER GROWTH 


The quickest way of losing delightedness of an employee is not providing a relatively clear path for 
career growth and promotion within the organization. if employees see that their career is providing 
exciting and stimulating opportunities, they will definitely enjoy the employment. mostly, 70 % 
employers believe in provision of appropriate career plan to ensure both delightedness of employees 
and sustainable development of business. 


ADEQUATE COMPENSATION 


For tightening the bottom line, many organizations start with salaries. When this happens, 
employees feel their skill is not valued properly and they can achieve better compensation 
somewhere else. Payment of incentive through stock option for employees creates long-term loyalty 
towards the organization. The sustainable business can be enhanced with help of loyal employees 
who are highly productive. Maximum (86 %) employees have pointed out due consideration for 
adequate compensation for their work for better delighted jobs. 


CORDIAL RELATIONS 


Employees can be made delighted by knowing their needs and aspirations. The best way to get to 
know employees is to speak to them. Find out untapped skills and expertise that could be of great 
benefit to the organization. Majority of respondents (80 %) from employees honor cordial relations 
at the workplace. 


SUSTAINABLE BUSINESS REQUIREMENTS 


Table 3: Sustainable Business Requirements 


Sr. No. Organization Respondents 

No. % 
1 Appropriate Strategy 18 59 
2 Management Initiative 23 76 
3 Alignment of Systems 20 67 
4 Measurement Accuracy 17 56 
5 Engagement 21 69 
6 Integration 14 46 


Source: Field Survey 
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Fig. 3: Sustainable Business Requirements 


Organizations have given more stress on management initiative (76 %), Employee engagement 
(69 %) and appropriate alignment with systems (67 %). Need of down to earth strategies was 
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noticed by 59 % respondents. Accuracy in metrics and overall integration among all stakeholders 
were pointed out by 56 % and 46 % respondents respectively. 


HYPOTHESES TESTING 
Table 4: Hypotheses Testing (Using ‘Spearman’s Rank Correlation’ Test) 


Table Value +/-0.8236 
(95% Level of Significance) 
Calculated Value -0.9428 

Remarks As table value is less than calculated value; the null hypothesis has to be rejected. 


The null hypothesis has to be rejected. Hence, obviously, the alternate hypothesis is to be 
accepted which states that, ‘Delightedness of human resource and business sustainability hold 
significant correlation’. 


CONCLUSION 


This research has identified that human resource function is highly responsible to implement certain 
strategies to achieve sustainability in business. Actually, sustainability is a people issue which is to 
be handled delicately for shaping behaviour and culture of the organization. Hence, it is proven fact, 
that, integrated HR policies yield delighted work force, which ultimately converts the business into 
sustainable business. 


Now, organizations need to develop more sustainable business models, and the HR function has 
to play key role. The HR can incorporate sustainable oriented values, enforce to integrate 
sustainability as core part of central business strategy, encourage in aligning metrics development 
with system components and facilitate organization in achieving holistic involvement of 
stakeholders. 
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Abstract—Purpose: The purpose of this paper is to identify the constructs of emotion management at the micro level and 
to indicate the impact of middle manager’s role in balancing heightened emotions during post merger integration. 


Design/ Methodology/ Approach: A mixed method approach is adopted comprising of case analysis and empirical survey of 
middle managers. 


Findings: The paper findings reveal the significant role of middle managers during post merger integration from the 
perspective of people management. 


Managerial Implication: Organizations can leverage the role of middle managers to achieve the desired change outcomes. 


Research Limitation: Large sample survey cannot be conducted due to paucity of time. Case study and empirical survey of 
only one organization is undertaken. 


Keywords: Middle Manager’s Role, Emotion Management, Radical Change, and M & A 
INTRODUCTION 


Organizations sometimes transform rapidly to meet new institutional demands, which involve 
fundamental change in strategy and corporate identity (Kiefer, 2005). It often fails to distinguish 
between the urgency of challenge during radical transition and maintaining continuity during such 
change, which can lead to a certain level of either destruction or reconstruction (Francis et el, 2003). 
These changes often lead to personal loss for people at all levels, so change initiatives face strong 
employee resistance (Eriksson, 2004). Negative reactions to change were provoked by radical and 
persistent nature of the changes in the organization as employees were affected directly (Fugate et al, 
2008). In these situations the task is to manage the dynamic, not the pieces in isolation. The critical 
task is to balance the pieces against one another which have an impact on the rest of the elements 
(Duck, 1993). Employees and managers involved in a change program can witness that the 
programs create strong emotional states. The responsibility of middle level managers is to provide 
the required support (Kiefer, 2005) to balance employee’s emotions. Emotional balancing of the 
employees by middle level managers has been recommended as a promising means of enhancing 
change outcomes (Nasim and Sushil, 2011). Researches in the area of radical change often ignored 
the significant role of middle level managers in emotional balancing of employees to accept change. 
This paper is an attempt to identify employee emotions exhibited during radical change and the role 
played by middle managers in balancing the emotions. The variables/ constructs related to 
employee emotions and middle manager’s role identified from the literature are then subjected to 
expert’s confirmation for future study. 


LITERATURE REVIEW 


An extensive review of literature is done to identify employee emotions during change situations 
and to explore middle manager’s role from the previous researches which are significant during post 
merger integration. 


POST MERGER INTEGRATION AND RADICAL CHANGE 


Change can be described as a “Tradition of the New” which involves transformation of the 
organization in an innovative and diverse way (Huy, 2002). A radical or revolutionary 
transformation is observed as “trigger events” (Kiefer, 2005) that poses threat to organization 
member’s identity and creates a high level of uncertainty about their future roles and survival in the 
organization, which elicits anxiety (Argyris, 1990). In this paper the concept of radical change is 
analyzed in the context of mergers & acquisitions. Mergers & Acquisitions are considered as vital 
for the rapid development and progress of business enterprises. They create opportunities to realize 
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many corporate objectives which can be accomplished after the synergy of two enterprises balancing 
each other (Mittal and Jain, 2012; Kiefer, 20005). The introduction of mergers and acquisitions 
involves introduction of new management, major restructuring, downsizing, layoffs and new 
strategic initiatives (Kiefer, 2005; Teerinkangas 2010). People issues are significant to the success of 
M&A, but are often ignored or overlooked at the time when decisions to merge are taken 
(Emmanouilides and Giovanis, 2006). 


EMPLOYEES EMOTIONS DURING POST MERGER INTEGRATION 


The organization transformation can aggravate uncountable positive and negative reactions 
(emotional turmoil) from change recipients (Moosholder et a/, 2000; Huy, 2002). Emotions can be 
defined as synchronized responses to changes in the situation that involve specific experiences, 
activating relevant cognitions, evaluating the ongoing situation for change and managing bodily 
states (Gadot and Meisler, 2010; Sinkovics et al, 2011). Negative impact of M&A on employees in 
the acquired firm is termed as “Merger Syndrome” (Teerinkangas, 2010). Emotions generated by 
change situations are generally negative (Kiefer, 2005; Fugate et al, 2008). The major causes 
identified for stimulating negative emotions includes decreased commitment, loss of identity, feeling 
of injustice, feeling of uncertainty, voluntary withdrawal, absenteeism, change in working 
conditions and survivor’s syndrome. These causes can lead to negative emotions which includes 
anger, resentment, disappointment, anxiety, turnover intension, reduced performance, decreased 
trust and commitment (Kiefer, 2005; Moosholder, 2000; Fugate et a/, 2008; Sinkovics et a/., 2011) 


EMOTION MANAGEMENT OR EMOTIONAL BALANCING BY MIDDLE MANAGERS 


Emotional balancing of individuals is a significant part of radical change and continuity which 
regulates emotion management during change processes (Huy, 2002). Employee’s effort can be 
increased in bringing desired change outcomes by managing their emotions flawlessly (Huy, 2012). 
On the contrary emotions can become an obstacle for implementing change if not managed 
efficiently and employees become less receptive to change projects (Eriksson, 2004). Middle 
managers perform the role of emotion managers to identify the responses for change and make an 
effort to cultivate positive emotions to embrace change during M&A. Positive emotions can 
broaden employee’s mindsets and encourage them to accept challenges so that they can contribute 
willingly to the success of integration of merging firms (Kusstatscher, 2006). They can make a 
significant difference by making employees cope with the change and adjust in new corporate life 
(Emmanouilides and Giovanis, 2006). Positive involvement of managers in the acquisition process 
gave a signal to the employees about the opportunity, in the contrary lack of involvement will create 
less interest or negative effect on the employees (Teerikangas,2010; Vijayalakshmi and 
Bhattacharyya, 2011; Kiefer, 2005). 


Floyd and Wooldridge (1992) discussed about four roles played by middle managers i.e. 
Championing alternatives and synthesizing information represent upward forms of involvement, 
while facilitating adaptability and implementing deliberate strategy are downward forms. Huy 
(2002) also found that middle managers demonstrated two types of emotion-management 
behaviors: (1) emotionally committing to personally-championed change projects; and (2) attending 
to change recipients’ emotions. 


According to the first role given by Huy (2002) i.e. emotionally committing to personally 
championed change projects, middle managers approach towards change can be identified. The 
degree of commitment by middle level managers is directly proportional to the desired change 
outcomes (Teerinkangas, 2010). Middle managers role of attending to recipient’s emotions (Huy, 
2002), is directly linked to their commitment to change projects. A manager who is high on 
commitment tries to be high on attending to his subordinates emotions too, resulting in desired 
group behavior i.e. group adaptation or smoother human integration. 
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Apart from the roles discussed above, studies revealed that middle managers play significant 
roles in communicating the change information and training and development of the employees. 
Honest and timely communication is an essential variable in determining the achievement of 
organizational change outcomes (Teerinkangas, 2010; Yongmie et a/, 2005). Communicating to the 
employees need for change and how it can be achieved is crucial for the successful management of 
change (Kitchen and Daly, 2002). Effective communication serves to reduce employees stress, 
depression, rumors, departure and low productivity which enhance managements’ trustworthiness 
by establishing a culture of openness and frankness (Emmanouilides and Giovanis, 2006). 


RESEARCH METHODOLOGY 


An inventory of variables was identified from the literature and was further validated by a mixed 
method approach in this section comprising of case study and an expert survey. For validating the 
variables case analysis of Hindalco was done using SAPLAP framework and an expert survey was 
conducted by collecting responses to a structured questionnaire. Methodology adopted for the paper 
is depicted in figure 1 below. 


Case study based on the SAPLAP framework is undertaken to go for a preliminary 
confirmation of the hypothesized relationship of middle manager’s role and their impact on the 
desired change outcomes. It is a framework which is used to generate a model of enquiry for 
organizational change which can be used for managerial implications (Sushil, 2001; Sushil 2000). 
For a detailed validation of micro constructs, a survey of the key executives in the same company 
was undertaken. A sample of 30 experts (middle managers) from Hindalco responded to the 
structured questionnaire which was administered personally. Based on a five point scale responses 
were analyzed to select the variables related to employee emotions and middle managers role 
affecting desired change outcomes. 


Identification of Macro 
and Micro Constructs 


Preliminary Validation by 


Detailed 


Case Study based on Validation by 


SAPLAP Framework = |————— 


From the Literature 
Expert’s Survey 


Fig. 1: Methodology Adopted for the Paper 
CASE STUDY 


BACKGROUND 


Hindalco Industries, an Indian Company acquired US based Canada’s Novelis for $6 billion in the 
year 2007(The Indian Express, 2013). Hindalco is a low cost metal converter and Novelis is a value 
added product maker. Hindalco understand that human resources can have a disruptive effect on 
organizations, if not taken care of. Key to successful integration is carrying the people as it was a 
vital issue and time consuming process (Financial Express, 2007). Before going for the merger the 
management decided to conduct an extensive due diligence process to smoothen the integration. 
They tried to formulate many employee friendly policies to reduce resistance to change project. The 
group waited for 2-3 years before integrating its human resource management policies with that of 
Novelis. For this they did not go for immediate human resource integration and tried to give a cool 
off time to the Novelis employees so that they can understand the internal policies of Hindalco 
(Business Line, 2011). Transparency and appropriate communication, with genuine fairness by 
middle managers create continuity in the merger process. Novelis management was retained and a 
consultative process was followed before every decision (Economic Times, 2010). 
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SAPLAP ANALYSIS 


Situation Actors 


Acquisition of Novelis by Hindalco. Chairman 


Managing director 


e Headquarters were relocated. 


° Employees facing uncertainty about Middle managers 


their position in merged organization. Employees 


Process 
e —_ To establish as a global aluminium producer. 


. To enhance organizational effectiveness 

° To measure employee engagement and 
performance. 

. To provide employees proper training for 
accepting change. 


Learnin Action 
Hindalco became global leader in aluminium Leveraging middle managers role to balance 


producer. employee emotions. 

Relocation and severance support provided to 
employees. 

Training for further career provided. 


Job transferred and eliminated 
Identified employee emotions during post 
integration. 


Performance management was done. 


Performance 
e Increase in global presence 


. Improved employee engagement. 

° Smoother human integration 

° Cultural integration between the organizations has 
significantly progressed. 


Fig. 2: SAPLAP Analysis of Hindalco-Novelis 


DISCUSSION 


Hindalco became a strong player in global aluminium market after acquiring Novelis 
(www.hindalco.com). To arrive at the valuation, an extensive due diligence was conducted which 
proved to be useful in achieving better synergy. Employees were provided with opportunities to be 
satisfied and productive (Business Standard, March 2011). Overall employee engagement was 
improved. The success of Hindalco was a result of commitments and contributions of managers and 
employees. The management team was prepared to anticipate the emotional reactions of employees 
at the earliest (Hindalco Sustainability Report, 2010-11). The biggest challenge was to handle 
employee insecurities about what merger means to them in terms of job security, roles and future 
career. This could be handled by defining the deploying roles of middle managers, enhancing their 
commitment in change project and proper communication of strategies. This merger was considered 
as a successful merger as of now, which shows middle managers play a significant role during post 
merger integration. 
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RESULT OF EMPIRICAL SURVEY 


The purpose of the survey was to confirm employees emotions during radical change situation and 
to know whether middle managers’ role had an impact on desired change outcomes or not. Based 
on the literature reviewed eight types of employees emotions and four middle managers role were 
identified. The descriptive statistics like mean, median and mode of the distribution and a high 
cumulative percent of experts agreed serves as basic for accepting the variables. However to 
authenticate the survey results One Sample T test of significance has been used to compare the 


mean value of each variables. The basic hypotheses for validating the variables are as follows: 


Null Hypothesis (HO): There is no significant difference between the observed mean and 
specified mean value for the variable (employee emotions or middle managers role). 


Alternate Hypothesis (H1): There is significant difference between the observed mean and 
specified mean value for the variable (employee emotions or middle managers role). 


Thus a variable would be accepted as valid if the significance value of the t-statistic is less than 
0.05 (95% confidence interval) indicating a higher level of acceptance of a variable which had an 
impact on desired change outcomes. 


Table 1: Analysis of Employee’s Emotions 


S.No} Employees | Mean (Median) Mode | Standard | Cumulative T-value Sig. Value | Accept the 
Emotions Deviation [Percentage of| (Test Value= | (2-Tailed) | Emotion 
Identified Experts who 3*) (95% Variable as 

During Radical Agreed/ Confidence | Valid if Sig. 
Change Strongly Interval) /Value <0.05 
Agreed (%) 
1. | Decreased 4.01 4.00 3 .740 66.67 7.483 .000 Accept 
Commitment 
2. |Loss Of, 4.28 4.50 4 652 93.33 10.775 .000 Accept 
Identity 
3. | Feeling of 4.44 4.67 fe) 528 90.00 14.994 .000 Accept 
Injustice 
4. | Feeling of 4.44 4.50 5 449 96.67 17.612 .000 Accept 
Uncertainty 
5. | Change of 4.16 4.20 4 554 86.67 11.461 .000 Accept 
Working 
Condition 
6. | Increased 4.32 4.50 5 725 93.33 9.948 .000 Accept 
Turnover 
Intension 
7. | Voluntary 4.38 4.50 5 691 86.67 10.900 .000 Accept 
Withdrawal 
8. | Survivor’s 4.18 4.00 4 .616 90.00 10.441 .000 Accept 
Syndrome 
Table 2: Middle Managers Role 
S.No} Proposed Mean |Median| Mode | Standard | Cumulative T-value Sig. Value | Accept the 
Middle Deviation | Percentage | (Test Value = | (2-Tailed) | Middle 
Managers Role of Experts 3*) (95% Manager’s 
who Confidence] Role as 
Agreed/ Interval) |Valid if Sig. 
Strongly Value <0.05 
Agreed 
1. |Commitment to) 4.33 4.67 5 .632 86.67 12.419 .000 Accept 
change projects 
2. | Attending to 4.39 4.40 4 478 96.67 15.879 .000 Accept 
recipient’s 
emotions 
3. |Communication| 4.41 4.50 4 506 96.67 15.234 .000 Accept 
4. | Training and 4.47 4.67 5 565 90.00 14.228 .000 Accept 
development 
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Table 3: Desired Change Outcomes 


S.No} Proposed Mean |Median| Mode | Standard | Cumulative T-value Sig. Value | Accept the 
Desired Change Deviation | Percentage | (Test Value = | (2-Tailed) | Change 
Outcomes of Experts 3*) Outcome as 
who (95% | Valid if Sig. 
Agreed/ Confidence| Value <0.05 
Strongly Interval) 
Agreed 
1. | Smoother 4.56 4.60 e] 391 96.67 21.857 .000 Accept 
Integration 
2. | Economic 4.50 4.50 5 .557 93.33 14.748 .000 Accept 
Benefits 
DISCUSSION 


An analysis of the expert survey indicate an extremely high presence of the employees emotions 
derived from the literature and middle managers role was also given high consensus. All the 
variables were accepted as the significance value was less than 0.05. Majority of the experts (66.67) 
believed the strong presence of identified emotions among employees during post merger integration 
and it can be balanced by middle managers role discussed above. This is also evident from the 
standard deviation which is lower than one in case of all variables. Cumulative percentage of 
experts ranging from 66.67-96.67 reflected high conformity of the impact of employees emotions on 
desired change outcomes. Employee’s emotions such as decreased commitment, loss of identity, 
feeling of injustice, feeling of uncertainty, voluntary withdrawal, absenteeism, change in working 
conditions and survivor’s syndrome were found to be statistically valid. Middle managers role was 
also found to be valid in bringing desired change outcomes. 


PROPOSED MODEL 


Based on the literature reviewed and validation of the variables a proposed model is developed 
depicting the relationship of the research variables. Employees emotions identified from the 
literature were confirmed after the expert survey, a high level of approval was identified. Emotional 
issues in the organization are generally neglected whereas change process is characterized by 
emotions. The negative emotions were handled by leveraging middle managers role as discussed 
above. Well channeled emotion management or emotional balancing by middle managers had a 
strong impact on achieving desired change outcome 1.e. smother integration. 


Employee’s Emotions 
During Change 


Emotional Balancing By 
Middle Managers 


Desired Change 


Outcomes 


Fig. 3: Proposed Model Depicting Relationship between Research Variables 


CONCLUSION 


Organizations value addition after merger was highly affected by the employee’s emotions during 
post merger integration. Evidence from the literature revealed that leveraging the middle managers 
role can prove to be an effective tool in balancing employee’s emotions and in achieving desired 
change outcomes. This paper presents an unexplored concept of applying radical change in the 
context of post merger integration and exploring middle managers role in balancing employee’s 
emotions during change. At this level no concluding remark related to the variable relationship can 
be given as the sample size was very small and only one organization was surveyed. A large sample 
size can give a valid relation, however in this paper the purpose was to only confirm the variables. 
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Abstract—Understanding work preferences of Generation Y employees and identifying practices to productively engage 
this emerging workforce. 
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INTRODUCTION 


In today’s workplace, one of the few constants is change. Global competition and new technologies 
are adding new dimensions to the workplace every day. One of the most difficult changes 
organizations experience is when new employees becomes the part of it, especially those who 
represent the generation first entering the workforce. Generation Y is the newest and the largest 
generation making inroads at the workplace. There is much agreement that Generation Y has 
different work related characteristics from previous generations (Shaw and Fairhurst, 2008). There 
is a need to work with, engage and manage Generation Y employees differently from what is 
required to manage previous generation employees (e.g. Howe et al., 2000; Huntley, 2006; Smola 
and Sutton, 2002). This study focuses on understanding the needs and expectations of Generation Y 
employees from the workplace in order to find ways to engage them and turning them into a high 
productivity workforce. 


LITERATURE REVIEW 


Kupperschmidt (2000) has defined a generation as a recognized group of people who shares years of 
birth and significant life events at critical stages of development. Research suggests that each 
generation is likely to develop distinct work priorities and expectations from work (Jurkievicz and 
Brown, 1998; Kupperschmidt, 2000). There is a widespread agreement among most researchers that 
there are four broad generations of employees. The four broad generations categorized by 
(Hammill, 2005) are as follows 


e Veterans. Born between 1922 and 1945. It is also classified as seniors or traditionalists. 

e Baby Boomers. Born between 1946 and 1964. 

e Generation X. Born between 1965 and 1980. 

e Generation Y. Born between 1981 and 2000. These are the newest entrants to workplace. 


VETERANS 


Review of existing literature suggests that veterans respect authority, have a high sense of duty and 
see work as an obligation (Hammill, 2005). They have an individualistic style of working and prefer 
clear leadership through command and control (Hammill, 2005). They have a strong work ethic and 
prefer an element of discipline in the workplace (Murphy, 2010). They prefer formal mode of 
communication, probably through a memo (Hammill, 2005) 


BABY BOOMERS 


Today’s workforce is dominated by baby boomers as it is currently the largest serving generation in 
the workforce. Existing literature points that baby boomers values job security and a stable working 
environment, they remain loyal and attached to the organization, and are idealistic, optimistic and 
driven (Hart, 2006; Smola and Sutton, 2002; Loomis, 2000). (Yu and Miller, 2003) describes Baby 
Boomers as more diligent on the job, and value high degree of power within the organization 
(McCrindle and Hooper, 2006). Baby Boomers prefers to follow consensual style of leadership 
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whilst making decisions and with respect to mode of communication, they stand in contrast with 
veterans as they prefer to have personal touch in their communication. 


GENERATION X 


Generation X employees has a different relationship at work. People in Generation X are typically 
characterized as cynical, pessimistic and individualistic (Kupperschmidt, 2000; Smola and Sutton, 
2002). They are self reliant and like to work in their own way. They don’t hesitate is asking 
questions from people around them which could be a potential source of conflict with veterans 
which would otherwise like that their experiences should be respected. They are more comfortable 
with change and diversity. They are more independent and self sufficient and don’t display loyalty 
to a particular organization than people from previous organizations (Hart, 2006). As a result they 
are more prone to job shifts to seek out more challenging options, a higher salary or improved 
benefits (Hays, 1999; Loomis, 2000). They seek constant feedback and values a strong work life 
balance (Howe et al, 2000). 


GENERATION Y 


Review of existing literature about Generation Y suggests that Generation Y have grown up with 
technology and likes to be connected to it round the clock and have developed the ability to multi-task 
(Hammill, 2005; Murphy, 2010). Like Gen X they are comfortable with change and don’t value job 
security as an important dimension of their work (Hart, 2006). They are viewed as demanding of the 
work and enjoy the challenges of new opportunities. They have high expectations from work and are 
goal and achievement oriented (Murphy, 2010). They have a participative work approach and see 
work as a means to an end and value a strong work and family life balance (Hammill, 2005). 


It is clear that that the four different generations have different workplace characteristics and to 
ensure that workplaces are created to complement the workforce characteristics, it is important to 
gain greater understanding of Gen Y’s workplace expectations. 


OBJECTIVES 
e To study the workplace needs and expectations of Generation Y employees. 


e To identify the practices to productively engage Generation Y employees. 


SIGNIFICANCE OF THE STUDY 


All organizations are influenced by the values and the preferences of their next generation 
employees. It becomes highly dispensable to understand the work values of young individuals which 
would help organizations appreciate how to structure jobs, working conditions, compensation 
packages and human resource policies to attract, retain and engage Gen Y. This study focuses on 
the existing work preferences of generation Y employees and elaborates common practices of the 
organizations to engage generation Y workforce. Failure to understand the demands of this new 
generation entering the workplace can result in misunderstanding, miscommunication and will 
affect the employee productivity, innovation and corporate citizenship. 


METHODOLOGY 


The research of the present paper is descriptive and the approach is conceptual. The purpose would 
be to do literature review to find out what all work needs and expectations of Gen Y workforce have 
been identified and tested empirically. This paper also attempts to review the literature to identify 
the dimensions on which the employer wants to productively engage this workforce. 


CONCEPTUAL DESCRIPTION OF DIMENSIONS OF 

WORK EXPECTATIONS 

Of the available evidence, the work related characteristics to understand more about Gen Y 
employees’ expectations may relate to job flexibility and organizational responsibility (Lindquist, 
2008). Gen Y expectations about job flexibility are manifested in several ways. 
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JOB FLEXIBILITY 


Generation Y employees are not interested in job for life (Oliver, 2006) and for many one year 
employment in a single organization may be considered long term (Martin, 2005). Comparing with 
employees from previous generation, Generation Y employees are perceived to be risk takers in 
their careers as they move faster from their current employer than their counterpart (Oliver, 
2006).Gen Y wish to have flexibility in their job so that they can devote some time to their private 
lives maintaining their relationships. They see work-life balance as an important dimension but still 
they are career focused and expect meaningful work related roles (Martin, 2005). This tendency 
gives rise to their expectations of significant organizational responsibility. 


ORGANIZATIONAL RESPONSIBILITY 


Gen Y employees aspire to seek responsibilities and challenging work assignments at the workplace 
requiring them to be creative, provided there should be clear directions and open and positive 
managers (Broadbridge et al, 2007a; Martin, 2005). They like to get involved in teams that consist of 
committed and motivated workers (Martin, 2005).Being result oriented and are capable of doing 
multi-task swiftly, they like to be empowered as they have a natural urge for work and pressure 
(Shaw and Fairhurst, 2008). They don’t want to be micromanaged or to be restricted in how they 
finish task. Being accustomed to heavy parental direction in their formative years, Gen Yers reflect 
the same character at workplace as they require very detailed oriented instructions to do the job 
right. Because of their upbringing they are emotionally sensitive requiring constant feedback and 
praise at work. Generation Y employees expect and value mentoring along with training to keep 
themselves abreast with the latest skill sets, thereby making it easier for them to seek best 
opportunities in job market (Cennamo and Gardner, 2008). 


DIMENSIONS OF ENGAGEMENT OF GENERATION Y 


This high maintenance seeking workforce can be transformed into high productivity workforce by 
unlocking their potential and develop them in to managers and leaders of the future. Popular 
literature claims that Gen-Yers have the potential to be the highest performing generation in history. 
To tap this dynamic group of people, we need to have a constructive approach for engaging them 
and supporting them in their development. This constructive approach to Generation Y should 
underpin all aspects of interaction with these workers encompassing four dimensions organizational 
culture, work environment, learning & development and management & leadership. 


CULTURE 


With respect to culture, organizations with non-hierarchiral structure valuing ethics attract Gen Y 
cohorts to be a part of it. In order to engage Gen Y workforce, organizations should be clear on their 
values and behaviors and this should be clearly defined during interviews. Gen Yers are brand 
sensitive and are passionate about products and services and they will be committed to the company 
once they develop affinity with it. They are also the strong advocates of the company in their peer 
group and making the company brand attractive among employees will be a good thing for business. 
Another thing which an organization can do to engage Gen Y is keeping the CSR initiatives up to 
date and offering sabbaticals will keep the Gen Y enthusiastic. Adopting an altruistic approach will 
go a long way in keeping Gen Y engaged. Creating fun and frolic atmosphere at the workplace will 
stimulate Gen Y employees themselves as been done at Yahoo. 


WORK ENVIRONMENT 


With respect to conditions of working environment, Gen Y performs best when the atmosphere and 
support systems is in line with their needs. It is well documented in literature that Gen Yers are the 
first digital natives of the world. They get frustrated with old technology and slow 
communication/information flow. To fully engage them technology should be up to date and 
systems should be working effectively. Supporting them with flexible working hours such as part 
time work or work from home and considering the output of the work rather going by the length of 
time spent on desk will spell excellent results. To satisfy their wish for variety, provide a mixture of 
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environments that can suit any occasion. Dedicated breakout areas, creative rooms and even sleep 
rooms can be provided as refreshments. 


LEARNING AND DEVELOPMENT 


Generation Y has a strong manifestation for their learning and development and expects significant 
contribution from employer for the same. By adopting structured learning and development 
practices supporting their individualism and providing them meaningful work assignments, 
organizations can eventually tap this workforce effectively. The concept of “work for life” doesn’t 
qualify for this generation. They will switch to other organization as soon as they feel that they are 
becoming stagnant in the current job. Apart from working on their own, they also like to stay 
connected with people. Providing them the opportunity to work in teams will keep up their 
adrenaline for work and will also benefit organizations with cross-functional teams. To satisfy their 
appetite for travel and to network with new people/culture, organizations can offer them global 
assignments. Organizations should strive for creating a continuous learning environment where 
employees are motivated to develop and sharpen their skills to provide organizations with sustained 
competitive advantage. 


MANAGEMENT AND LEADERSHIP 


Generation Y likes to work with constructive management and charismatic leadership. They like to 
work in collaborative setting with mutual respect and understanding with their managers and 
leaders. Bureaucratic style of working with slow and autocratic decision making doesn’t appeal 
them. To connect with their frequency, you have to listen to them and to show them that you 
genuinely care for them. Treat them as your colleagues and establish a coaching relationship with 
them where managers can become a dynamic source of learning which could help them learn and 
grow. Adopt flexibility in their schedules, work assignments, projects and career paths and provide 
them with constant and constructive feedback. A 360 degree feedback program as part of the 
performance review program could enhance the feedback delivery system. 


LIMITATIONS 


This study has taken in to account only the theoretical aspects of the generation Y work 
expectations and the engagement practices and is deficient in empirically tested literature. Moreover 
the literature studied for this paper shows the global face of generation Y which may be in contrast 
with generation Y in India. A generalized nature of generation Y has been referred in this paper. 


SCOPE FOR FUTURE WORK 


Generation Y is the newest and the recent entrant in to workforce who is beginning to gain pull in 
the workplace. For a country like India where 65% of the population is under the age of 35, this 
generation can be an unmatched potential to achieve unparallel growth and development. Scope for 
future work lies in exploring the work values, motivational drivers, how to retain this workforce and 
develop them so that organizations can achieve sustained competitive advantage. 


CONCLUSION 


Generation Y is the fourth generation entering the workforce after Veterans, Baby Boomers and 
Gen-X. Being the largest population entering the workforce, it becomes indispensable for the 
organizations to ascertain the workplace needs and expectations of this generation to productively 
engage this generation. This paper reveals Gen Y’s work expectations on two dimensions i.e. job 
flexibility and organizational responsibility. It has been found that with respect to job flexibility 
variable, Gen Y employees are not keen in ‘job for life’ and see ‘work-life balance’ as an important 
dimension associated with job. For organizational responsibility, they seek challenging work and 
want to work in teams of committed and motivated workers. 


Moreover engaging this workforce requires the organization to work on four dimensions as 
mentioned in the previous sections of the paper. The dimensions include organizational culture, 
work environment, learning & development and management & leadership. These dimensions 
inculcate a sense of risk taking behavior where these individuals seek challenges and responsibilities. 


Understanding and Engaging Generation Y Employees at Workplace” / 385 


It has to be taken into consideration that these employees does not get affect by baiting rather they 
naturally like work and intend to complete the task qualitatively well in time. They believe in 
responding to constructive management and fair practices. 


Creativity is another dimension where Gen Y employees contribute and excel. They try to bring 
order in disorder and give a meaning to the environment they work in. They have a great zeal to 
undertake tasks and activities along with enhancement of their education. Critical evaluation of 
resources for optimum utilization is also one of the key competencies of Gen Y employees. To 
conclude Gen Y employees need to be nurtured, trained and engaged very sensitively so as to 
extract best out of them which they are capable of delivering. The organizational leadership has to 
have a proactive vision for development and engagement of Gen y employees. 
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Abstract—Today the term ‘Fringe Benefit’ is a misnomer, fringes are no longer extras. As this country has grown richer 
and more self-assured, the desire to eliminate risk and increase personal security has grown stronger. Employees have shown 
a strong tendency of want to eliminate uncertainty of every conceivable kind. Employers provide fringe benefits to raise 
employees’ morale, to meet their social responsibilities, to retain the best and finally to make more effective use of their work 
force. The idealistic belief that the employees will be grateful for the organisation’s beneficence and will, in turn, express 
their appreciation by harder work has largely disappeared today. Fringe Benefits may improve employees’ morale and make 
both unions and employers look good to the employees, but they do not generally contribute to increased productivity. Given 
that Fringe Benefits are important to employees, labour unions and employers, why are they changing and in what 
direction? The general trend in fringe benefits for the future is towards more flexibility in meeting the needs, wants and 
desires of the employees. While most enterprises still maintain conventional benefit plans, the flexible plan of retention of the 
best is an idea whose time has come! 


The purpose of this ‘Exploratory Research’ based on secondary data is to ‘study the role of fringe benefits in bridging the gap 
between attrition & retention through various flexible plans Corporate India is learning—slowly’. 


Keywords: Misnomer, Fringe, Conceivable, Retention, Productivity 


INTRODUCTION 


The management initiatives that corporates are taking in response to today’s imperatives are 
bringing people squarely centre stage. Corporates are now discovering that their core abilities lie not 
in particular product categories or in any product, but in unique expertise. They are realizing that re- 
engineering will not succeed, unless their people’s mindsets are re-engineered too. It is a 
corporation’s individual who will make or break the application of hot management tools. 


To be sure, any corporate structure is now a pattern for deployment of people. The onus of 
performance is no longer on rigid systems, but on the resourcefulness, initiative, and responsibility 
of the process-owners. The employees are beginning to play an indispensable role in the life of the 
enterprise, as corporation’s knowledge resources exist in the brains of its people—and not all of it can 
be codified in rulebooks, manuals, and compendia for any one to access. 


The 2020 corporation must be built of, around, for and by people. The post modern 
organization can now be redefined as ‘a complex economic institution in which thinking, learning 
and knowledge creation takes place, constantly generating ideas that will permit the transformation 
of the enterprise—of course by its people’. 


Eventually, the regimented job oriented structure of the industrial era will yield to an ever- 
learning, ever-evolving, ever-innovative, ever-motivating work system, driven by its people (1). 
Above all these ‘wunder orgs’ will wrest competitive advantages by marrying the development of 
every single employee to organizational performance. To retain and develop managers, we will have 
to learn to build an organization that is ‘attractive and less arrogant’, ‘possess shared vision and 
systems thinking’ but above all ‘should create energized work force that evolve with the 
organization.’ 


NEW DIRECTIONS IN FRINGE BENEFITS- 

ITS ROLE IN BRIDGING THE GAP BETWEEN 

ATTRITION AND RETENTION 

Today every corporate house is thinking and developing ‘THE PERFECT PARTNERSHIP’ of 
post-liberalized India; between ‘the Learner-Organization & its Teacher-Employees (People). Coalescing 
corporate needs with the individual’s is crucial. The enterprise is driven by the interest of its 
stakeholders, its goal of profit making determining its business philosophy, but the individuals bring 
into the enterprise their own aspirations and ambitions which is now becoming the critical 
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responsibility of the corporates. ‘The major paradigm shift taking place in the management of 
human resources is the progressive integration of conceptual values with operational values’ (2). 


‘Economic Supplements’ or ‘Fringe Benefits’ are compensation other than wages or salaries. Such 
benefits comprise more than one third of the compensation of the typical Indian employee today, 
and the proportion is increasing annually. In recent years, Fringe Benefits have grown twice as fast 
as wages and salaries. 


Today the term ‘Fringe Benefit’ is a misnomer. Fringes are no longer extras. A great majority of 
the Indian employees rely on them as their first line of defense against illness, unemployment and 
old age. Currently, Fringe Benefits provide protection against the contingencies of life from the first 
day of employment to the day of retirement and beyond. Many of these benefits are not new to the 
compensation package. Some were introduced unilaterally by the employers in the turn of the 20th 
century. Fringe Benefits however now play a far more important role in Labour Relations than has 
the case in the past. A great variety of Fringe Benefits can be found in the Indian Corporate Sector 
today, with some labour agreements containing special (and often unique) benefits. 


There appear to be several reasons for this growing emphasis on fringe benefits. As this country 
has grown richer and more self-assured, the desire to eliminate risk and increase personal security 
has grown stronger. Employees have shown a strong tendency of want to eliminate insecurity of 
every conceivable kind. 


WHY DO EMPLOYEES LEAVE? 


Researches have shown a significant difference between what employers assumed were the key 
causes of turnover, and the actual reasons employees gave for leaving. The top three main causes for 
leaving the organization were: 


1. Issues related to on the job experience. 
2. Availability of less of very feeble opportunities for personal and career development. 
3. Wages, Salary, Benefits and Social Assistance. 


There are employees, which we classify as ‘job shoppers” that treat their early career jobs as 
commodities and move around from one job to another shopping around for their ideal role. There 
also exists large number of employees who leave without necessarily achieving full productivity, and 
can be termed as “fob shock” by which organizations suffer a lot as they spend considerable sums in 
the process of recruitment and training of their employees (3). 


The research revealed many contributory factors and reasons for employees to leave, but many 
of them were unknown to the employers. This highlights the importance of employers ensuring they 
understand and proactively manage the most influential HR practices to reduce employee attrition 
and increase retention rates. 


Present paper focuses on the role fringe benefits play in bridging the gap between attrition and 
retention. Salary and benefits are important to employees, labour unions and employers, but 


WHY ARE THEY CHANGING AND IN WHAT DIRECTION? 


Many companies are concluding that they must offer a range of benefits to match the changed 
realities of the new lifestyles that abound today. Traditional benefits were designed in a manner to 
fit the needs of the breadwinner, dependent, spouse and the family. Several current trends have 
transformed this lifestyle, important being listed below- 


1. Fewer male employees are now the sole supporter of the family. 

2. More couples are remaining childless; those who do not, are having fewer children. 
3. Work spans are more discontinuous, especially among women with children. 

4. Retirement is no longer expected at an age of 65 years. 


The work force is thus, characterized by a greater variety of family and behavior patterns than 
ever before. In fact, traditional families consisting of a working husband with a dependent wife and 
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children now constitute less than one tenth of the nation’s work force. Roughly, half of the workers 
belong to families that have two or more incomes and another one tenth live alone. 


The number of unmarried couples living together is more than double to what it was ten years 
ago. Most conventional benefit programs provide a single worker with some unwanted coverage, 
like life insurance. At the same time, the value of the total benefit package is actually far less than 
that for a married worker at the same salary and seniority level. Furthermore, members of two- 
income families may duplicate their spouse’s benefits in areas such as health insurance, while 
unmarried couples who live together often cannot obtain coverage. 


The general trend in fringe benefits for the future is towards more flexibility in meeting the 
needs, wants and desires of the employees. While most enterprises still maintain conventional 
benefit plans, the flexible plan is an idea whose time has come (4). 


Despite concerns over the difficulties and cost, the Indian Corporate interest in the idea is 
growing, There are dissenters, however, with labor unions being one of the most vocal critics of such 
flexible benefits. Union leaders have expressed the fear that employees, given a choice, may 
eliminate benefits they need. Unions thus generally favor a comprehensive plan that covers 
every contingency. 


A system of goal setting, evaluation and compensation are being used to directly link 
organizational objectives to individual performance. 


By ensuring that individual rewards are available only if corporate goals are met, the idea of 
fringes, is successfully preventing people from expending their energies on activities that bear no 
relationship to organizational objectives. 


Even though most companies are not yet ready for sweeping changes, fringe benefits may be 
repackaged in several different mixes. Such packages may address needs of single workers, those who are 
married with no children, employees with young dependants, parents facing college expenses, and “empty 
nesters” interested in retirement. 


Many companies may substitute defined contribution plans for defined benefit plans thus 
providing the opportunity for a benefit package more tailored to a particular employee at the same 
cost to the employer. 


Under the cafeteria approach, every employee receives a core of ‘essential benefits’. Then employees 
can “buy” other benefits with credits earned based on wages and seniority. Few companies have 
these plans today, mainly because of the administrative costs involved and their pessimistic 
assessment of the employees’ capabilities to make intelligent choices. Neither of these reasons 
should be roadblocks. After an initial investment to programme the various choices available, the 
cost of administering the cafeteria plan is not prohibitive-particularly in light of its potential returns. 
The argument about employees not being capable of making intelligent choices is another example 
of management confusing education level with intelligence. Thus, one can expect that the cafeteria- 
style benefit plan will become more prevalent in the future as a way to satisfy the needs of an 
increasingly diverse work force. 


Trends in the recent years involve an increase in the amount and duration of the insurance 
benefits; extension of the benefit to retired workers as well as those dependents not yet covered; 
defrayal of costs for medically related drugs; protection against catastrophic illness and accidents; 
dental, visual and mental health benefits; and preventive health care plans. The fact that insurance 
package has increased in cost faster than other fringe benefits have over the last five years means this 
area will be one of the trouble spots for employers in the years ahead. 


The final step in managing the lifecycle brings the process back to the starting point of manpower 
planning. For planned separation from the employees whose contribution will no longer add value to 
a company’s processes is becoming essential-either because bloated wage bills have to be 
rationalized, or because the company has moved into a set of skills from its people. In any business 


Fringe Benefits—A Bridge between Attrition and Retention / 389 


strategy, people are more important and crucial than plans. Effective implementation is only possible 
with motivated people. 


RETAINING PEOPLE 


Retaining people will be a key objective for corporates today, since losing individuals involved in 
the innovation process can be disastrous. Training and development needs will have to cater to 
unorthodox skill building, while appraisal and reward systems must be tied to long term gains in the 
market place rather than short term achievements. 


The continuing trend towards early retirement has resulted in a heightened awareness within the 
Indian corporations of the importance of retirement planning & education programme. Most 
pension plans relate benefits to the past earnings, but now there is a trend to weigh more heavily the 
income received in the last years of employment. 


There has also been a marked increase in the vesting allowances for workers covered by pension 
plans. Under normal economic conditions these would be expected to continue in the future, but 
more & more employers have recently been trying to reverse this trend by shifting more of the 
burden of financing the programme and keeping it actuarially sound back to the individual 
employee. Whether this is the start of a new long-term trend or simply a temporary concession 
depends on the performance of the Indian Economy over the next few years. 


While most private pensions do-not include a cost of living allowance, more and more 
companies are making ad-hoc pension adjustments every two to three years, with the trend towards 
routine adjustments. Another relatively new idea that is rapidly gaining popularity is for the 
corporates to provide retirement planning for each employee. 


Today, some innovative benefits being explored by the companies have a high probability of 
being implemented on a large scale in the future. One such benefit is the Stock Ownership Plan. 


Another new idea is the Matching Charitable Contribution Plan. Under this plan, the company 
contributes up to a specified limit to qualifying charities of the employee’s choice in an amount 
equal to that contributed by the employee. Advantages in this plan include social values and 
employee morale boosting. 


Some firms have a sick leave pool. Under this arrangement, a portion of the employee’s sick leave 
is pooled and to be used by those who need it. Other companies are experimenting with varying 
work hours such as flexi-time, summer working hours, four-day weeks, split days, job sharing and a 
floating schedule. Each of these benefits and ideas is indicative of the innovative thinking that will 
lead fringe benefits in entirely new directions in the next decade. Such innovative ideas do not 
necessarily have to increase the cost of the fringe benefit package to the employer. 


Despite substantial concern over the increasing cost of providing employee benefits, a majority 
of top management have no plans to scale back their benefits program in the future. Majority feel 
that they will maintain their programs at the current level. Since trimming the work force in 
response to the emergence of cost cutting technologies will be essential component of the best 
pricing strategy, corporates manage organizational exit strategically. Special mandate will be to link 
organizational cost cutting to individual cost cutting goals and reward employees accordingly. 


An effective retention strategy therefore will seek to ensure: 
1. The Organization’s reward strategy must reflect the employee drivers. 


2. Appropriate development opportunities are available to employees, and that they are kept 
aware of their likely career path with the organization. 


3. The ‘Leaving Process’ is managed effectively (5). 


CONCLUDING SUGGESSTIONS 


Fringe Benefits will be one of the most important areas of Employer-Employee interface in the 
years to come. They serve as tools in bridging the gap between Attrition and Retention. A well 
informed manager cannot afford to keep current with new developments in this important and 
expensive but rapidly changing area: 
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10. 


11. 


12. 


Benefits will rise as a direct result of union-won demands over years. When corporates 
consider basic pay demands too high, they will move to the benefit area as an extra 
negotiating chip. 


Successful experimentations with the “cafeteria plans” have shown that employees regard 
the option of picking & choosing benefit alternatives as an extremely attractive addition to 
traditional compensation programs. 


People do have different needs according to their age, financial and family position, 
attitudes and lifestyle. Corporates will provide younger employees benefits that will be of 
frequent or immediate use, such as vacation days, holidays & flexible working hours, where 
as it will focus on security conscious, older employees with preferred life insurance and 
retirement related benefits. 


For key and non-vulnerable employee, corporates will design plans with extra vacation days 
or provide the opportunity to take a leave of absence giving enormous psychological value— 
far beyond its actual cost to the company. 


Corporates will now look at value creation and value enhancement of their employees in the 
process or activity that they do thereby giving an option plan to control attrition. 


Corporates will have reinvent and change the perception of their employees from life style to 
career building by simply re-constructing the organizational structure and helping 
themselves in retaining the employees. 


Corporates will have to communicate to their employees that they care’, which in turn will 
help reduce attrition and increase retention of the wiser employees. 


Researches provide results that show how, organizations with well-constructed benefit 
programs are gaining a competitive edge in the recruiting process. The swing elements are, 
however, not the traditional benefits but rather the additional special coverages. 


Corporates will have to change their view about the lion’s share of the cost of these new 
packages in shifting more responsibility to the employees as it is directly correlated to the 
performance of the economy and its resultant influence on company’s profit & 
loss statements. 


Corporates providing fringe benefit packages will have to undergo a radical change, by placing 
more emphasis on coming up with new ideas and tailoring the system to individual employees 
rather than increasing the level of existing benefits and offering one package to all. 


By providing Fringe Benefits more “Bang for the Buck” Corporates will increase their 
importance in the total compensation scheme beyond their already sizeable and 
constantly growing role. 


Companies will provide the best service not by selling its own products but by enabling its 
employees to solve its customer’s problem(s). This task will be achieved by evolving a 
system that binds the level of customer satisfaction achieved directly to appraisal 
and reward. 
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Abstract—Purpose: To assess the attitudes influencing the investment behavior of individual stock investors of Punjab. 


Methodology: Primary survey with the help of questionnaire has been conducted to collect data.607 respondents from three 
districts of Punjab i.e.Amritsar, Jallandhar and Ludhiana formed the sample for the study.For collecting the data, simple 
random sampling has been employed.For analyzing the data, factor analysis and weighted average scores have 
been applied. 


Findings: The factor analysis revealed eight fundamental dimensions of attitudes i.e.confident attitude factor, interest 
attitude factor, anxious attitude factor, optimistic attitude factor, knowledge attitude factor, precautionary attitude factor, 
injudicious attitude factor and control attitude factor.Findings of Weighted Average Scores showed that Interest attitude 
factor has highest impact and injudicious attitude factor has slightest impact on behavior of individual stock investors of 
Punjab.The results revealed that the investors have high interest in financial issues and are worried about their 
financial affairs. 


Implications: The idea is to help financial service providers in understanding investor behavior and offer them more 
effective advice. 


Limitation: The paper is confined to Punjab only. 
Scope for further research: Further research can be extended by segmenting investors on basis of such attitudes. 


Keywords: Individual Stock Investors, Attitudes, Financial Psychology, Investment Behavior, Factor Analysis, Weighted 
Average Score and Investment Decisions 


INTRODUCTION 


With the diversification of financial markets, valuing the decision making styles and understanding 
of minds of individual investors has become relevant.As the number of individual investors have 
exploded, it has become increasingly more important to understand the minds, motivations, and 
decision-making styles of individual investors (Wood, R.and Zaichkowsky, L., J., 2004).The 
expectations of investors play a very important role in the financial market.Such expectations are 
found to have great influence on the investor’s behaviour.These can affect the price of the securities, 
the volume of trading and the various other financial operations in actual practice (Rangnanthan, 
K., 2006).Investment attitudes result in selecting particular instruments in a portfolio (Kiran D.and 
Rao, 2004).Attitudes and behaviours in daily financial affairs are examined to reveal individuals’ 
financial competence and consequential product needs (Funfgeld, Band Wang, M., 2009).It is an 
assumption under economic models there is unbiasness in the decisions made by individual 
investors and they are considered rational.However in reality, in the financial services industry, the 
irrational reactions of the investors can be observed that deviate from the aspects of 
rationality.Researchers such as Tversky and Kahneman (1974, 1979) have focused more on the 
psychological aspects of individual investment decisions.There is seen a rising interest in the study 
of psychology of individual stock investors along with their emotionality and irrationality in finance 
research.(Clark-Murphy, M.and Soutar, G (2005), Shleifer (2000), Aspara, J.and Tikkanen, H., 
(2009). 


REVIEW OF LITERATURE 


Table 1 highlights the studies on psychographic variables influencing day to day financial affairs of 
individual investors.Limited research is available on attitudes influencing the investment behavior of 
investors. 
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Table 1: Studies on Psychographic Variables Influencing Investor Behavior 


Authors (Year) Sample Research Design Techniques Used Findings 
Sharma, 103. respondents} Studied the various attitudes| Descriptive Statistics | Attitude of Enjoy Investing, 
B.C.and from Jammu,| which investors have expectation of higher return, to 
Sharma, India towards investment decision! trading frequently and not 
D.(2004) making believing in high holding for 
long. 
Kiran D.and| 96 respondents Gauged the impact of Multinomial Logistics Six parameters  i.e.safety, 
Rao (2004) from India psychographic and} Regression and Factor liquidity, long term capital 
demographic variables onl analysis appreciation, high short term 
the risk taking ability of returns and risk coverage 
investors. effected the risk bearing 
capacity of the investors 
Wood and} 95 EMBA Different cluster groups of| Cluster Analysis and} Risk intolerant traders, 
Zaichkowsky | students from! individual investors on the ANOVA confident traders, loss-averse 
(2004) Paris basis of their attitudes and young traders, and conservative 
behavior were identified. long-term traders were the 


identified clusters and it was 
found that each group 
purchased different stocks and 


had unlike behavior. 
Nagpal, S.and) 350 respondents Identified the investment| Descriptive, chi+ Three clusters of investors were 
Bodla, from pattern of Indian individual] square test, one way found on the basis of lifestyles 
B.S.(2007) Haryana,Delhi investor and explored their) ANOVA, cluster 1.e.aggressive, moderate and 
and Chandigarh | preferences for various| analysis and} conservative investors. 
investment options based on| correspondence 
demographic and lifestyle analysis 
measures. 
Funfgeld, 602  respondents| Studied self-stated attitudes) Factor Analysis, Principal factor analysis 
B.and Wang, from German, and behavior of a variety off Cluster Analysis andj identified factors such as 
M.(2009) speaking part of| demographic groups} linear Regression anxiety, interest in financial] 
Switzerland regarding their everyday issues, intuitive decisions, 
financial affairs. precautionary saving and free 
spending 


NEED OF THE STUDY AND OBJECTIVES 


The research focusing on the identifying the attitudes influencing the investment behavior of the 
individual stock investors in Punjab has not been studied so far.So, the present study fulfills the gap 
with the help of listed objectives: 


e To gauge the attitudes influencing individual investor behavior by grouping the 
psychographic variables into identifiable categories. 


e To identify the level of impact of attitudes on investment behavior. 


DATABASE AND RESEARCH METHODOLOGY 


The present study is based on primary survey.607 respondents were contacted personally from three 
major cities of Punjab 1.e.Amritsar, Jallandhar and Ludhiana and were interviewed through a pre- 
tested, well structured questionnaire.Convenience cum Judgmental Sampling Technique has been 
used to select stock broking firms and further investors were selected from the list provided by the 
brokers with the help of simple random sampling using chit method.The lists included the name and 
contact number of the individuals.It is worthwhile to mention here that the individual investors 
were residents of the cities surveyed and the study is confined to the octroi limits of the mentioned 
cities.Out of 675 questionnaires distributed, 607 complete and usable responses were used for 
analysis purpose. 


GROUPING PSYCHOGRAPHIC VARIABLES INTO IDENTIFIABLE 


CATEGORIES: AN APPLICATION OF FACTOR ANALYSIS 


A list of variables as given in Table 2 was given to the respondents drawn from the literature to 
measure their attitudes they hold towards making investment decisions.The respondents were asked 
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to express their opinion of the level of their agreement or disagreement with these variables by rating 
them on a five point likert scale of Strongly Agree to Strongly Disagree. 


RELIABILITY TEST: MEASURING THE INTERNAL CONSISTENCY AND 
RELIABILITY OF THE CONSTRUCT 


Reliability is the extent to which a variable or set of variables is consistent in what it is intended to 
measure (Hair et.al.2010).Cronbach’s alpha is the most widely used method.Cronbach’s alpha was 
estimated to be 0.657 for all 24 assertions which is very good indicating that the further analysis can 
be carried out. 


RESULTS OF APPLICATION OF FACTOR ANALYSIS 


FACTOR Analysis on the Data was conducted by applying Exploratory Factor Analysis 
(EFA).Factor analysis is an interdependence technique in which all variables are simultaneously 
considered, each related to all others and still employing the concept of the variate, the linear 
composite of variables (Hair, et.al.2010). 


Table 2: List of Psychographic Variables and Respective Labels used 


S.No. Variables Label 
1. I enjoy investing and actively look forward to such activity in future. A 
2. I read the business section of newspaper attentively. Ad 
3. I like to join conversations about financial matters. A3 
4. Iam anxious about financial and money affairs. Ag 
5 I believe in saving money for my bad days. As 
6 After making a decision, Iam anxious whether I was right or wrong. Ag 
7 At the end of the day, I decide intuitively in financial affairs. Ay 
8 I compare and calculate risks before investing. As 
9 Special offers entice me into investing. Ag 
10 I feel that I am substantially better informed than an average investor. Ato 
11 To make money, I am prepared to take substantial risks. Au 
12 I feel that I know good deal about the various investment categories and accompanying risk levels. Ay 


13 I feel that I have thorough knowledge of financial markets and the economy and I closely track my Aj; 
investments and financial news. 


14 I feel more confident in the validity of information that I collect myself. Au 
15 The more information I collect on my investments, the more confident I feel. Ags 
16 I spend considerable effort researching my investments. Aw 
17 I check the performance of my investments very frequently. Ay 
18 Iam sure about my decision while making any investment. Aig 
19 After I have spent a long time researching an investment, I am more likely to act on this information| Ajo 
(buy or sell) 
20 I feel more confident in my own investment opinions over opinions of financial analysts) Ayo 
/friends/colleagues 
21 Iam confident about my ability to do better than others in picking stocks. An 
22 When one of my investments performs poorly, I feel unlucky. Ay 
23 I control and am fully responsible for my investment decision Ay 
24 It is difficult to believe that my decision to invest in a particular stock gets wrong Ava 


Before applying factor analysis, certain diagnostic parameters need to be carried out to draw the 
concrete and accurate results .These includes: 


e The correlation matrix should ensure that there are sufficient correlations to justify the 
application of factor analysis (Hair, et.al, 2010).The results showed that variables highly 
correlated with each other and also were highly correlated with the same factor or factors 
(Malhotra, 2011). 


e For the appropriateness of the entire matrix, Kaiser-Meyer Olkin (KMO) Measure of 
Sampling Adequacy should be greater than 0.5.The overall KMO statistics is found to be 
0.655 depicting that the factor analysis is feasible on the basis of sampling adequacy. 


e The Bartlett’s test of sphericity is found to be highly significant (sig. at 0.000). 
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Since all the above diagnostic parameters fulfill the required conditions, method applied is 
principal component analysis with Varimax Rotation to ascertain factors. 


PRINCIPAL COMPONENTS METHOD 


PRINCIPAL Factor analysis Identified a few high-Level dimensions characterizing investor 
attitudes towards investing. This method is recommended when the primary concern is to determine 
the minimum number of factors that will account for the maximum of the variance (Malhotra, 
2011).Orthogonal rotation 


with varimax is applied to the construct. The latent root criterion is used for extraction of 
factors. According to this, the factors with eigen values greater than one are considered significant 
and the factors with eigen values less than one are considered insignificant and disregarded 
(Malhotra, 2011). 


The factor loadings of variables included in each factor are worth considering when interpreting 
factors.The criterion given by Hair et.al, 2010 i.e. factor loading of 0.40 for a variable have been 
considered. Appropriate names have been given to factors on the basis of their constituent 
variables.Table3 below depicts construct attitudes that can be represented by 8 factors (Eigen 
values>1) with their respective Eigen values and cumulative percentage of variance explained. Eight 
factors explained 11.356, 11.076, 9.179, 7.591, 6.364, 5.977, 5.874, and 4.904 percent of variance. In 
total all the factors explained 62.321 percent of variance. 


Factor 1: Confident Attitude Factor 


The first factor consists of five variables. The factor reflects the confident attitude of investors. It 
includes variables which reveal that investors have a very positive, confident and buoyant attitude 
towards taking investment decisions as they consider themselves with high aptitude of tracking 
stock market, feel confident after collecting information themselves and act on such basis, prefer 
saving for future. An investor found to be having high score on this factor is one who consider his 
opinions as superior to others and is very optimistic and confident in his views, ideas and decision. 


Factor 2: Interest Attitude Factor 


This factor consists of five variables and reveals the exposure of investors towards financial 
information and their deep interest in day to day financial issues. It predicts the attitude of keen 
interest of investors’ towards market and who prefer researching their investments, enjoy investing 
and follow business news to be aware of market and frequently check the performance of 
their investments. 


Factor 3: Anxious Attitude Factor 


This factor reflects the worried and apprehensive attitude of investors towards financial matters. The 
factor shows worried behavior of investors who are prone to nervousness regarding their decisions 
they have already taken. So, such an attitude leads to characteristics of investors like more confident 
on own information yet worried about the results. 


Factor 4: Optimistic Attitude Factor 


This factor reveals that investors have a very optimistic attitude towards taking investment 
decisions. They feel confident in information they collect themselves and better informed than other 
investors. 


Factor 5: Knowledge Attitude Factor 
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The factor includes variables like “I feel that I know good deal about the various investment 
categories and accompanying risk levels”, “I feel that I have thorough knowledge of financial 
markets and the economy and I closely track my investments and financial news” show the 
confidence and attitude of having level of knowledge of investments and financial markets. 


Factor 6: Precautionary Attitude Factor 
The factor reveals a deterrent attitude of investors as such investors prefer comparing and 
calculating risks in their decisions so as to avoid regret of having made wrong decisions. 


Factor7: Injudicious Attitude Factor 


The factor reveals injudicious attitude revealing the hasty, imprudent decision making of investors. 
The factor reveals such investors to be highly aggressive who are ready to take high risks for high 
returns but take decisions intuitively. 


Factor 8: Control Attitude Factor 


The factor reveals a very controlled and commanding attitude of investors. Such variables explain 
that the investors have power over their decisions and are also sure about their decisions 


Table 3: Summary of Factors 


Factor Number Factor Name Eigen Value Factor Variable 
Loading Label Loaded in each Factor 

F, Confident attitude facton 3.409 0.812 Ao 
(11.356) 0.752 Aug 

0.691 As 

0.644 Ay 

0.490 Aus 

F, Interest attitude factor (11.076) 3.100 0.691 Au 
0.690 Ai 

0.650 Ag 

0.632 Ay 

0.629 Ay 

F; Anxious attitude factor (9.179) 1.871 0.909 Ag 
0.888 As 

0.416 Axo 

Fy Optimistic attitude factor 1.660 0.733 Aus 
(7.591) 0.693 Ato 

0.494 A3 

Fs Knowledge attitude 1.519 0.837 Ai 
factor(6.364) 0.803 Ay 

Fs Precautionary attitude factoy 1.231 0.598 Ags 
(5.977) 0.511 Ans 

F, Injudicious attitude _—factoy 1.140 0.707 An 
(5.874) 0.546 Ay 

Fs Control attitude factor (4.904) 1.027 0.755 Ag3 
-0.566 Ais 


LEVEL OF IMPACT OF ATTITUDES ON INVESTMENT 
BEHAVIOR OF INDIVIDUAL INVESTORS 


The impact level of attitudes on the investment behavior of individual investors is identified by 
calculating the values of sample mean of each variable included in each factor and calculating the 
average mean of each factor on basis of summation of means of variables included in the factor ( 
Ha, T., T., D.and Luong, P., L., 2011).Since, 5-point likert scale is used to measure the impact 
levels of these variables; the weighted average score of factors can Decide their impact levels on the 
investment behavior with the help of following measure (Table 4): 
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Table 4: Average Scores and their Impact Level 


Average Score Level of Impact of Attitudes on Investment Behavior 
4.00-5.00 Highest 
3.00-3.99 Moderate 
2.00-2.99 Slightest 
1.00-1.99 Lowest 


Source: Arora, S.& Sandhu, $.(2011) 


Table 5 reveals that interest in financial issues is found as the most impacting factor with WAS 
of 4.08 influencing investment behavior of individual investors of Punjab. This reveals that stock 
investors of Punjab have deep interest in financial matters and their keen interest influences their 
financial decisions. 


Table 5: Attitudes and their Level of Impact on Investment Behavior 


Label Attitude Label Variable WAS of Factors 
Factors WAS (Impact Level) 

F, Confident attitude factor Ay 2.91 3.04 
Aj 3.41 (Moderate) 
As 2.70 
Ag 3.18 
Au 3.03 

F, Interest attitude factor Aw 3.98 4.08 
Ai 3.97 (Highest) 
Ao 4.43 
Aq 3.74 
A, 3.92 

F; Anxious attitude factor Ag 4.12 3.82 
As 4.08 (Moderate) 
Ago 3.27 

Fy Optimistic attitude factor Aus 3.96 3.45 
Au 3.05 (Moderate) 
A; 3.34 

Fs Knowledge attitude factor Ai 3.63 3.55 
Ap 3.47 (Moderate) 

Fe Precautionary attitude factor Ag 3.98 3.75 
Avs 3.48 (Moderate) 

F, Injudicious attitude factor An 2.60 2.93 
Ay 3.33 (Slightest) 

Fs Control attitude factor Ag3 3.62 3.57 
Aus 3.53 (Moderate) 


Anxious attitude is the highest moderate impacting factor with WAS of 3.82 portraying that 
investors are anxious about their financial affairs. However, factors i.e. Precautionary Attitude, 
Control Attitude, Knowledge in financial issues and Optimistic Attitude have moderate impact with 
WAS of 3.75, 3.57, 3.55 and 3.45 respectively revealing that investors have moderate control, 
average knowledge with moderate positivity attitude towards financial affairs. Confident attitude 
has lowest moderate impact revealing modest confident attitude in investors. Injudicious attitude 
has slightest impact portraying that investors don’t make hasty decisions like deciding intuitively 
and take high stake risks but are more anxious and careful investors. 


DISCUSSION, IMPLICATIONS AND CONCLUSION 


The motive of the study was an enhanced understanding of the attitudes and behavior of individual 
stock investors of Punjab towards investment decision making. The research will be helpful for the 
financial consultants in understanding the attitudes and behavior investors of Punjab hold and 
advice them accordingly. The attitudes towards making investment decisions were categorized into 
eight factors i.e. Confident Attitude, Interest attitude, anxious attitude, Optimistic Attitude, 
Knowledge attitude, Precautionary attitude, injudicious attitude and Control Attitude. The major 
psychological attitudes that influence the individual investors are required to be sought by the 
financial service providers in order to help them locate the preferred investment instruments by 
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individual investors. Interest in financial issues is found as the most impacting factor revealing keen 
interest in financial matters followed by apprehensive attitude as the highest moderate impacting 
factor. Precautionary Attitude, Control Attitude, Knowledge in financial issues and Optimistic 
Attitude also have moderate impact and confident attitude has lowest moderate impact revealing 
modest confident attitude in investors and injudicious attitude has slightest impact. The results 
reveal that individual stock investors in Punjab are not aggressive investors but are careful, vigilant, 
have interest in financial issues, anxious, worried ad moderately confident towards stock market 
investment decisions. 


LIMITATIONS AND SCOPE FOR FURTHER RESEARCH 


The responses have been received with the help of questionnaires leading to chances of biasness in 
responses awkwardly high because of reasons like mood of investors etc. Future researchers can 
follow a new approach to obtain responses, making the survey more understandable and using a 
method that raises the credibility of responses. Another limitation is that the research is confined to 
Punjab only. Future researchers can extend the subject nationwide to generalize the results of the 
study in more precise way. Further research can be extended by segmenting the investors on basis of 
such attitudes. 
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Abstract—The Concept of sustainable business has emerged as a mainstream in today’s business environment. The 
changing expectations of society and growing awareness about the sustainability, has compelled many organizations to 
resort to sustainable business practices. Human resource management plays a very important role in developing a 
sustainable business organization but not much is know about its role. The paper is an attempt to focus on need of 
sustainability, link between sustainability and HRM, issues and challenges in HRM sustainability and the strategies 
implemented in attaining it. 


This paper provides a literature review and an approach that how HRM can contribute to organizational sustainability. 
The study emphasizes on need of HRM sustainability in reducing cost, improving company’s image and increasing the 
overall growth of business and community. The paper also gives an insight to focus on new areas of research in HRM 
sustainability in developing sustainable business. 


Keywords: Human Resource Management, Sustainability, Sustainable HRM, Sustainable Development, Environment 


INTRODUCTION 


Globalization is an overarching phenomenon and has thrown significant impact on the socio- 
economic, political as well as technological environment. It provides opportunities for economic 
and social development in an economy and increased the level of competition in the world which 
has pushed the business organizations to increase their level of efficiency and innovation. With 
widespread of globalization and competition the concept of sustainable business has emerged as a 
mainstream in today’s business environment. The changing expectations of society and growing 
awareness about the sustainability has created a win-win situation for the business and humanity 
and compelled many organizations to resort to sustainable business practices. 


Business is considered to be sustainable if it meets the present needs without compromising the 
ability of future generation to meet their own needs. Business sustainability is closely linked with 
economic stability and growth. In such a highly competitive environment business sustainability is 
essential as it leads to build the image and reputation of a company, reduce cost and helps in 
boosting the local economy so that business can become stronger and healthier at the same time 
helps economy to grow. An organization can achieve sustainability if it fulfills the needs of 
organizations itself, Human resource both inside and outside the organization, community and 
society and environment. 


Human resource is considered as an asset for the organizations. It is the most vital resource as 
the success of any organization depends on how to attract, recruit, motivate and retain efficient 
resource. HRM is responsible for bringing people into the organization, helping them perform their 
work, compensate their labour, and solving problem that arise. It has assumed strategic importance 
in the achievement of organizational growth and excellence. Therefore, though all the resources in 
the economy play an important role in developing a sustainable business organization but the role of 
Human resource management is very crucial and significant in implementing sustainability strategy 
and developing a sustainable business organization. 


PURPOSE/OBJECTIVE 


Developing a sustainable business organization is a need in present scenario. A sustainable business 
operates in the interest of all and ensures a long term health and survival of business and is 
associated with the social, economic and environmental system. Human Resource is a key factor in 
building and sustaining competitive advantage in a company. Therefore, Human resource 
management plays a very important role in developing sustainable business organization. This 
paper is an attempt to focus on need of sustainability, link between sustainability and HRM, issues 
and challenges in HRM sustainability and the strategies implemented in attaining it. 
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LITERATURE REVIEW 


The terms sustainability is a buzzword and the terms such as sustainable development and corporate 
sustainability as well as corporate social responsibility are often used interchangeably. Sustainability 
refers to an organization’s activities which are typically considered voluntary and that demonstrate the 
inclusion of social and environmental concerns in the business operations and interactions with 
stakeholders (Van Marrewijk & Verre (2003). The Brundtland Commission in its report has defined 
sustainable development as that development which meets the needs of current generations without 
compromising the ability of future generations to meet their own needs. Dyllick and Hockerts (2002) 
states sustainability in the business level is referred to as corporate sustainability. Accordingly, 
corporate sustainability has been defined as the adoption of those business strategies and activities that 
meet the needs of the organizations and its shareholders today while protecting, sustaining and 
improving the human and natural resources that would be needed in future. (ISD, 1992) 


Corporate sustainability encompasses three dimensions of needs, known as the “triple bottom 
line”; economic prosperity and opportunity; social equity and quality of life; ecological resource 
preservation. Corporate sustainability is an organizational commitment to achieve competitive 
advantage through the strategic adoption and development of ecologically and socially supportive 
production processes, products and services and innovative practices in human resource 
management (Nemli, 2004). It has been assumed that the organization is a creation of society and 
so it has a responsibility to help in the accomplishment of societal goals. A company’s corporate 
responsibility should be regarded as inseparable from its economic function. Inyang (2004) states 
that the business owes society an obligation or debt-for taking something from the former and so it 
must give something in return to the latter, and this would continue to provide the fertile ground for 
latter’s continuous existence. 


Organization's success depends on your employees' performance. By building sustainable 
business they contribute to the organization itself, human resource, society, environment and 
economy and hence, HRM plays a significant role. According to Ferris, Sherman & Rosen, (1995), 
HRM involves procuring, developing, and retaining employees and is practiced in all organizations, 
either by HR professionals or managers of the organizations. It aims at managing the internal work- 
relationships in a way that makes sure they are productive and meet individual as well as societal 
demands and expectations (Armold, 2005). As for Boudreau and Ramstad (2005) point out that it is 
the decision makers, opinion leaders, voter, and employees who care about sustainability. They 
want that the corporations should reduce the externalities which burden future generations. 
Sustainability is not only good ethics but it is potentially good for long-term economics. Hence HR 
has a significant role to play in sustainability. 


Cohen and colleagues (2012) defined Sustainable HRM as ‘the utilization of HR tools to help 
embed a sustainability strategy in the company and the creation of an HRM system that contributes 
to the sustainable performance of the firm. Sustainable HRM thus creates the skills, motivation, 
values, and trust to achieve a triple bottom line, and at the same time ensures the long term health 
and sustainability of both the firm’s internal (1.e., employees) and external communities, with 
policies that reflect equity, development and well-being and help support environmentally 
friendly practices.’ 


ROLE OF HRM IN DEVELOPING SUSTAINABLE BUSINESS ORGANISATION 


In today’s turbulent world it is very difficult for business organizations to survive. Everyday new 
technology, social dilemma or environmental problems crop up. The increasing number of new 
regulations and effect of globalization is a constant source of worry for business organizations. 
Therefore, there is a need for such a framework which can make sense of what is happening in the 
world so that changes can be foreseen and action can be taken before it occurs and sustainability 
provides such a framework. Though sustainability means different for different people but for the 
purpose of this study sustainability means balancing financial performance, maintaining quality of 
life of their employees through committed organization and benefiting the society and environment. 
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NEED OF SUSTAINABILITY AND LINK BETWEEN HRM AND 

SUSTAINABILITY IN BUSINESS 

Sustainable business has minimum negative impact on the environment. A sustainable business can 
create value for the customers, investors and the environment. Sustainability in business is 
considered to be ethical and leads to business advantages. It makes an organization efficient by 
utilizing its resources to its best and reduces cost. Not only this employer become responsible and 
make best possible efforts to attract and retain competent employees which ultimately affect the 
growth of business and make the employees loyal and ethical to the organization, this will ensure an 
ethical corporate culture and develop corporate social responsibility programs. HRM performs most 
critical and unique task in any organization by developing and guiding the processes for 
transformational change. HR professionals play a major role in the growth and profit of business 
because managing change effectively is one of the most important enablers of successful business. 
HRM plays vital role in supporting sustainability in organization. It is believed that sustainability 
begins at home, and HR's first role is to see that a company manages its employees in a sustainable 
way thereby accepting responsibility for the business. It is a fact sustainable business organization 
can be created when the employees are aware of how their roles contribute to the sustainability. 


CHALLENGES AND STRATEGIES ADOPTED BY HRM TO 

DEVELOP SUSTAINABLE BUSINESS ORGANIZATION 

With the rapid development of highly competitive businesses in the globalize world, the need for 
human resource management and the foresight and ability to avoid the problems that accompany it 
is growing constantly. Today every organization wants to attain sustainability and developing 
sustainable business organization has received growing recognition in the world. But a very big 
question that arises is how to develop a sustainable business organization. Sustainable development 
is not just the responsibility of environmental specialists or communications professionals rather it is 
the responsibility of every person as well as all functions of an organization. It is fact that people are 
the strength of the organization. It is they who can make or break the organization and to manage 
this resource a pivotal role is played by human resource management which can ultimately help in 
developing a sustainable business organization. But HRM faces many significant issues and 
challenges in developing a sustainable business organization. Some of the challenges and strategies 
which help to develop sustainable business organization are as follows: 


Recruitment and Retention/ Employee Branding 


In this highly completive world it becomes a very big challenge for every organization to recruit and 
retain talented employees who can take the organization to its zenith, Human Resource 
Management’s most important function for every organization is procuring and retaining talented 
employees. To maintain sustainability HR provides right people with right mental model values 
along with their functional expertise. So not only recruiting and retaining talented and competent 
employees but they also resorted to employee branding. This helps organizations to drive the culture 
and focus the employees on a vision of them and the organization for which they work. Keeping the 
people who fit to the organization culture reduces the number of bad hires, saves cost of recruitment 
and training, and efforts to retain skilled and competent employees who might otherwise leave the 
organizations. Thus employee branding fulfils the mission of organizations. 


Training and Development 


Another important issue for every organization is training and development of employees. To 
achieve sustainability it is not only important for organization to impart training for upgrading the 
skills and mental ability of employees but also to educate the employees and nurture the future 
generation to understand the need of sustainability value in today’s world. This would help them to 
make aware of important issues and also helps to improve employee’s skills and competencies. 
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Motivation 


Motivation leads to a more sustainable organizational development. But every individual has 
different perception of motivation and hence motivating employees is very crucial. Researchers feel 
that motivation is constantly required at every level of employees in the organization. A motivated 
employee can give his best and gives people room to work hard for their organization, make them 
committed, loyal and lead the organization to fulfill its ultimate objective of developing efficient 
organization at the same time fulfilling the individual needs of employees, finally a sustainable 
business organization. 


Maintaining Quality of Work Life 


Quality of work life is a concern for almost every organization as it acts as a measure to find 
whether a company is good or bad. Employees today prefer those organizations which focus on 
maintaining QWL because it is the quality of work life (QWL) which aims to achieve an effective 
work place environment thereby satisfying both the organizational as well as personal needs and 
values of employees. It promotes job security, job satisfaction, development and maintains work life 
balance. Thus in order to ensure sustainable organization there is need of sustainability of QWL 
hence the HR professionals should try to focus on each area of QWL. 


Job Redesign and Encourage Participation and Employee Involvement 


A very big challenge before the organizations is that to make the organization fit to the needs of 
changing business environment. This necessitates the need to bring change in not only the structure 
of job but also to redesign the job in such a manner that jobs become challenging and motivating 
employees to perform better. Though it is very hard for the employer to give authority to the 
employees but employers have to give up this attitude and encourage employee involvement and 
participation to make organization sustainable. 


Leadership and Organizational Culture 


Another very important aspect of an organization is its leader because the success of any 
organization is linked with him as an individual and it is only the leader who can create a healthy 
and sound organizational culture as this too is very essential for sustainability of business 
organizations. Today this is a need for sustainable business but sustainability of business does not 
only mean that it should address social responsibility or should meet the triple bottom line rather it 
should also try to change the current thinking of the business leaders. The leaders are now changing 
their attitude, behavior and way of thinking by sharing their responsibilities with their subordinates 
and allowing them to take initiatives and give suggestions. Apart from this they develop in them a 
feeling of co-operation and teamwork. Leaders try to prefer motivational methods for improving the 
employee’s performance and find out the reasons for not completing the targets rather than 
punishing them. This will help in building trust in leaders and change the organization culture into a 
sustainable one and help developing a sustainable business organization. 


RECOMMENDATIONS 


Human resource management is a significant function in every organization. It helps in building 
sustainable business organization by fulfilling its duties towards management, employees, business 
community, institutions and regulators. Some of the recommendations can help developing 
sustainable business organization are as follows: 


e Proper Recruitment and Retention policies should be adopted so that capable and efficient 
employees are recruited and increasing loyalty among existing employees. 


e Employee being the real assets of the organization should be constantly motivated so that 
twin purpose of every business that is organizational efficiency and individual’s needs of 
employees both are attained. 


402 / Research and Sustainable Business 


e Competencies of employees should be recognized and proper training and development 
facilities should be provided. 


e Sound and efficient communication system should be built in. 
e Quality of work life should be maintained in every organization. 


e Participation and involvement of employees should be increased so as to make them feel 
that they are part of organization and ultimately build loyalty and commitment. 


e Effective leadership should be adopted according to the situations. 
e Creation of incentives for exceptional performance. 


e Promote peer learning and create culture amongst employees. 


CONCLUSION 


Sustainability is now a buzzword and every organization is striving to achieve it in all respects. As 
sustainability is peoples issue and it is they who give shape to the organizations behavior and culture 
by either making or destroying it. Therefore, HR is considered to be an important component in the 
emergence and evolution of sustainability. Human resource management plays a key role by being 
responsible for implementing a sustainability strategy in organizations. Sustainable HRM, when 
involved with the sustainability strategy will put sustainability on the map and their role in 
encouraging, facilitating and motivating employees for sustainability, reduce cost and build the 
image of the company This will not only benefit the environment, but also the employees and 
organization itself and ultimately help in overall growth and developing a sustainable 
business organization. 
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Abstract—ZJn today’s rapidly changing, highly competitive environment, financial sector working has undergone a change 
from manual to technology base. In this technologically transformed scenario, Human Resource has become an important 
concern in financial sector. Financial sector services can be considered as a “People Service’ so focus should be on people, 
and it’s possible only when the human management is done properly within the industry. The purpose of the paper is to 
answer a question: 


“Where does HR stand in this technologically transformed sector?” 


This is the endeavour to study SWOT analysis of the financial sector in HR context with special reference to joint ventures 
in India. The study is based on the secondary data techniques & is exploratory in nature. Some of the techniques used are 
internet, refereed journals & books. 


Keywords: Technologically Transformed Sector, Human Resource, People Service, SWOT Analysis, Joint Venture 


INTRODUCTION 


Indian companies have exhibited, in the recent past, their ambition to venture into the need for 
overseas expansion. The main stumbling blocks for Indian companies in achieving expected levels 
of global presence are deficiencies in terms of product quality, technology, infrastructure and even 
management processes. These deficiencies can be negated by way of an alliance with foreign party 
who are a strategic fit. Alliances between those possessing varying expertise and capabilities in 
technology, marketing and distribution, etc. are necessary to meet the growing needs of modern 
business. Keeping in mind this objective the Indian Financial Sector have entered into Joint Venture 
with the foreign players, who provided an equivalent benefit to the Indian corporate firms from 
such alliances. 


“A joint venture can be formed with the objective to gain to key capabilities and skills that 
would be very difficult or impossible to obtain individually. The success of joint ventures worldwide 
to meet these objectives will be largely depends on partners’ capabilities & strength.” 


The above definition clearly states that there are various factors, which are directly or indirectly 
related to capabilities & strengths are to be kept in mind while moving ahead with a decision to 
enter into a joint venture business. It can be said that such tie ups can also lead to the conflicts 
between the parties. The areas of conflict can vary from firm to firm & from industry to industry, 
such as, political issues, cultural issues, environmental issues, technocrat issues, human issues, 
quality issues & many other issues. The main cause for such conflicts can be inclined towards the 
improper understanding of the Human & Personnel issues in such joint ventures. This paper is itself 
inclined towards the study of the human & personnel problems in Joint venture & also suggests the 
further scope of the research. The issues related to joint venture are being mentioned later 
in the paper. 


Summarised in Ojha, N. (2008)* the takeover of Chrysler by Daimler AG, which was labelled 
as a merger, blamed the failure on cultural clashes. A danger to international joint ventures is that a 
partner can try to impose its own cultural values without considering the cultures of its partners. 


Here it is important to understand the meaning of failure in context of international joint 
venture. The Oxford English dictionary (2008) defines failure, ‘a lack of success’, which is 
ambiguous when it is known that joint venture can fail in a variety of ways and the reasons for such 
failures can vary. Lasserre, P., Schutte, H (1995)* identified a difficulty to understanding 
partner motives 
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*Recited from a paper titled “An early IJV: The arranged marriage between Louis XIV of 
France and Maria Theresa of Spain” retrieved on 6" Sept, 2013 from 
http://www2.warwick.ac.uk/alumni/services/eportfolios/bsqjfb/gbs0955773.pdf at 18.26 


The above studies show that few of the joint ventures are failing due to the human, personnel, 
organisational & cultural issues. The major issues of failure in joint ventures can be listed as: lack of 
control, lack of trust between partners, insecurity related to the possibility of leaving the joint 
venture, cultural differences between partners (Turowski, 2005; Fey & Beamish, 2000) 


The above explanation showed that various international joint ventures have failed in recent 
past. Instead of such failures in world market, India is moving ahead with more and more new Joint 
Ventures since last few decades. Some of the successful joint ventures in financial sectors in India 
are as follows: 


Name of Company Parties Involved 

BOI AXA BOI, BHARTI AXA 

Union KBC Asset Management Company Union bank of India, KBC 

Star Union Dai-ichi Life Insurance Co. Ltd. Union bank of India, Star Union Dia-ichi (SUD) Life 
Insurance Co. Ltd., Bank of India 

India First Life Insurance Company BOB, Andhra Bank and Legal & General Itd. 

SBI Life Insurance BNP Paribas Cardif , SBI 

SBI Funds Management Pvt. Ltd SBI and AMUNDI (France) 

ICICI Prudential Life Insurance, ICICI Prudential Mutual] ICICI, Prudential plc 

Fund 

Birla Sunlife Insurance Aditya Birla, Sun life Insurance 

Max Life Insurance Max India Ltd. and Mitsui Sumitomo Insurance| 
Co. Ltd. 


Besides these, there are many more successful joint ventures in financial sector, which added 
value. There had been few failures in India but the reasons of such failures are varied. The paper 
suggests various factors which are to be considered by Indian joint ventures, so that the failure rate 
of joint ventures in financial sector can be lessened up in long run. 


LITERATURE REVIEW 


In a study, various personnel issues are identified in Joint venture, which are further classified into 9 
functional areas i.e., staffing, promotion, delegation, unfamiliarity, communication, loyalty, 
information & compensation, decision making. (Shenkar & Zeira, 1987) This particular study 
identified various individual factors responsible for each functional area, which varies from one 
stage of evolution to another. And among all, unfamiliarity is the major problem. Same personnel 
problems have been highlighted in other studies (Laurent, 1986; Lorange, 1986; Hannon, 
Haung & Jaw, 1995) 


The role of Human resource in the decisions of the Joint Venture is an important ingredient. 
The key challenges in the formation of Joint Venture are mostly related to Human problems as who 
will be in the executive list, what will be the compensation policies, what are the provisions for the 
training & development (Lee, Article) 


Management control problem is another personnel problem which leads to failure of joint 
ventures. (Sherman 1992; Groot and Merchant 2000; Chalos and O’Connor 2004; Porporato, 2006). 


Strategic human resource management literature is replete with how organizational 
effectiveness can be increased through sound human resource practices. Starting with selection and 
all the way through retention practices, human resource policies can impact employee satisfaction 
and motivation and consequently the performance of the organization (Yeung & Berman, 1997; 
Ulrich, 1997) 


RESEARCH METHODOLOGY 


On the basis of literature reviews, the various human & personnel issues are being identified, which 
requires further attention. This paper does not focus on any single problem but is only the extension 
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of the previous researches. The paper is purely based on the secondary data collection techniques. 
Some of the techniques used are internet, refereed journals & books. The previous research papers 
were studied and are cited at various levels. The objective of the paper & the gap which was 
identified after review is that very few studies have focused specifically on human issues in financial 
sector joint venture (in India). The issues which were identified were from the general joint venture 
perspective in any area of business & not specifically financial sector Joint Venture. In this paper an 
effort have been made to extend the previous studies, towards identifying the major problems 
related to human & personnel in financial sectors joint ventures (in India), as banking, insurance, 
real estate & mutual fund. 


ANALYSIS OF THE STUDY & FUTURE PROSPECTS 


Human resource management is very important for financial sectors, as banking, insurance, mutual 
funds etc because these sectors are included in a service sector. And providing services and 
satisfying the customers is a difficult task for the service industry. It involves simultaneous 
production and consumption of services. These can be considered as a “People Service” so focus 
should be on people, and it’s possible only when the human & personnel management is done 
properly within the industry. Theoretically the SWOT analysis of the financial sector in HR context 
can be as follows. 


» Availability of technocrats 

» Strategic aggression 

Strengths * Capable of risk bearing capacity 

» Presence of intellectual capital to face the change in 
implementation with good quality 


» Poor talent & knowledge management 
» Poor compensation system 
Weaknesses » Lack of virtual organisational design 

» Lack of compatible infrastructure 


¢ Adaptaion to proactive changes 
» Availability of fresh talent to strengthen operations 
» Increasing number of risk management expertise 


a » Need significant connection among businesses, credit & risk 
Opportunities management and IT. 


* Quick adaptability with least resistance 


» Huge investments in technologies 

» Increasing cost of human capital 

» Competition from non-financial sector 
» Outsourcing of personnel 

» Competition from big giants 


Fig. 1 
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Let us explain the SWOT Analysis (in context of Human Resources) in detail: 


STRENGTHS OF FINANCIAL SECTOR JOINT VENTURES IN INDIA 


Availability of Technocrats 


As the population of India is rising over the last few decades, the availability of techno-cavy are also 
increasing. More and more of the literates are moving towards the Multinational firms (MNC). The 
trend of Indian Industries shows that MNC are entering into Joint Venture business to explore the 
market worldwide. This movement among the literates is the biggest advantage India has among all 
the nations of the world, besides China. 


Strategic Aggression 


The firms and personnel of financial sectors are having strategic aggression towards the 
development of the existing standings. The policies framed and adopted are strategic in nature. This 
quality of being aggressive is attractive for the foreign firms to enter into businesses with the firms in 
India. The foreign firms are finding India to be the biggest market for the service products as 
insurance, banking, mutual funds etc. To cover the major part of business, multinational are 
attracted towards the formation of joint ventures in such areas. 


Capable of Risk bearing Capacity 


Indian entrepreneurs and business firms have proved their capability of risk bearing. Over the period 
of time various firms in India have entered into risky & long projects, individually as well as in 
collaboration with other firms. This quality of bearing risk at various levels, have actually attracted 
the foreign firms towards establishing the business in India. 


Presence of Intellectual Capital 


In India vast range of intellectual capital exists to face the challenges in implementation of the 
Human Relation Policies with good quality. The study of human related factors is very important. 
Due consideration is paid towards satisfying, evaluating the employees. 360 degree evaluation is also 
equally important in India. Such evaluations help in the development of the intellectual capital in 
India. Population of India is also increasing over decades; such increase in population enhances the 
intellectual workforce. International joint venture is a way to avail facilities of such 
intellectual workforce. 


WEAKNESSES OF FINANCIAL SECTOR JOINT VENTURES IN INDIA 


Poor Talent & Knowledge Management 


Although India’ population is vast, still there are few drawbacks which acts as a weakness for the 
financial sector joint ventures. The major problem with the personnel and management is that they 
are lacking the knowledge and are incapable of carrying out the tasks assigned from time to time. 
The quality of knowledge imparted is not upto the mark. It has been observed that very few 
personnel have proved their capabilities in terms of quality talent and knowledge management. This 
can be a major factor for the failure of Indian joint ventures with other companies. Thus steps 
should be taken by institutes to eradicate this problem. 


Poor Compensation System 


The compensation policy of Indian industry is very poor. Due to the increased need of the job, the 
highly qualified personnel go for the underpaid jobs. The compensation policies of the Indian 
companies are not in accordance with the ILO rules. The problem of overtime work is also a 
challenge for the industries. This poor compensation policy acts as a major flaw in carrying business 
with the foreign. In long run conflicts may arise due to these issues, which can result in the breakup 
of joint ventures. 
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Lack of Virtual Organisational Design 


A virtual office setup allows business owners and employees to work from any location by using 
technology such as laptops, cell phones and internet. Such virtual organisational design can provide 
significant savings and flexibility. The virtual office arrangement thus expands job options for 
employees and hiring options for businesses. Indian firms are lacking such organisational design 
which is a major flaw in the terms of growth and development. Foreign firms carry on the trade 
using the latest technology, which is lacking in Indian industry. 


Lack of Compatible Infrastructure & Software 


Another major flaws in the field of financial sector joint venture is that various compatible software 
and infrastructure is lacking. Compatibility helps in the reduction of workload as well as it saves the 
time in the management of the policies and plans. It is essential to have a compatible infrastructure 
for the growth purpose. Lack of such infrastructure and software also leads to the dissatisfaction 
level among the employees. 


OPPORTUNITIES OF FINANCIAL SECTOR JOINT VENTURES IN INDIA 


Adaptation to Proactive Changes 


The increase in the number of joint ventures has seen in the financial sector. The major reason for 
such increase is due to the tilt towards the adaptation to the proactive changes in personnel policies 
and plans. The Indian firms are adopting new policies as been prescribed by the ILO for the workers 
and employees. For the improvement of the employees various sort of surveys are being conducted 
all over the country. Various steps are being taken by the Government as well for the development 
of Human Resources in the country. 


Availability of Fresh Talent to Strengthen Operations 


Population of the country is the second largest in the world, next to China. More the population, 
more the availability of labour forces and experts is the basic crux followed. Many institutes have 
been set up all over the country to provide training to the personnel and also to motivate to come up 
with new ideas and skills. Such training helps in the development of the personnel which attracts the 
foreign firms to enter in business with the Indian firms. 


Increasing Number of Risk Management Expertise 


In India, risk management experts are increasing. Risk Management occurs everywhere in the 
financial world. Therefore employing experts in the financial sector will prove to be fruitful. 
Financial services are considered to be a “People services” and understanding the people 
psychology in terms of risk taking approach is very essential. Thus it can be said that availability of 
risk management experts are the biggest opportunity for the Indian financial sector to attract and 
develop the financial business. 


Quick Adaptability with Least Resistance 


Due to the increased training and development programs, the workforce in India quickly adapts the 
changes. The quick adaptability is also important for the joint ventures especially in India. 


THREATS OF FINANCIAL SECTOR JOINT VENTURES IN INDIA 


Huge Investments in Technologies 


India is a developing country and is facing the problem related to financing policies. Various stages 
have to be cleared for getting the investment proposals approved. Banking and Insurance sector are 
the sectors where amount invested and risk involved are very high, due to which they face a 
difficulty in getting the projects approved. 
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Increasing Cost of Human Capital 


With the inflationary trend in the Indian economy, besides the financing cost, cost of acquiring 
human capital is also increasing. More and more human resources are required for the field work in 
insurance, real estate and banking. This increasing need also increases the cost of human capital, 
which poses a great threat to such industries. 


Competition from Non-Financial Sector & Big Giants 


Another major threat which financial sector faces is the competition from the non-financial sector. 
Banking sector is facing tough competition from the NBFCs and other non banking institutions. 
Similarly insurance sector is facing competition from private players from India and abroad. Such 
competitions pull back the financial sectors from gaining competitive advantage over others. Big 
giants can invest more in People services and can attract customers by offering new and cheap 
policies alongwith other non financial facilities. 


Outsourcing of Personnel 


Another major threat which financial sector is facing is the outsourcing of personnel. Big giants are 
providing services by outsourcing the personnel. By outsourcing technique, best personnel 
capabilities can be easily acquired at lower cost. This acts as a loss of intellectual capital in the 
country. The outsourced staffs themselves pose risks and threats to the banks they are associated 
with. In outsourcing, there is a great deal of uncertainty as to who performs what job. 
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Abstracts—Purpose: Employee Engagement is hot topic of discussion among the researchers, practitioners, and corporate 
enterprises and is proved that it is positively correlated with the organizational performance. In this paper employee 
engagement is evaluated of the employees of north India and is correlated with different demographic factors. 


Methodology: During this study 220 Employees of different selected Enterprises of Punjab, Haryana, Chandigarh and 
Himachal Pradesh was surveyed with Systematic Random Sampling. To analyse Employees Engagement UWES 17, 
developed by Wilmar B. Schaufeli is used. 


Findings: The level of employees’ engagement is good in the surveyed organizations. There were no existences of significant 
correlation of ‘age’ and job experience’ with employee engagement. It is found that married employees were more dedicated 
than the single employees and junior employees were more ‘vigor’ in nature and ‘dedicated’ than the others. The employees 
of ITES sector more ‘vigor’ in nature and ‘dedicated’ than the employees of manufacturing, service and financial sector. 


Limitations: We surveyed large scale enterprises of north India; the inclusion of SSI and other states may change the 
results. 


Scope for future work: this study can be expanded to other states, sectors and levels of employees. 
Keywords: Employee Engagement, Vigor, Dedication, Absorption 


INTRODUCTION 

From the era of scientific management and even before, many organisations have identified the 
need to invest in human capital, to achieve the maximum effort from their employees and to be able 
to create success in highly competitive global markets. 


Employee Engagement is one of the attributes of the movement of ‘Positive Psychology’ 
initiated by Seligman and Csikszentmihalyi in 2000 in the field of HRM/OD. The natural outcomes 
of positive emotions and attitudes are individuals who are motivated, engaged and focused at work. 
Because individuals and organizational health are interdependent, an understanding of emotions 
and attitudes as they relate to healthy work benefits both the parties. (James Campbell Quick et al, 
2009) 


In recent years, there has been a great deal of interest in employee engagement. Though initially 
this topic was adopted by consulting organizations for research and practice yet this is most 
discussed field of HR in developing counties like US, UK, New Zealand etc. 


Unfortunately, much of what has been written about employee engagement comes from the 
practitioner literature and consulting firms. As per Alan M. Saks, most of what has been written 
about employee engagement can be found in practitioner journals where it has its basis in practice 
rather than theory and empirical research. (Alan M. Saks, 2006). 


Employees’ Engagement refers to how employees behaviourally apply themselves physically, 
cognitively and emotionally during role performances (Kahn 1990). To be physically engaged, 
employees devote their physical and mental energies and resources wholly into their role 
performance (Khan 1090). 


To be cognitively engaged, employees are actually sensitive to their mission and role in their 
work environment, have what they need to do their work, opportunities to feel an impact and 
fulfillment in their work, and perceive chances to improve and develop(Harter, Schmidt, and Keyer 
2002; Luthan and Peterson 2002). To be emotionally engaged is to form meaningful connections to 
others like co-workers, supervisors and customers, and to experience trust, understanding and 
concern for others’ feelings (Harter, Schmidt, and Keyer 2002; Luthan and Peterson 2002). 
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DEFINING EMPLOYEE ENGAGEMENT 

‘Employee Engagement’ is relatively new term in HR literature and came into prominence from 
2000 onwards. From the evolution of this concept by Kahn (1990) numerous definitions were 
derived from practice and research. The term Employee Engagement/ Job Engagement is defined 
by many researchers, consultancies and industries. 


In the academic literature, a number of definitions have been provided. Kahn (1990, p. 694) 
defines personal engagement as “the harnessing of organization members’ selves to their work roles; 
in engagement, people employ and express themselves physically, cognitively, and emotionally 
during role performances. Personal disengagement refers to “the uncoupling of selves from work 
roles; in disengagement, people withdraw and defend themselves physically, cognitively, or 
emotionally during role performances” (p. 694). Therefore we can say that according to Kahn 
(1990, 1992), engagement means to be psychologically present when occupying and performing an 
organizational role. 


Numerous definitions also creates ambiguity in understanding this construct and differentiating 
from other related constructs like employee’s satisfaction, involvement, employee’s commitment, 
organization citizenship, discretionary effort etc. 


The literature revealed that the conceptualization and definition of the construct (Employee 
Engagement) is frequently contaminated with its identification with other outcome variables such as 
job involvement, intrinsic motivation, organizational commitment and organization citizenship 
behavior. (J. Bhatnagar 2007a: Saks 2006) 


THREE APPROACHES FOR EMPLOYEE ENGAGEMENT CONSTRUCT 


Therefore to understand this construct of employee engagement we can divide it to three distinct 
approaches viz. The Role Theory Approach, the Burn out Approach and the Social Exchange 
Theory (SET). (Pati & Pankaj Kumar 2010). 


The Role theory Approach defines personal Engagement as “the harnessing of organization 
members” selves to their work roles; in engagement, people employ and express themselves 
physically, cognitively and emotionally during the role performances (Kahn 1990). Thus 
engagement is understood as “psychological presence” while occupying and performing an 
organization role. 


The Burnout Approach was initiated by Maslach and Leiter in 1997 argues that engagement is 
positive antithesis of burnout or we can say it is reverse to burnout. According to them Engagement 
is energy, involvement and efficacy which is opposite to burnout dimensions of exhaustion, 
cynicism and inefficacy. 


In 2002 Schaufeli et al disprove his approach and added that it is not possible that both the 
concepts are perfectly negatively correlated with each other and defined engagement as “‘a positive, 
fulfilling, work related state of mind is characterized by vigor, dedication and absorption”. 


Social Exchange theory (SET) approach given by Saks in 2006, According to this approach it is 
difficult for employees to vary their job performance because of regular evaluation, relation with 
compensation and other administrative decisions. But employees are more likely to exchange their 
engagement for resources and benefits provided to them by the organization. Therefore displaying 
varying degree of engagement is result of what economic and socio-emotional resources they are 
receiving from the organization. 


BENEFITS OF ENGAGEMENT OF EMPLOYEES 


Employee engagement and psychological well-being are different but related constructs. It has been 
proved by the researchers that the engagement of employees is the result of psychological well- 
being. 


As per Ivan T. Robertson et al, it should now be clear that psychological well-being is important 
for employees. In fact it may be even more important for employers and organizations. Explaining 
the reasons he said, people with higher levels of psychological well-being learn and problem solve 
more effectively, are more enthusiastic about change, related to others more positively, and accept 
change more rapidly. It is difficult to think of another set of characteristics, apart from job-specific 
skills, that are more important to an organization’s success. 
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As cited by J. Bhatnagar and Soumendu Biswas, more recently employee engagement has been 
related to building a firms’ competitive advantage. Employee engagement in fact can make or break 
the business bottom line (Lockwood 2006), Martel (2003:30, 42) is of the opinion that in order to 
obtain high performance in postindustrial, intangible work that demands innovation, flexibility, and 
speed, employers need to engage their employees. They say that objectives are more easily met 
when employee are engaged are more likely to fall short when they are not. 


They further said that in a study they proposed linkage between firm performance and employee 
engagement, but in a reverse feedback loop. This entails that those firms which are finically robust 
will have a higher employee engagement score. 


The above studies reveal that performance and financial status of an organization is directly 
related to the engagement of employees of that organization. Practitioners and academics tend to 
agree that the consequences of employee engagement are positive (Saks 2006). 


From the above discussion it is clear that employee engagement is sought field of researchers 
and practitioners for the benefit of employees and employers. The practitioner and consultancies 
have given long list and data of benefits of this construct and researchers also in favor of practice 
and for further research of this construct. 


ANALYSIS OF THE EMPLOYEES ENGAGEMENT 


Methodology: During this study 220 Employees of different selected Enterprises of Punjab, 
Haryana, Chandigarh and Himachal Pradesh was surveyed with Systematic Random Sampling. 
Three percent of large scale companies were selected randomly from the CII directory of north region 
2013. To analyse Employees Engagement UWES 17, developed by Wilmar B. Schaufeli is used. 


For analysis, Percentage Distribution Tables are used to listing the percentage of respondents 
selecting each response category or scale point; Chi Square Test of Homogeneity used to analyze 
whether there were equal distribution of responses from the respondents on all levels of the scale or 
not; Karl Pearson Correlation used to measure the strength of association between two variables; 
Mann Whitney Test-—2 groups is to test statistics to compare the two groups on same set of 
responses available from the respondents and Kruskal Wallis Test-3 or more Groups : to test 
statistics to compare the three or more groups on same set of responses available from the 
respondents. 


RESULTS OF ANALYSIS 


Table 1: Percentage Distribution of the Responses of the Respondents on 7—point Scale Questions 
Regarding Employees Engagement Factor of Vigor, Dedication & Absorption Practiced in the 
Selected Organizations 


Q. No. N AN R Ss O vo AW 7 test 
1 1.8 1.4 2.7 13.2 19.1 27.7 34.1 162.20* 
4 0.0 0.9 3.6 12.3 17.7 27.3 38.2 133.83* 

8 0.9 0.5 8.2 9.1 22.3 21.8 37.3 16684* 
12 0.5 2.7 4.1 15.0 19.1 25.5 33.2 143.87* 
S 15 0.0 1.4 4.5 9.5 232 32.3 29.1 aes 
iS 17 0.0 0.9 3.6 5.9 25.5 28.2 35.9 147.03* 
2 0.5 0.5 3.2 9.1 22.7 23.6 40.5 211.96* 
5 5 0.5 0.9 3.2 11.8 16.8 22.3 44.5 228.96* 
8 7 0.5 0.9 5.9 10.0 18.6 22.3 41.8 200.12* 
as 10 0.9 0.9 3.6 9.5 17.7 22.3 45.0 232.96* 
fa 13 0.9 0.9 3.2 15.0 20.9 20.9 38.2 175.62* 
3 0.0 1.8 4.1 11.4 15.0 28.2 39.5 140.65* 
6 2.3 2.3 5.5 10.5 21.8 25.9 31.8 135.60* 
5 9 0.0 0.5 2.7 9.1 14.5 27.3 45.9 196.23* 
if 11 0.5 0.9 ves) 12.3 20.0 28.6 33.5 185.61* 
3 14 0.9 1.4 6.4 12.3 24.5 27.3 27.3 131.71* 
< 16 1.4 1.8 4.5 13.2 29.5 24.1 29.5 134,.32* 

N: Never, AN: Almost Never, R: Rarely, S: Sometimes, O: Often, VO: Very Often & AW: Always 
* the values of the chi square were significant at 5% level of significances 
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VIGOR 


For the statements of ‘Vigor’, 89.7% respondents believe that they were regularly preserving at their 
work even when things were not going well while 84.6% feel they were very resilient, mentally at 
their work. On the issue regarding feel strong and vigorous at work, 83.2% feel often, 81.4% thought 
that they frequently think up of going to the office when they get up in the morning Similarly, on the 
issue of at my work I feel bursting with energy, 80.9% of the respondents were thinking it quite often 
On another issue I cannot continue working for very long periods at time, 77.8% quite frequently. 


DEDICATION 


On the statements of ‘Dedication’, 86.8% believed that they find the work they do full of meaning 
and purpose while 85.0% nts feel they were proud of the work they do. On the issue feel enthusiastic 
regarding their job, 83.6% stated in range of often while 82.7% respondents surveyed were of 
thought that they their job inspires them. Similarly, on the issue of my job is challenging for me, 
80.0% of the respondents surveyed were thinking it quite often. 


ABSORPTION 


On the statements of ‘Absorption’, 87.7% believed that they feel happy when they work intensely while 
82.7% feel time flies when they work. On the issue feel immersed at work, 82.1% of the respondents stated 
in range of often while 79.5% respondents surveyed were of thought that they frequently think of 
forgetting everything around them whenever they work. Similarly, on the issue of at my work I feel 


Bursting with energy, 80.9% of the respondents surveyed were thinking it quite often. On another 
issue regarding I get carried away when I am working and its difficult to detach myself from my work, 79.1% 
of the each respondents surveyed were thinking it quite frequently. 


The above analysis of the organizations shows the high score on Vigor, Dedication and 
Absorption. As per Wilmar Schaufeli & Arnold Bakker High sore on vigor depicts energy, zest and 
stamina of employees when working. Score high on dedication strongly identify with their work 
because it is experienced as meaningful, inspiring, and challenging. Score high on absorption feel 
that they usually are happily engrossed in their work, they feel immersed by their work and have 
difficulties detaching from it because it carries them away. 


CORRELATION OF EMPLOYEE ENGAGEMENT 

WITH DEMOGRAPHIC FACTORS 

Following are the results of correlation with different demographic factors like age, job experience, 
gender, marital status, education qualification, level in organization, type of industry and 
department: 


Table 2: Correlation Analysis of Employees Engagement Factors with 
the Respondents Age and In Job Experience 


Vigor Age In Job Experience 

Correlations -0.039 0.032 

p-value 0.069 > 0.05 0.635 > 0.05 
Dedication 

Correlations 0.019 0.014 

p-value 0.779 > 0.05 0.835 > 0.05 
Absorption 

Correlations 0.001 0.011 

p-value 0.993 > 0.05 0.867 > 0.05 


There were no existences of significant correlation between the age and employee engagement 
factors vigor, dedication and absorption practiced in their organization and similar was the results 
with the job experience of the employees. Thus it was concluded that age and job experience of 
employees was not effecting its employee engagement in the organization. 
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Table 3: Mann-Whitney Test Analysis of the Average Score of Employees Engagement 
Factors of Respondents According to their Gender & Marital Status 


Male Female MW-Test p-value 
Vigor 4.71 4.68 5175.5 0.938 
Dedication 4.81 4.84 5201.0 0.984 
Absorption 4.68 4.71 4958.0 0.565 
Married Single MW-Test p-value 
Vigor 4.81 4.55 5027.0 0.064 
Dedication 4.97 4.61 4718.0* 0.011 
Absorption 4.77 4.57 5380.5 0.274 


There was no significant difference of assessment of employee engagement was present among 
male and female employees regarding Vigor and Absorption, but on dedication there was difference 
of opinion among married and single employees as married employees were more dedicated than the 
single employees. 


Table 4: Kruskal-Wallis Test Analysis of the Employee Engagement Factor ‘Vigor’ 
Scores of the Respondents Categorized into Various Demographic Variables 


Mean Score KW-Test p-value 
Education Qualification Diploma 5.13 5.21 0.074 
Graduate 4.56 
Post graduate 4.77 
Level in Organization Junior 4.99 8.53* 0.014 
Middle 4.57 
Senior 4.83 
Type of Industry Manufacturing 4.69 14.03* 0.003 
Service 4.61 
ITES 5.08 
Financial 4.29 
Department HR 4.95 9.90 0.078 
Finance 4.37 
Marketing 4.71 
Material 4.57 
Production 4.63 
Customer Care 4.95 


Table 5: Kruskal-Wallis Test Analysis of the Employee Engagement Factor Dedication Scores of the 
Respondents Categorized into Various Demographic Variables 


Mean Score KW-Test p-value 
Education Qualification Diploma 5.44 7.43* 0.024 
Graduate 4.71 
Post graduate 4.85 
Level in Organization Junior 5.05 6.66* 0.036 
Middle 4.70 
Senior 4.99 
Type of Industry Manufacturing 4.86 19.48* 0.0001 
Service 4.64 
ITES 5.27 
Financial 4.17 
Department HR 5.02 6.44 0.265 
Finance 4.59 
Marketing 4.71 
Material 4.70 
Production 4.89 
Customer Care 4.86 


Educational qualification had no effect on the ‘vigor’ and ‘absorption’ of the employees whereas 
it does effect the dedication as lesser degree employees are more dedicated. Junior level employees 
were also assessed as more vigor in nature and dedicated then the others higher ranks employees but 
on absorption parameters they were all same. On similar pattern ITES employees were again more 
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vigor in nature and dedicated than the others employees but on absorption parameters they were all 
same. There was no effect of departments in organization on the employee engagement 


Table 6: Kruskal-Wallis Test Analysis of the Employee Engagement Factor Absorption Scores of the 
Respondents Categorized into Various Demographic Variables 


Mean Score KW-Test p—value 
Education Qualification Diploma 5.09 4.21 0.121 
Graduate 4.60 
Post graduate 4.72 
Level in Organization Junior 4.85 5.01 0.082 
Middle 4.60 
Senior 4.86 
Type of Industry Manufacturing 4.65 6.74 0.080 
Service 4.71 
ITES 4.94 
Financial 4.33 
Department HR 4.88 7.14 0.210 
Finance 4.40 
Marketing 4.67 
Material 4.60 
Production 4.67 
Customer Care 4.83 
FINDINGS: 
1. As shown in table 1. the level of employees’ engagement (Vigor, Dedication and 


Absorption) is good in the surveyed organizations; about 80% respondents have good Vigor, 
Dedication and Absorption. 


2. There were no existences of significant correlation of ‘age’ and ‘job experience’ with 
employee engagement factors vigor, dedication and absorption practiced in 
their organization. 

3. There was no significant difference of assessment of employee engagement was present 
among male and female employees regarding ‘vigor’ and ‘absorption’ but married 
employees were more dedicated than the single employees. 

4. Educational qualification had no effect on the ‘vigor’ and ‘absorption’ of the employees 
whereas it does effect the dedication as lesser degree employees are more dedicated. 

5. Junior level employees were also assessed as more vigor in nature and dedicated then the 
others higher ranks employees. 

6. ITES employees were again more ‘vigor’ in nature and ‘dedicated’ then the employees of 
manufacturing, service and financial sector. 

LIMITATIONS 


We surveyed large scale enterprises of north India; the inclusion of SSI and other states may change 
the results 
SCOPE FOR FUTURE WORK: 


There is lot of scope to further research on employees’ engagement in India. This study can be 
expanded to other states, sectors and levels of employees. 


*Dr. Jagdeep Singh, Director, The Berkley College, Patiala. E-mail: leojagdeep@gmail.com 
Mobile No.: 098148 22603 
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Abstract—Purpose-The purpose of this paper is to examine the literature relating to the relevance of work life balance for 
the employees as well as for the organizations. 


Design/Methodology/ Approach-The study is qualitative in nature.The paper provides an overview about the reasons of 
stress and other mental and physical problems of the employees. It provides a theoretical and practical framework for 
industry to develop strategies for maintaining work life balance. 


Findings-The paper gives clear understanding about the importance of work life balance in employee productivity. As well 
as work life imbalance is a major source of dissatisfaction for employees. Some strategies must be adopted both by the 
employees and also by the organizations in order to maintain work life balance. 


Managerial Implications-This paper would inspire most of the managers to develop some new strategies of work life balance 
for their organizations. 


Scope for future work/ Limitations-Further researches can be made to study the correlation between work life balance and 
rate of employee turnover. 


Keywords: Work Life Balance, Stress, Initiatives, Strategies, Employee Productivity 


INTRODUCTION 


In order to maintain quality of work life a balance is required to be maintained between work and 
family life. Quality of work life is concerned about the impact of work on people as well as on 
organizational effectiveness. Earlier, the issue of work life balance was considered to be a problem 
of working women only but nowadays men also find difficult to get time for their family. This has 
happened as a result of intensified competition due to globalization which has created pressures 
over the companies to be more productive, creative and innovative. In order to face this 
competition, companies are becoming more vigilant and check all the strategies of their competitors 
and also keep an eye on the prevailing technology in the market place. In short, to win the game by 
making their customers happy, companies tries to make all the efforts. As result of this race, 
companies are becoming more demanding which ultimately results into work overload and pressure 
over the employees. Employees put all their efforts to achieve the tasks given by the organization. 
Most of the time they took their work to home and in spite of that they are not able to fulfil the tasks 
given by the organization, which results into stress. Work life and personal life are interconnected 
and interdependent. On the other hand personal life is also demanding as our spouse, kids or aging 
parents, relatives and society also want both our time and attention. 


, “ee. 
Work | life. 


Fig. 1: 


Equilibrium is required to be maintained in both the professional and personal life. If one of the 
lives disturbs it automatically have an impact on the other one. This results into stressful life with lot 
of physical and mental problems. In order to overcome work life imbalance efforts must be made by 
both the employees and the employers in every industry. Initiatives taken by some of the reputed 
organizations for maintaining work life balance of their employees have been studied in this paper. 
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This paper would help both the organizations as well as their employees in maintaining work life 
balance. A balanced person is more creative, energetic and innovative. 


Fig. 2 


LITERATURE REVIEW 


Different scholars have defined Work-life balance in a different manner. Clark (2000) defines work 
life balance as “satisfaction and role clarity which is required for good performance. Baylin, (1977) 
was of the opinion that work life balance is important for bringing quality of work life and for 
bringing sense of involvement inside the employees. Greenhaus (2002) defined work-life balance 
can be created by giving satisfaction to the employee at work which results into satisfaction at home. 


If balance is not maintained between work and non work activities than it can lead to a 
disturbed person with reduced psychological and physical well-being (Sparks et a/., 1997; Frone et 
al., 1997; Thomas and Ganster, 1995; Martens et a/., 1999; Felstead et al., 2002). For example, an 
empirical research made in the UK (Hyman et al., 2003) suggested that excessive work demands 
time from personal life and employees are forced to work during weekends as a result of which 
employees suffer from stress and emotional outburst. Furthermore, stress from work starts affecting 
the health of employees negatively. (Hyman et a/., 2003). 


Fig. 3 


In the UK, Green (2001) was of the opinion that work life balance is not only important for the 
employees but it is equally important for the organizations to create a balance between the work and 
family life of employees in order to have good organisational performance. Organizational 
performance gets affected if there is work life imbalance because stressed employees are not able to 
deliver good results. Organizations can take some steps to have work-life balance like: flexible 
working hours, job sharing, part-time work, working for selected days in a week, parental leave, and 
child care facility (Hartel et al, 2007). An employer took initiatives for work life balance only if he 
considers initiatives taken today will give him positive return tomorrow. 


OBJECTIVE 
The main purpose of the paper is to study the literature of work life balance in such a manner so 
that both the employers and employees can realize the importance of work life balance. 


METHODOLOGY 


The study is qualitative in nature. Secondary data has been collected from various sources. Paper 
provides a theoretical and practical framework for organizations to take initiatives for maintaining 
work life balance. 
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WORK LIFE BALANCE: AN ALTERNATIVE FRAMEWORK 


Work as per Indian philosophy is duty and dovetails egoless, desire-less action being ethical with a 
good cause and hence productive of wholesome effects. Work merely for self gratification and 
remuneration is unethical and immoral. An individual must have a positive outlook towards life as per 
our Indian Value System. Good work can be obtained only if individuals can create a balance 
between their work life and personal life. Due to work overload people do not get time to fulfill their 
social commitments. This situation is going to exist if organizations and individuals would not 
consider the relevance of work life balance. (Dr Bhavna Barmi, 2009) 


The desire to find fortune and fame is struggling against the value of living. Nowadays people 
wanted to lead a luxurious life and wanted to have a good standard of living. In order to meet their 
endless desires they compromise with their value systems and remain restless. They lose their peace 
of mind. We are moving from survival and stability to disintegration and destruction. The outcome 
of which is suicides, broken marriages, spoilt children, heart attacks, diseased body and diseased 
mind.. People are suggested to meet their destinations within the value system given by our culture. 


WORK LIFE BALANCE: EMPLOYER’S PERSPECTIVE 


As a result of Globalization, organizations have to face an intense competition in order to survive. 
Every company wanted to over-shine and prove itself. This has resulted into increased work 
pressure over the employees which creates work life imbalance. No doubt workload has been 
increased but few companies have realized the need for creating work life balance for their 
employees. If we see importance of work life balance from the employer’s perspective then we can 
check that if an employee is unable to meet his personal and work demands than surely the 
organization for which he is working is going to be affected adversely. Results for Work life 
imbalance are less work performance, high rate of absenteeism, higher employee turnover, lower 
commitment and lower morale of employees. If employers are unable to provide work life balance 
to their employees then it can result into dissatisfaction on the part of the employees. If a person gets 
whatever he had dreamt for like high salary and growth in his career on the cost of your private life 
then such achievements are of no use. If the private life of an employee suffers then he cannot 
remain happy for too long and on the back of his mind he always remain dissatisfied and unhappy. 
As a result some companies have adopted certain measures to create work life balance because they 
know “a happy and satisfied worker is more productive”. 


Fig. 4 


INITIATIVES OF YAMAHA CORPORATION FOR WORK LIFE BALANCE 


The Yamaha Group has taken a lot of initiatives for giving a work life balance to their employees. 
They had reduced the working hours as well as they had developed improved child care and nursing 
care facilities for their staff. Company is of the opinion that such facilities motivate employees for 
better performance. Company also gives awareness about the importance of work life balance to 
their employees by conducting various seminars and also by giving information on intranet. 
Employees after getting such information as well as various facilities of shorten working hours and 
childcare facilities are able to maintain a balance between their personal and work life. 
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Yamaha formed a “Work-Life Balance Committee” in the year 2006, to support their 
employees in sorting out the issues of employees regarding family and work and to allow them to 
enjoy both their work and family life. Yamaha has also formed a “Work Life Balance policy” 
according to which employees can spend their extra time in doing recreational activities like sports, 
exercises in gymnasium etc. which are important for reenergising employees and they can use this 
energy in further creativity and innovation at workplace. Aim behind work life balance policy is to 
prepare the employees for career growth and better performance at work. 


Both Company and employees jointly form guidelines for doing over time. The provision of 
overtime was made to reduce the total working hours and to prevent work overload. Voluntarily 
employees were allowed to work on their holidays for which they can get leave encashment (paid 
holidays). Employees were allowed to bring changes in their working styles. Yamaha is of the 
opinion that if employees adopt their own working styles than they are self directed, accountable for 
results and are more productive. Company also conducts operational checks to monitor the progress 
of work according to the desired targets. 


In the year 2011, Yamaha conducted seminars on work-life balance in order to make both 
employees and management aware about the importance of a balanced work life. It helps in creating 
a self directed and more productive employee. 


Yamaha is further putting all the efforts to provide a work life balance to its employees by 
providing them flexi timings according to the circumstances of individual employees so that they 
can enjoy their life to the full. 


INITIATIVES TAKEN BY IBM FOR WORK LIFE BALANCE 


Nowadays employees prefer a job which can provide both financial security as well as social 
security. Employees also wanted to grow in their careers. IBM had tried to meet these needs by 
providing their employees a supportive work culture and various HR policies which can allow their 
employees to enjoy their life outside work also. 


IBM offered their employees “Dependent Care Initiative” in order to help their employees to fulfill 
their personal responsibilities. It is a child care initiative formed with the aim of supporting their 
children from birth till they grow into adults. In 2001, IBM developed the Global Work/Life Fund 
so as to provide social security to its employees. Employees can deposit up to $5000 each year. This 
reduces the taxable income and thus helps in saving tax. “Dependent Care Initiative’ and Global 
Work/Life Fund is active in 42 countries where their employees are working. Company is further 
working on improving dependent care services. 


Company also has a program of “Life Works” a free referral program with the help of which 
employees can refer and get solution to their personal and professional problems. Life works help 
employees in time management, provides a better child care facility like good day cares, helps in 
planning their funds, counsel employees during change implementation at workplace, elder care 
facilities etc. 

IBM is providing more autonomy to their workers so that they can have more control over their 
work and can enjoy their work. Once the employees stated enjoying their work they can grow in 
their careers. So IBM provides freedom and flexibility to their employees in order to enhance their 
productivity as well as to provide them work life balance. 


INITIATIVES TAKEN BY SONY CORPORATION FOR WORK LIFE BALANCE 
Sony has “child care paid leave system” in which a female employee can accumulate her leaves up to 
20 days along with child care leaves for nursing and care of their baby. Company also allows their 
employees to use their annual paid holidays on an hourly basis for child care. 

Sony also offers “work from home” in which employees can work from their home. 

“Family day” is also celebrated in the company in which families of the employees are invited 
for a party. This brings a sense of pride among the family members also. 

A large number of employees are able to enjoy both their personal and work life with the help of 
various facilities given by the company. 
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INITIATIVES TAKEN BY FOR TATA COMPANY WORK LIFE BALANCE 


Tata Consultancy Services (TCS) provides flexibility in work by giving a facility of “work from 
home”. It not only saves time and commuting expenses but also provides employees to spend time 
with their family members. Work from home also allows “work sharing” in which an employee can 
share his work with his wife or with any other mature family member. This helps in making the 
family members aware of what is happening in the company. This also brings a sense of 
involvement and a sense of pride for the company also spouse or parents do not feel neglected. This 
helps in creating happy employees. 


Fig. 5 


WORK LIFE BALANCE: EMPLOYEE’S PERSPECTIVE 


Although organizations are taking a lot of initiatives to maintain work life balance but that’s not 
sufficient, individual employees must also take certain initiatives on their own to bring a balance in 
their personal and professional lives. In the absence of work life balance an individual suffers from 
several psychological and physical problems like stress, out bursting on others, broken relationships, 
spoilt children as a result of negligence, heart problems, headache, insomnia, etc., 


In order to develop work life balance employees can adopt certain measures like they can 
develop a positive philosophy of life, which must be influenced by the Indian Value system, according 
to which we must surrender all our sincere efforts and deeds in the name of God and must not 
worry for the results (NISHKAM KARMA). It helps in minimising stress. 


Priorities for work must be set. Prioritising work helps in time management because after 
fulfilling top priority works we can find some free time which can be utilised in various ways and 
can enrich our lives. Free time can be used to relax ourselves by spending some time with our family 
members or in doing our hobbies. 


Never take work which you are not able do at any cost otherwise it would be a false 
commitment on your part as well as it would become a great source of dissatisfaction and stress. 


On the other hand an employee must make all the efforts to make his body and mind healthy. 
Every person must take care of his food habits. Balanced diet on proper time is required to be taken 
otherwise it can create physical disorders. 


Regular exercises along with yoga and meditation must be done. Deep breathing and yoga 
helps us to rejuvenate ourselves, as all our red blood cells gets oxygenated and gives us spiritual 
peace and a sound mind. 


We must focus equally on our body and soul and must take some time for meditation for 
rejuvenating ourselves and to get connected with God. 


SCOPE FOR FUTURE WORK 


Further analytical research work can be done with the aid of statistical tools to check the 
relationship between work life balance and rate of employee performance. 
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Conclusion 


Paper gives clear understanding about the importance of work life balance in employee productivity. 
In the race of over shining and proving others both the employees and organizations neglects the 
most important aspect of work life balance. Proper attention must be paid on this critical issue of life 
because once there is imbalance between work and personal life it results into severe consequences 
both for the employees as well as for the organizations. Employees can suffer from several mental 
and physical problems while organizations can face with low productivity/poor results, poor quality 
of work, high rate of absenteeism, low morale of employees, high rate of dissatisfaction, high rate of 
employee turnover etc. Therefore some strategies must be adopted both by the employees and the 
organizations in order to maintain work life balance. 
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Abstract—For many decades burnout has been a grave concern for researchers and practitioners due to its individual and 
organizational repercussions. With growing complexity of higher education institutions, faculty is exposed to a variety of 
expectations; and is seen juggling with multiple roles, often leading to burnout. Though there has been a considerable 
research on the impact of role ambiguity and role conflict on burnout, there is a void in understanding the mediating role of 
rumination in this causal relationship. The study conducted on a sample of 109 Indian higher education faculty, aims to 
examine the relationship between role ambiguity, role conflict and burnout. The study posits to present a model pertaining 
to the mediating role of rumination in this relationship using structural equation modeling. The paper sheds light on how 
individual’s tendency to ruminate exacerbates the process of burnout. Implications of the result and future research 
directions are discussed. 
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INTRODUCTION 


Across the world higher education systems are expanding from elite institutions to systems of mass 
student numbers (Kraak, 2000; Wilmott, 1995); and there have been changes in education ideologies 
and the use of technology in education (Miller, 1996). These changes in higher education have 
cascaded on to academic roles (Rhoades, 2007); with the work environment of higher education 
institutions becoming more and more challenging and competitive. In tune with this, Indian higher 
education system has also seen a paradigm shift in the past few decades. There have been changes in 
higher education system encompassing expansion, privatization, curricular reforms with a renewed 
focus on research, thereby adding complexity to the role of a faculty. 


Numann and Terosky (2007) pointed out that faculty create their career through research, 
teaching and service in higher education. Amongst these administrators and faculty place more value 
to teaching and research than service (Ward, 2003); with research work being considered as most 
stressful (Blix et al., 1994). It’s seen that, though faculty is involved in teaching, research, curriculum 
development (Trowler and Knight, 2000); academic identity is generally related to the subject 
specific teaching and research (Deem, 2006). Further, since faculty is increasingly promoted and 
rewarded on the basis of funded or non-funded research conducted (Remler & Pema, 2009); the 
‘publish or perish’ aspect has been found to be a significant source of stress and burnout by many 
researchers (Rush, 2003). Faculty burnout has been defined by Talbot (2000) as an emotional 
phenomenon driven by high achievement in academics; with may lead to serious individual and 
organizational consequences. These consequences comprise of poor mental and physical well being 
(Barkhuizen et al. 2004), slump in teaching and research performance (Dick 1992; Singh et al. 1998) 
and increased absenteeism (Blix et al. 1994) amongst others. Few empirical studies have even 
provided evidence that escalation in faculty burnout is making academic careers less attractive 
(Singh et a/.1998; Rothmann et al., 2008). 


ROLE AMBIGUITY AND ROLE CONFLICT 


Role ambiguity is the uncertainty about what actions to take, to fulfill a role due to lack of 
necessary information available for a given organizational position (Kahn et al., 1964; Rizzo et al., 
1970). Role Conflict is defined as the simultaneous occurrence of two or more role pressures or 
incompatible unclear or vague work related demands, so that the adherence to one make it difficult 
to observe the other (Kahn et al., 1964; Rizzo et al., 1970; Peterson et al.,1995). These roles related 
constructs have been viewed as twin problems (Seashore et al., 1983); however these are clearly 
distinct with different antecedents leading to different reactions by employees (Bauer and Spencer, 
2003). A plethora of studies have also pointed out the dysfunctional ramifications of role conflict 
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and ambiguity for individuals and organizations (Rizzo et al., 1970; Johnson and Stinson, 1975; 
Jackson and Schuler, 1985; Kabiri et a/., 2012; Keller, 1975; Miles & Perrault, 1976). 


BURNOUT 


Freudenberger (1974) coined the term burnout to describe gradual emotional depletion, loss of 
motivation and reduced commitment. In cognizance with this, Demerouti et a/. (2001) have defined 
it as a psychological syndrome of work related negative experiences which include feelings of 
exhaustion and disengagement from work. It has been described as a prolonged response to chronic 
emotional and interpersonal stressors on the job; defined by the three dimensions of emotional 
exhaustion, depersonalization and reduced personal accomplishment. Emotional exhaustion is 
characterized by the feeling of one’s emotional resources being used up; depersonalization is about 
feeling distanced from others; and reduced personal accomplishment is the downswing in the 
feelings of achievement and job worth (Maslach et a/., 1981). The employees experiencing burnout 
have the tendency to disengage from work for recuperating (Langballe et a/., 2010); and this 
disengagement often includes negative and cynical attitudes (Peterson et a/., 2008). It’s also seen that 
if such employees continue to work over a period of time; they lose the capacity to extend intense 
worthy contributions (Schaufeli et a/., 2009). Therefore, for many decades burnout has been used to 
describe the fundamental disconnect between the worker and the workplace (Leiter & Maslach, 
2004) and empirical evidence has shown its dysfunctional outcomes implying significant costs for 
individuals as well as organizations (Cordes & Dougherty, 1993). Burnout has been found positively 
correlated with organizational elements like intent to leave, turnover, and reduced performance (Lee 
& Ashforth, 1996; Wright & Cropanzano, 1998). Though situational factors largely play an 
important role in developing burnout (Maslach et al., 1997); individual differences also play a 
significant role in developing burnout (Vallerand et al., 2010). The three component 
conceptualization proposed by Maslach et al. (1996) has been the most commonly accepted 
definition of burnout (Cordes & Dougherty, 1993); however emotional exhaustion is the most 
commonly reported and exhaustively studied, primary aspect demonstrating burnout (Maslach et 
al., 2001). Therefore only emotional exhaustion subscale of burnout was used in the research. 


RUMINATION AND BURNOUT 


The extant literature majorly underpins the downside of rumination. Rumination is defined as a 
class of recurring conscious thoughts that revolve around a common instrumental theme even in the 
absence of immediate environmental cues (Martin and Tesser, 1989, 1996). It is seen as a passive 
way to cope with negativity that involves self-focused attention (Lyubomirsky & Nolen-Hoeksema, 
1993); which is often associated with long lasting periods of depressive mood and feelings of 
decreased control over one’s life (Carver & Scheier, 1990; Nolen-Hoeksema, 1991). This 
perseverative thinking can be post-event rumination (Kashdan & Roberts, 2007; Rapee & Heimberg, 
1997) or depressive rumination (Nolen-Hoeksema, 1991) leading to dysfunctional consequences like 
anxiety and bad mood. The individuals who engage in rumination show prolonged physiological 
arousal and delayed recovery (Roger and Jamieson, 1988). Additionally, it has been pointed out as 
an important predictor of mental distress (Wade et a/., 2008) which may lead to burnout. Though 
initially studied in helping professions; burnout is increasingly seen in other occupations (Cordes & 
Dougherty, 1993). A myriad of researchers have pointed out on the pervasiveness of burnout in 
human services employees like lawyers, doctors, nurses, social workers and teachers (Jackson, 
Schwab & Schuler, 1986; Maslach and Jackson, 1981; Dorman, 2003; Rothmann & Barkhuizen, 
2008). It has been pointed as a serious problem amongst higher education faculty (Singh et al., 1998; 
Byrne, 1991; Rothmann ef al., 2008); which negatively affects teaching and students’ academic 
achievements (Maslach and Leiter, 1999). 


THE PRESENT RESEARCH 


With changes in higher education system, higher education faculty in India is now expected to be 
research oriented alongside fulfilling teaching and other non teaching commitments like mentoring, 
organizing MDPs, FDPs, Conferences and Seminars, and other administration related work. As 
explained earlier, role conflict and role ambiguity have been identified as stressors at workplace; and 
many researchers have found role conflict and role ambiguity as antecedents to burnout in different 
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population of workers (see Barber & Iwai, 1996; Ytiriir & Sarikaya, 2012; Burke & Greenglass, 1993; 
Papastylianou & Polychronopoulos, 2009; Capel et a/., 1987; Wilkerson and Bellini, 2006). The 
present study had two main objectives. The first objective was to assess the relationship between role 
ambiguity and role conflict for employees’ emotional exhaustion. Like past related research, it was 
expected that role ambiguity and role conflict will lead to emotional exhaustion for faculty in higher 
education. It was proposed: 


Hypothesis la 


Employees who perceive higher levels of role conflict are more likely to experience emotional 
exhaustion. 


Hypothesis 1b 


Employees who perceive high levels of role ambiguity are more likely to experience emotional 
exhaustion. 


The second objective of the research was to test the mediating role of rumination in this causal 
relationship. Wade et al. (2008) pointed out that the way people cope with rumination varies from 
one individual to another. It was thus hypothesized that faculty facing role ambiguity and role 
conflict at workplace may have the tendency to ruminate about role related issues beyond normal 
working hours. Such employees may ruminate retrospectively or prospectively by thinking about 
issues that have occurred in the past or anticipatively engross in problems and expectations that may 
arise at work (Cropley and Zijlstra, 2011; Roger et a/., 2011). Consequently, they drain their energy 
after normal work hours by being engrossed in work related issues leading to emotional exhaustion 
(Donahue et al., 2012). This inability to psychologically detach from work has been found to predict 
emotional exhaustion (Sonnentag et a/., 2010). 


Scott and McIntosh (1999) argued that people who tie happiness with the attainment of certain 
goals are more likely to ruminate about those goals. Therefore rumination about one’s role related 
stress may represent a potential mediator. It was thus proposed that: 


Hypothesis 2a 


Rumination positively mediates the relationship between perceived role ambiguity and emotional 
exhaustion. 


Hypothesis 2b 


Rumination positively mediates the relationship between perceived role conflict and emotional 
exhaustion. 


METHOD 


SAMPLE AND PROCEDURE 

Participants were higher education full time faculty (85 men, 23 women and 1 unknown) teaching at 
leading B-schools and engineering colleges from India. Most of them (N=86) were married, 18 were 
unmarried and 5 were separated/divorced. Data was collected through an online questionnaire which 
was sent to the faculty via mail. Prospective respondents were requested to complete the survey and 
send it back to the researcher. The sample included faculty aged between 26 to 60 years (Mean=41.95, 
S.D=10.10). A total of 109 usable responses were received (34% response rate). On an average 
employees had 14.53 years of total experience (S.D=10.38) and 6.61 years of job tenure (S.D=5). 


MEASURES 


Role Ambiguity and Conflict 


The six item ambiguity scale and an eight item role conflict scale developed and validated by Rizzo 
et al. (1970) were used for the study. The majority of researches on role ambiguity and role conflict 
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have utilized the scales of role ambiguity and conflict developed by Rizzo et al.1970 (Brief, Schuler, 
& Van Sell, 1981; Kelloway and Barling, 1990) and these measures have been found as satisfactory 
measures of two role constructs from psychometric point of view (Jackson and Schuler, 1985). Role 
ambiguity is a six item scale and role conflict is an eight item scale. Items such as “Clear planned 
objectives exist for my job.” and “I have to do things that should be done differently” were used to 
respectively assess role ambiguity and role conflict. Items were scored on a 7-point likert scale with 
anchors ranging from 1(strongly disagree) to 7(strongly agree). The cronbach’s alpha value for role 
ambiguity and role conflict were.793 and.778 respectively. 


Rumination 


The adapted version of Rumination on sadness scale (RSS) developed by Conway et al. (2000) was 
used to measure the faculty’s tendency to ruminate about their work. In all the questions, the 
ruminative thoughts about “one’s sadness” were changed were changed to “work”. The six item 
scale used to measure rumination included items like “In general, while I am not working, I analyze 
and think continually about my work” and “In general, while I am not working, I keep wondering 
about how I can sort my work life issues”. Options lied on a 5-point likert scale ranging from 1(not at 
all) to 5(very much). This scale has shown high levels of validity and reliability in the past studies 
(Carpentier et al., 2011; Donahue et a/., 2012; Ratelle et al., 2004). The adapted version of rumination 
scale showed a good internal consistency (a=.793) in the present research work. 


Burnout 


Burnout was measured using the emotional exhaustion subscale of Maslach Burnout Inventory 
(Maslach and Jackson 1981). Emotional exhaustion occurs when, “a worker’s resources are depleted 
and they feel they are no longer able to give themselves at a psychological level (Maslach et ai., 
1996). Emotional exhaustion has been studied in various researches and has been found to be the 
best indicator for studying burnout (Donahue et al., 2012; Piko 2006; Schaufeli and Van 
Dierendonck, 1993; Vahey et al. 2004). The seven item sub scale has sample items as “I feel 
emotionally drained at my work” and “I feel I work too hard at my job”. All Items were scored on 7- 
point scale ranging from 0 (never) to 6(everyday). Cronbach’s alpha for emotional exhaustion was 
found to be.982. 


ANALYSES 


A Confirmatory factor analysis (CFA) was performed to assess the hypothesized model using IBM 
SPSS AMOS version 20.0 (Hair et a/. 1998) using the two step approach suggested by Bentler & 
Weeks (1980) and the method of estimation was maximum likely hood. As shown in figure | the 
model was composed of two exogenous variables (role ambiguity and role conflict) and two 
endogenous variables (rumination and emotional exhaustion). The covariance matrix served as an 
input to analyze the measurement model with several confirmatory factor analyses to check the 
appropriateness of the hypothesized factor structures of the multi-item variables (ie. role ambiguity, 
role conflict, rumination and emotional exhaustion) and paths specified according to the proposed 
model. Thereafter, the fit of the hypothesized model was assessed against a series of alternative 
models using multiple fit indices so that the final model is the best fitted one. The significance of the 
mediator sequence was also determined with statistical tests. 


RESULT AND DISCUSSION 
Table 1: Means, Standard Deviations, and Correlations between the Model Variables 
Mean SD 1 2 3 4 
Role ambiguity 5.65 0.99 .793 
Role conflict 3.98 1.13 .059 .778 
Rumination 2.39 0.83 015" 358 .793 
Emotional Exhaustion 2.92 1.23 Di 381" .606— 982 


Note: n = 109, *p <.05; **p <.01. Reliability coefficients are on the diagonal. 
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Table 1 shows the means, standard deviations, alphas, as well as the correlation matrix for the 
different variables used in the study. 


The result of path analysis revealed a good fit of the model to the data with a significant chi 
square (7°=68.52, d.f =48, p <.05). The fit indices were good indicating support for the hypothesized 
model, with the Goodness-of-Fit Index (GFI) value as.901, the Adjusted Goodness-of-Fit Index 
AGFI as.84, the Comparative Fit Index (CFI) as.945, the Tucker Lewis Index (TLI) as.925, the 
Incremental Fit Index (IFT) as.948 and the Root Mean Square Error of Approximation (RMSEA) 
as.063. 


Role Ambiguity 


Emotional 
Exhaustion 


Rumination 


05 


Role Conflict 


Fig. 1: Hypothesized Model and Results 
Note: *p<.01; **p<.001 


Although role ambiguity and role conflict were hypothesized as separate constructs they were 
allowed to correlate. The subsequent correlation (.05) between the two constructs was not 
significant, supporting the independence of these two constructs. Figure 1 shows the results of the 
hypothesized model. As shown in figure 1, the estimated path between role ambiguity and 
rumination was.49(p<.001) signifying the positive relationship between role ambiguity and 
emotional exhaustion supporting the hypothesis la. Moreover the estimated path between role 
conflict and emotional exhaustion was.19(p<.001) signifying the positive relationship between role 
conflict and emotional exhaustion; thereby supporting hypothesis 1b. 


To further check the mediating role of rumination in the causal relationship of role conflict and 
emotional exhaustion; and role ambiguity and emotional exhaustion, the path analysis was done 
with and without the mediator in the structural model as suggested by Baron and Kenny (1986). This 
approach has been used earlier, to study the effect of mediating variables (Raes, 2010; Donahue et al. 
2012). As shown in Table 2 the total effect of role ambiguity on emotional exhaustion without 
rumination as mediator was.49 (p<.01); and with rumination as mediator was.49 (p<.001); showing 
the increase in strength, thereby signifying the positive mediation of rumination in the relationship 
between role ambiguity and emotional exhaustion, thus supporting the hypothesis 2a. Similarly, the 
effect of role conflict on emotional exhaustion without rumination as mediator was.22 (p<.01); and 
with rumination as mediator was.19(p<.001) showing the increase in strength. This significant 
increase indicates that rumination mediates the relationship between role conflict and emotional 
exhaustion, supporting hypothesis 2b. 


Table 2: Summary of Mediation Results 


Relationship Effect without Mediator Effect with Mediator 
RA and EE A9* 49** 
RC and EE DQ e* 19* 


Note: *p<.01; **p<.001 


RA, role ambiguity; RC, role conflict; Mediator, rumination 
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DISCUSSION 


The results obtained were largely consistent with the hypotheses. The present study has introduced a 
model that throws light on the relationship between role ambiguity and role conflict, rumination and 
emotional exhaustion. First of all the present research has shown that role ambiguity leads to the 
occurrence of emotional exhaustion in higher education faculty. Similarly role conflict was also found 
positively responsible for emotional exhaustion. However, the model posited that role ambiguity plays 
a greater role than role conflict in faculty’s emotional exhaustion. Furthermore, the present research 
has also contributed to the literature in understanding the role of rumination in this causal relationship. 
The noticeable result has shown that rumination positively mediates the relationship between role 
ambiguity and emotional exhaustion. In a similar vein rumination was also found to be positively 
mediating the relationship between role conflict and emotional exhaustion. 


In the past a plethora of researchers have illuminated the downside of role ambiguity and role 
conflict in the organizations, supporting the theory of role dynamics proposed by Kahn et al.(1964). 
As explained earlier role ambiguity and role conflict has escalated in higher education institutions; 
where many a times faculty is juggling between different roles, which affects their performance 
negatively. The performance of faculty in turn affects students’ learning and the institution’s status 
among peer institutions (Rush, 2003); which makes the faculty face multiple demands contributing 
to persistent strain that affects the quality of work life ( Johnsrud, 2002; Doyle and Hind, 1998); there 
by posing problems to strike work-life balance, that leads to emotional exhaustion. Due to lack of 
information and unclear expectations and demands at work place, employees may find it difficult to 
achieve goals. This perception of lack of progress towards the goal may increase the likely hood of 
ruminative thoughts (Martin and Tesser, 1996). A considerable research on rumination has shown 
that this inability to psychologically detach from work related problems pose hurdles in utilizing off- 
job time to recuperate from role related stress (Nolen-hoeksema, 1996; Sonnentag et a/., 2010) adding 
to the emotional exhaustion of employees. We can conclude that in the study it was found that role 
ambiguity and role conflict leads to emotional exhaustion in employees and the mediation of 
ruminative thoughts increases emotional exhaustion. 


IMPLICATIONS 


Emotional exhaustion has been associated with physiological and affective consequences (Cherniss, 
1992; Maslach & Leiter, 1997); and has been found linked to poor mental and physical health (Burke 
& Greenglass, 1995; Pierce & Molloy, 1990); increased use of alcohol and drugs (Maslach and 
Jackson, 1981); and a contributing factor for insomnia and family discord (Tomic & Evers, 2003; 
Jackson & Maslach, 1982). Findings reveal that role conflict and role ambiguity have been found as 
antecedents for emotional exhaustion and when faculty face conflicting and ambiguous demands at 
workplace they might have the tendency to ruminate beyond normal working hours, which can 
exacerbate the process of emotional exhaustion. Emotional exhaustion has been recognized by 
researchers and practitioners as a social problem which requires attention for alleviation (Schaufeli 
et al., 2009); since emotionally exhausted employees cannot be productive employees for the 
organizations. Additionally, it was also found in the research, that the ruminative thoughts beyond 
working hours positively influenced the occurrence of emotional exhaustion. The study is first of its 
kind to explore the mediating role of rumination in the aforesaid relationship. This falls in line with 
the findings of Donahue et a/. (2012) who have argued that ruminative thoughts about work during 
evening hours and weekends may not allow individuals to benefit from their time off work 
contributing to emotional exhaustion. 


LIMITATIONS AND FUTURE RESEARCH DIRECTIONS: 


The sample size of the study was small. This provides the scope for future research by reproducing 
the model with a bigger sample size. Only emotional exhaustion was studied as the representative of 
burnout from MBI. Researchers may include depersonalization and reduced personal 
accomplishment along with emotional exhaustion to study burnout. Further, since rumination was 
found to be mediating the relationship between role ambiguity, role conflict and burnout, the 
mediating role of recovery can also be explored either alone or along with rumination with advanced 
statistical analyses by taking care of indirect effects between recovery and rumination as mediating 
variables. 
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Abstract—Purpose-This study focuses on identifying relationship between Strategic Human Resource Development 
(SHRD) Practices on Human Resource Development(HRD) Outcome It is argued that the key characteristics of SHRD are 
important in maximizing HRD outcomes. Strategic HRD practices followed in the organization are also taken from the 
study by Akhtar et al. (2008) and practices mentioned by Kandula S. R. (2009). HRD outcomes related to Training and 
development are derived from the findings by Katou (2008), Haslinda (2009) and Rowold (2007). Outcomes of performance 
appraisal are derived from Whiting’s (2007) and Ishaq’s (2009) studies. 


Design/methodology /approach-This research is empirical in nature, where the responses are taken from the experts of IT 
firms using sets of questionnaire. These responses are then statistically analyzed to interpret the results. 


Findings-The results of this study revealed the impact of SHRD practices on HRD outcome. Factor analysis resulted in 3 
factors of training and development outcome and 4 factors of performance appraisal outcome respectively. 


Managerial Implications-This study may be helpful to practicing mangers particularly for IT mangers since the responses 
were taken for them. Managers may develop and design training and development of employees and may link with 
performance appraisals. 


Future work/ limitation/ conclusion-This study supports the assertions by Indian researchers that SHRD practices are 
widespread and valued by Indian enterprises. They have empirically validated the positive impact of SHRM practices on 
organizational performance. Limitation of this study is that SHRD practices and HRD outcomes were measured based on 
perception of the respondents. There is still need to investigate further into SHRD practices followed in different sectors of 
Indian organization 


Keywords: Strategic Human Resource Development Practice, Human Resource Development Outcome, Training & 
Development, Performance Appraisal 


INTRODUCTION & LITERATURE REVIEW 


With rapid changes in technology, today’s competency is getting redundant tomorrow. No 
organization can now afford to conduct the training and development activities just as a ritualistic 
function to develop people. Ultimately the bottom line is the enhancement of performance. 
Therefore Strategic Human Resource Development (SHRD) practices also need to be strategized 
with the business goals. Now it is widely acknowledged that integration of human resource strategy 
with business strategy is vital for organizational success. Strategic HRD involves introducing, 
eliminating, modifying, directing and guiding processes and responsibilities in such a way that all 
individuals and teams are equipped with the skills, knowledge and competencies they require to 
undertake current and future tasks required by the organization (Pattnayak 2009). Thus, strategic 
HRD involves long-term development of people within the organization that fosters continuous 
organizational effectiveness (Gilley and Maycunich, 2000). Although several studies have 
highlighted the positive effects of certain Strategic HRM practices on organizational performance 
(Akhtar, 2008; Dimba, 2010; Intan Osman ef a/., 2011; Unnikammu Moideenkutty et a/., 2010), 
there is a lack of studies that explore SHRD practices broadly and their relation to Human Resource 
Development (HRD) outcomes. This study focuses on identifying relationship between SHRD 
practices and HRD outcomes. It is argued that the key characteristics of SHRD are important in 
maximizing HRD outcomes. Strategic HRD practices followed in the organization are also taken 
from the study by Akhtar et al. (2008) and practices mentioned by Kandula S. R. (2009). HRD 
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outcomes related to Training and development are derived from the findings by Katou (2008), 
Haslinda (2009) and Rowold (2007). Outcomes of performance appraisal are derived from 
Whiting’s (2007) and Ishaq’s (2009) studies. 


Akhtar (2008) has identified seven strategic HRM best practices that have impact on 
organization performance. These practices include internal career opportunities, formal training 
systems, results-oriented appraisals, employment security, participation, job descriptions, and profit 
sharing. Out of these practices, this study focuses on two most important strategic HRD practices: 
training & development and performance appraisal. Training systems refers to whether 
organizations provide extensive training opportunities for their employees or whether they depend 
on selection and socialization processes to obtain required skills. Appraisals are conceptualized in 
terms of outcome-based performance ratings and the extent to which subordinate views are taken 
into account in these ratings. 


Table 1: Strategic Training & Development Practices 


S No. Training & Development Practices Researchers/Authors 
1 Employees will normally go through training programs every few Delery, J. E., & Doty, D. H. (1996), Akhtar, 
years. A., (2008) 
2 There are formal training programs to teach new hires the skills} Delery, J. E., & Doty, D. H. (1996), Akhtar, 
they need to perform their jobs. A., (2008) 
3 Formal training programs are offered to employees in order to Delery, J. E., & Doty, D. H. (1996), Akhtar, 
increase their promotability in this organization. A., (2008) 
4 Extensive training programs are offered to the employees Delery, J. E., & Doty, D. H. (1996), Akhtar, 
A., (2008) 
) Multi-skill training of employees is common in the organization | Kandula, S. R. (2009) 


Table 2: Strategic Performance Appraisal Practices 


S No. Performance Appraisal Practices Authors/Researchers 
1 Performance appraisals are based on objective, quantifiable} Delery, J. E., & Doty, D. H. (1996), Akhtar, 
results. A., (2008) 
2 Each employee has performance objectives Delery, J. E., & Doty, D. H. (1996), Akhtar, 
A., (2008) 


3 Feedback based on performance appraisal is given to employees _| Kandula, S. R. (2009) 
4 Performance appraisal system is used to identify developmental] Kandula, S. R. (2009) 
needs of workers 
5 Employees are counseled for their problems to improve] Kandula, S. R. (2009) 
performance 


It has been advocated that the centrality of HRD is to change the individual employee’s 
behavior, improve skills and competencies and enhance performances (Birdi et al., 2005; Desimone 
et al., 2002; McLagan et al., 1983; Rowold, 2007). Nevertheless, training provided to employees can 
also increase morale and motivation and improve working relationships through the development of 
groups and teams (Lepine, 2008; Swanson, 2001), but this may not occur without support and 
commitment from peers and subordinates. 


Table 3: Outcome Variables of Training & Development 


S. No. Outcomes Author/Researcher 

1 Competency Katou, A. A. (2008) 

2 Productivity Haslinda (2009) 

3 Motivation Katou, A. A. (2008), Haslinda (2009) 
4 Work commitment Katou, A. A. (2008), Haslinda (2009) 
5 Job satisfaction Katou, A. A. (2008) 

6 Retention Katou, A. A. (2008) 

7 Interpersonal relationship Haslinda (2009) 

8 Interdepartmental relationship Haslinda (2009) 

9 Conflicts and complaints Haslinda (2009) 
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Common outcomes of an effective performance appraisal process are employees’ learning about 
themselves, employees’ knowledge about how they are doing, employees’ learning about ‘what 
management values’ (Beer, 1981). According to Stephan and Dorfman (1989) outcomes of effective 
performance appraisal are improvement in the accuracy of employee performance and establishing 
relationship between performance on tasks and a clear potential for reward. Dobbins, Cardy and 
Platz-Vieno (1990) told five outcomes i.e. use of evaluations as feedback to improve performance, 
reduced employee turnover, increased motivation, existence of feelings of equity among employees, 
linkage between performance and rewards. Teratanavat, Raitano and Kleiner (2006) found 
outcomes like reduced employee stress, review of overall progress, linkage between current 
performance and employee’s goals, and development of specific action plans for future. 


Table 4: Outcome Variables of Performance Appraisal 


S. No. Outcomes Author/Researcher 
1 Job Knowledge Pattnayak, B. (2009) 
2 Accuracy Pattnayak, B. (2009) 
3 Goal clarification Pattnayak, B. (2009) 
4 Training needs identification Pattnayak, B. (2009) 
P) Career path identification Pattnayak, B. (2009) 
6 Linkage between current performance and employee's goals | Ishaq, H. M. et al., (2009) 
7 Stress Pattnayak, B. (2009) 
8 Productivity Pattnayak, B. (2009) 
9 Employees’ learning about themselves Ishaq, H. M. et al., (2009) 
10 Employee’s learning about what management values. Ishaq, H. M. et al., (2009) 


OBJECTIVES OF THIS STUDY 
To identify strategic HRD practices and HRD outcomes related to them. 


1 
2. To identify the dominant factors of HRD practices and HRD outcomes related to them. 
3. To identify the relationship between strategic HRD practices and HRD outcomes. 


4. To open up new vistas of research. 


RESEARCH METHODOLOGY 


To investigate strategic HRD practices and their impact on HRD outcome an questionnaires were 
administered in major IT firms in India primarily located in the city of Bengalore, Noida, Mumbai 
and Hyderabad. The online questionnaire was sent to approximately 50 IT firms. Out of these, 34 
responses were collected from the organizations to the questionnaire leading to the response 
rate of 68%. 


The questionnaire used in this study is divided into three parts. First part of the questionnaire 
gathers information on the personal profile of respondents, job designation, years of experience in 
the firm and financial performance of the organization over the last three years. The second part of 
the questionnaire measures the extent to which human resource development practices related to 
training & development and performance appraisal are being practiced in their organization. Delery 
and Doty’s (1996) survey instrument was adopted to measure these practices. 


Lastly, the third part of the questionnaire measures the organization’s HRD outcomes as 
perceived by the respondent. Dimensions of HRD outcomes proposed by Katou, A. A. (2008), 
Haslinda (2009), Pattnayak, B. (2009) and Ishaq H. M. et al., (2009) were used to measure outcomes 
of Strategic HRD practices. Respondents were asked to rate these items on a five-point Likert scale 
ranging from 1-Strongly Disagree to 5-Strongly agree. 
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RESULTS AND DISCUSSIONS 


The items measuring Strategic training & development practices were factor-analyzed using 
principal component factor analysis followed by varimax rotation. Table 2.1 shows that this analysis 
resulted in one factor of strategic training and development practices named as Frequent and 
Extensive Training. This factor consists of items that reflect frequency and extensiveness of training 
programs and training programs aimed at increasing promotability among existing employees. 


Table 5: Factor Structure of Strategic Training & Development Practices 


Frequent and Extensive Training Factor 1 
Employees in this organization normally go through training programs every few year. .703 
Formal training programs are offered to employees in order to increase their promotability in the organization. | .795 
Extensive training programs are provided for employees. 503 


Various items measuring training and development outcomes were factor-analyzed. This 
analysis resulted in 3 factors which are shown in table 2.2. Factor 1 named as Skills contains items 
which measures employees’ competency, interpersonal and interdepartmental relationships. Factor 
2 named as Attitude contains items on retention, motivation and conflicts among employees. Factor 
3 named as Behavior includes item which measures extent to which employees are committed 
and satisfied. 


Table 6: Factor Structure of Training and Development Outcomes 


Factors 

1 2 3 
Skills 896 116 169 
Competency 
Interpersonal relationship 830 -.099 .090 
Interdepartmental relationship .603 501 -.204 
Attitude 
commitment .061 .049 .733 
Satisfaction .089 -.026 .706 
Behavior 
Retention 436 641 157 
Motivation .027 650 -.290 
Conflicts -.147 .749 354 


Items measuring Performance appraisal practices were separately factor-analyzed. This analysis 
generated two factors of performance appraisal dimension. First factor named as Developmental 
feedback includes items on feedback based on performance appraisal and use of performance 
appraisal system to identify developmental needs. The second factor named as Result oriented 
apprisal, which includes item on the objectives based performance appraisal and counseling after 
performance appraisal. These two factors are shown in table 2.3. 


Table 7: Factor Structure of Strategic Performance Appraisal Practices 


Factor 1 Factor 2 
Developmental feedback 
Feedback based on performance appraisal is given to the employee .830 056 
Performance appraisal system is used to identify developmental needs of employees 835 -.072 
Result oriented appraisal 
Performance appraisal of the employee is based on objective, quantifiable results. 279 691 
Employees are counseled for their problems to improve performance. 099 .750 


Factor-analysis of items measuring outcomes related to performance appraisal is presented in 
table 2.4. It gives four factors of this dimension. Factor 1 named as Job Knowledge includes items 
which measures job knowledge and knowledge of employees about ‘what management values’. 
Factor 2 named as Stress Analysis measures the extent to which employees are stressed and know 
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their strength and weakness. Factor 3 contains item on job accuracy Factor 4 named as Performance 


includes items that measures productivity and performance of employees. 


Table 8: Factor Structure of Performance Appraisal Outcomes 


Factors 
1 2 3 4 

Job Knowledge 

Employees have full knowledge of the job .808 -.039 -.169 -.161 
Employees know ‘ what management values’ 836 -.006 -054 .065 
Stress Analysis 

Stress 127 711 .031 .002 
Employees know their strength and weakness -.299 .744 -.200 -.036 
Job accuracy 025 -.120 -803 .094 
Performance 

Productivity .216 298 307 .669 
Performance-goal linkage -.228 -.248 -.181 .790 


Regression was used to examine the main effects of training & development and performance 
appraisal practices on their outcomes. It is evident in Table 2.5 that strategic training & 
development practices have high impact on Training & development outcomes. Value of Beta is 
1.350 which indicates that a unit increase in training & development practices will result in 1.350 
times increase in T&D outcomes. As R*=.691, it can also be inferred that training & development 
practices explains up to 69.1% of variance in T&D outcomes. 


Table 9: Results of Regression Analysis of Strategic Training and 
Development Practices on Training and Development Outcomes 


Model Beta Sig R’ Adjusted R? F 
1 1.350 .000 691 .686 132.091 


Table 2.6 shows the result of regression analysis between strategic performance appraisal 
practices and their outcomes It shows that unit increase in performance appraisal practices results 
in.464 times increase in outcomes related to performance appraisal practices. Also as shown by the 
value of R’ 21.5% of variation in Performance Appraisal outcomes is attributable to strategic 
performance appraisal practices. 


Table 10: Regression Analysis of Strategic Performance Appraisal 
Practices on Performance Appraisal Outcomes 


Model Beta Sig R’ Adjusted R? F 
2 464 .000 215 .202 16.155 


Study by Akhter et a/. (2008) has proved the factor validity of all seven strategic HRM practices 
conceptualized by Delery and Doty’s (1996). Results obtained from factor analysis shown in Table 
2.1 suggested that factor validity of strategic training and development practices is consistent with 
Delery and Doty’s (1996) conceptualization of strategic training and development practices except 
the item related to training of new hires. 


Table 2.2 indicates that Katou’s (2009) conceptualization of HRD outcomes has an overall 
factorial validity. Factor analysis of T&D outcomes resulted in three factors of Skills, behavior and 
attitude that clearly reflected the outcomes identified by Katou (2009). Result of factor analysis of 
performance appraisal practices in this study validates the factors studied by Delery and Doty 
(1996), Akhter (2008) and Kandula (2009). As Table 2.3 shows, developmental feedback was 
studied by Kandula S. R. (2009) and result oriented appraisal was proposed by Delery and Doty 
(1996) and validated by Akhter (2008). 


Table 2.4 presents outcomes of performance appraisal identified in this study. The factors 
related to performance appraisal outcomes identified by Ishaq, H. M. et al., (2009) and Pattnayak 
(2009) were taken for this study and were validated. One item that was eliminated was career path 
identification proposed by Pattnayak (2009). 
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The result of regression analysis is found to be consistent with the general consensus of the 
positive linkage between strategic HRD practices and their outcomes. This study identifies a set of 
SHRD practices that affects employee’s skill, behavior, attitude, performance, accuracy, knowledge 
and stress level. These practices include frequent and extensive training, developmental feedback 
and result oriented appraisal. 


As indicated by result from regression analysis, the significant impact of frequent and extensive 
training on employees’ skills, attitude and behavior confirms previous study by Katou (2009), 
Haslinda (2009), Tseng (2008) and Dimba (2010). Result of regression analysis shows that 69.1% 
impact on T&D outcomes are due to Strategic training and development practices which is 
supported by Haslinda’s (2009) findings that HRD interventions implemented in organization could 
increase employees skill, behavior and attitude significantly. Positive relation between strategic 
training and development practices and training and development outcomes coincides with Katou 
(2009) who argued that skills, attitudes, and behavior serially mediate the relationship between 
development and organizational performance. 


This study shows positive linkage between strategic performance appraisal practices and their 
outcomes which confirms similar type of studies by Ishaq et al., (2009), Dimba (2010) Tseng (2008) 
and proposed by Pattnayak (2009). Result in Table 4.10 shows that 20.2% impact on performance 
appraisal outcomes are due to strategic performance appraisal practices which partially supports 
Haslinda’s (2009) findings that HRD activities minimizes quality problems and thus maximizes 
performance and accuracy. This result also confirms Tseng’s (2008) model that emphasis on 
evaluation will have developmental effect on HRD outcomes of performance through learning. 


Results of the study also indicated significant impact of SHRD practices on HRD outcomes 
which validates proposed model of Tseng’s (2008) that holds key SHRD practices helps to 
maximize HRD outcomes by embracing organizational learning. This study partially supports the 
findings of Dimba (2010) according to which employee motivation mediates the relationship 
between SHRM practices and firm’s performance. 


Conclusion, limitation and future work 


This study supports the assertions by Indian researchers that SHRD practices are widespread 
and valued by Indian IT firms. They have empirically validated the positive impact of SHRM 
practices on organizational performance. This study contributes in validating a positive relation 
between SHRD practices and HRD outcomes in Indian context. It can be concluded that 
organizations that take the initiative to learn and develop their SHRD practices have more 
opportunities to maximize their HRD outcomes. It can be implied that instilling more SHRD 
practices may lead to more desired HRD outcomes and thus enhance the organizational 
effectiveness. First limitation of this study is that SHRD practices and HRD outcomes were 
measured based on perception of the respondents. Second, this study assumes that outcomes of 
strategic T&D and strategic performance appraisal are mutually exclusive and independent of each 
other which may not be the case. Third, data was collected from 34 organizations only which is 
comparatively small & might affect the overall reliability. Four, the study is based on the opinion of 
respondents through an online questionnaire and there can be bias. Fifth, only two HRD practices 
viz. training and development and performance have been considered in this study, other SHRM 
practices may vary the results. Finally, Strategic HRD practices in India may differ from practices in 
western countries. Although, the study also includes strategic HRD practices in Indian culture 
identified by Kandula (2009), there is still need to investigate further into SHRD practices followed 
in different sectors of Indian organization. 
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Abstract—Role Clarity, from the very beginning has been announced as a key factor in Organizational citizenship 
Behavior (OCB). Academicians as early as Organ have understood the association. yet; little research has been done on the 
relationship. The aim of the study is to analyze the effect of Role Clarity on Organizational Citizenship Behavior in India. 
The study was completed taking into account 198 samples consisting of all levels of Executives from various Indian 
organizations. Statistical Tools like Correlation and Regression Analysis by using SPSS 20.0 have been applied to gain 
understanding about the relationship between the two variables. The results have shown that employees in organizations 
under study do show OCB, and there exists a positive correlation between Role clarity and OCB. The results have 
implicated that clarity regarding mandatory roles is directly related to OCB which is a voluntary in nature. 
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INTRODUCTION 


With the emergence of the new frontiers of doing business, the way the business organizes itself has 
also changed. The shift from simple line and staff structure to ever new structures like the matrix 
and even more hybrid once has caught the attention. The employee’s role which was limited to Job 
Description till now has gone tremendous change. Now Psychological Contract has far broader span 
than written once. Role Clarity on all lines is must in every employee. What stated by academicians 
(Rizzo et al., 1970; Teas et al., 1979) is still followed. With organizations everyday giving more value 
to the way the work is being done and also the people who perform those tasks, a new kind of 
payment plans are made just to make employees feel safe and self worth. Employees also have started 
to feel attached to organizations and started exhibiting Citizenship Behavior which go far beyond just 
salary and work. Organ and later Podsakoff took the concept and gave a number of dimensions 
regarding Organizational Citizenship behavior (OCB). 


This Study is based on these two concepts. Organ, D. W. (1997) also accepted the linkage 
between the two. Our study aims to understand the true nature of the relationship in 
Indian Context. 


ROLE CLARITY-CONCEPT 


Role clarity is the point to which requisite knowledge is presented on how an employee is 
anticipated to conduct his/her job (Teas et al., 1979). It is the scope to which an Employee accepts 
and comprehends information necessary to carry out the job (Kelly & Hise, 1980). Shoemaker 
(1999) defined Role Clarity as the extent to which a person is convinced regarding how he/she is 
anticipated to do a job. This level of clarity has also been connected to performance whereby a 
person who is clear about his/her role will be more pertinent in fulfilling that particular function 
(Braxton, 2008). According to Mukherjee & Malhotra (2006) Role clarity can also be defined as the 
point to which an Employee obtains information about the anticipated outcomes of the duties to be 
done by him/her in specific terms. It enhances the insight of being proficient in individuals because 
they realize what they must know, what they are competent of and how will they do it (Wynne & 
Stringer, 1997; Baron & Armstrong, 1998). If job roles are not properly/clearly defined, there is 
constantly likelihood of individuals will take up duties that are not in fact theirs while disregarding 
what they are expected to do. This disproportion between what one is expected to do and what 
he/she performs creates role ambiguity and role conflict among employees (Fields, 2002). 
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ORGANIZATIONAL CITIZENSHIP BEHAVIOR (OCB) 


Organizational citizenship behavior is “individual behavior that is discretionary or flexible, not 
directly or explicitly recognized by the formal reward system, and that in the aggregate promotes the 
effective functioning of the organization, as explained by Organ (1988). By discretionary, it is meant 
that the behavior is not an enforceable obligation of the role or function, or the job description, that 
is, the noticeably specifiable terms of the person’s employment agreement with the organization; the 
behavior is rather a concern of individual’s personal choice, such that its exclusion is not generally 
taken as punishable.” 


It can also be referred to as pro-social organizational behavior as mentioned by Brief & 
Motowidlo, 1986, extra-role behavior by Wright et a/., 1993 and contextual behavior by Organ & 
Ryan, 1995. Researchers are fascinated towards and involved in OCB mainly because it is assumed 
to have a positive and affirmative impact on organizational performance. 


SCOPE OF OCB 


Even if there is a lack of consensus on the scope of OCB, Organ (1988) projected five dimensions of 
OCB, which are most often used in studies worldwide. The dimensions are: 


Altruism refers to as helping behaviors aimed at particular persons and will eventually profit the 
organization. An illustration of altruism is sharing a co-worker's workload. 


Courtesy is defined as trying to avoid job-related interpersonal problems or difficulties from 
taking place. A good example is noticing others about being absent from work in advance. 


Conscientiousness means doing things that are beneficial to the organization, and it involves 
Performing one's role or implied duties in the organization even under no surveillance, such as 
following rules when nobody is watching. 


Sportsmanship is taken as tolerating less than model situations on the job without making 
unreasonable complaints. 


Civic virtue simply means responsibly being concerned and alarmed about the well functioning of 
the company. An exemplar is attending meetings and keeping up with major issues about 
the company. 


With reference to the five dimensions of OCB by Organ (1988), altruism and courtesy are more 
individual oriented (OCBJ), and conscientiousness, sportsmanship, and civic virtue are much more 
oriented towards the organization (OCBO) Although Organ's five-dimension structure has been 
widely used in prior research (LePine et al., 2002; Podskoff et al., 2000) current research has not 
reached consensus in regards to which specific dimensions should be included when examining 
OCB. To address this issue, LePine et al. (2002) conducted a meta-analysis to examine the 
relationship among these dimensions. The results thus produced indicated that these dimensions 
were highly correlated with the exception of sportsmanship, and the dimensions did not 
differentially relate to the several predictors of OCB including satisfaction, commitment, fairness, 
leader support, and conscientiousness. 


ROLE CLARITY AND ORGANIZATIONAL CITIZENSHIP BEHAVIOR 


Organ (1997) while cleaning the construct of OCB, focused on discretionary actions of the employee 
which is not enforceable or required by the Job description or the Role. He also focused on the 
concept of “role “ and “job “. While differentiating the two, job was considered as the description of 
Duties given by employer at the time of employment, which is generally tightly stated and defined 
while Role comes with vast discretionary power with it. Fortune magazine’s cover story titled “ The 
end of the Job” stressed that job no longer is the best way of doing work amidst changing 
environment, downsizing, team based organization. Smith et al. (1983) stated that OCB are things 
that your supervisor would like you to do, though he can’t make you do it and also cannot 
guarantee any reward. So, by this even those behavior comes under clarity regarding superior and 
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hence a part of role clarity. In a study conducted by Morrison (1994), 18 out of 20 items were 
identified by most of the respondents as “in-role”. He also added that OCB varies from one 
employee to next one and also between supervisor and employee. 


Role Clarity’s negative dimensions i.e. Role conflict and Role Ambiguity were found 
significantly negatively related to OCB by a later study done by (Podsakoff et a/.,2000). Kwon 
(2002) also found similar results with Role ambiguity and Altruism. 


From the above evidence it can be concluded that a High level of understanding and Clarity 
regarding what an employee does is really necessary in the organization. And with the growing 
clarity of what are the expectations of people around, the employee becomes more sconfident and 
exhibits a higher OCB. 


OBJECTIVES 
The study has three main objectives: 


1. To study the Role Clarity of employees in a number of business organizations. 


2. To examine the Organizational Citizenship Behavior existing in the business 
organizations understudy. 


3. To study the impact of Role Clarity and its dimensions on Organizational 
Citizenship Behavior. 


HYPOTHESIS 


There exists a positive and significant relationship between Role Clarity and Organizational 
Citizenship Behavior. 


METHODOLOGY 


RESPONDENTS 


About 198 executives from Private as well as Public sector, manufacturing and services Industry 
took part in the study. 144 (72.08 percent) were male and 54 (27.92 percent) were Female. About 9 
(45.6 percent) participants were between 21-25, 31 (15.7 percent) between 26-30, 47 (23.04 percent) 
between 31-35, 25 (12.7 percent) between 36-40, 9 (4.6 percent) between 41-45 and 46 (39.08 
percent) were above 46. Based upon the organizational structure, 58 (29.29 percent) respondents 
were from Junior Level, 111 (56.06 percent) from Middle level and 29 (14.64 percent) from Senior 
Level. Education Level wise classifications says that 16 (8.08 percent) respondents were having 
Diploma, 95 (47.97 percent) with Graduate degree, 80 (40.4 percent) were having a Post Graduate 
degree and 7 (3.53 percent) had above than Post Graduate degree as Highest Qualification with 
them. In front of Total Experience, 35 (17.67 percent) were between 0-5 years, 49 (24.74 percent) 
between 5-10 years, 28 (14.14 percent) between 10-15 years, 17 (8.58 percent) between 15-20 years 
and there were 69 (34.84 percent) with more than 20 years of Work Experience. The Respondents 
were from both Private and Public sector, in total 69 (34.84 percent) were from Private companies 
and 129 (65.16 percent) from Public Enterprises. The Questionnaires were distributed to 
respondents taking into consideration their willingness and interest to give responses. The data was 
collected through face to face Interactions. 


MEASURES 


Role Ambiguity: Role Clarity Questionnaire by Udai Pareek (2002) was used to assess Level of Role 
Clarity among the employees in organizations in the study. The Role Clarity Questionnaire 
comprises of 15 items and is a 5-point Likert scale 
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Three interpretable factors i.e. (1) Co-worker related role Clarity, (2) Work related Role Clarity, 
(3) Appraisal related Role Clarity were extracted as a result of exploratory factor analysis. The 
Cronbach’s alpha value for the 15 item Role Ambiguity: Role Clarity Questionnaire was found to be 
0.936. Some sample items of the questionnaire are ‘What your senior officers expect from you’, 
‘rules, regulations and procedures relevant for your role’, ‘Appraisal system to assess how well you 
perform in your role’. 


OCB was measured on five-point Likert Scale adopted from Podsakoff et.al. (1990), Scale 
consisted of 24 items representing 5 types citizenship behavior i.e. Altruism, Courtesy, 
Conscientiousness, Sportsmanship and Civic virtue. Some sample items of the questionnaire are ‘I 
help others who have heavy workloads’, ‘I know how to report complaints and suggestions 
peacefully’ and I willingly help others who have work related problems’. 


DATA ANALYSIS 


Data was analyzed with the help of Statistical Tools like Mean, Standard Deviation, Correlation 
analysis, Regression Analysis and also Cronbach’s Alpha to achieve the objectives of the Study 
with SPSS 17.0. 


RESULTS 


The aim of this study was to empirically find out the effect of Role Clarity on Organizational 
Citizenship Behavior (OCB) in Indian Context. Towards this objective, the research investigation 
was designed to examine relationships and also the impact of Role Clarity on the mechanics of 
Organizational Citizenship Behavior (OCB) in Indian Organizations. The results obtained are 
presented and Discussed in this section. 


Table 1: Average Mean Scores of Variables under Study 


Variables Average Mean Score 
Conscientiousness 3.8677 
Sportsmanship 3.2889 
Civic virtue 3.6351 
Courtesy 3.7414 
Altruism 3.7030 
Co-worker related role Clarity 4.0394 
Work related Role Clarity 3.8788 
Appraisal related Role Clarity 3.6700 
OCB 3.6477 
ROLE CLARITY 3.8906 


In case of all the five OCB factors, the highest score was found to be 3.8677 of 
Conscientiousness followed by Courtesy with the Average mean score of 3.7414. The lowest score 
was of Sportsmanship with a score of 3.2889. Overall OCB with a score of 3.6477 is far above that 
average mean score of 3 but still has considerable amount of scope for improvement. 


In case of Role clarity, co-worker related Role clarity was highest with an average score of 
4.0394 and Appraisal related Role Clarity was lowest with score of 3.67. Work related Role Clarity 
was in the middle with score of 3.8788. All three are far above Average score of 3. Overall Role 
Clarity score was 3.8906, which can be considered a good score. Though score can increase still. 


RELATIONSHIP BETWEEN ROLE CLARITY AND 

ORGANIZATIONAL CITIZENSHIP BEHAVIOR 

Correlation Analysis was deployed In order to find out the relationship between the two variables. 
Table 2 shows that there exists a positive correlation between Role Clarity and OCB 
(r=. 551, p<0.01). 
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Table 2: Correlation Values between Role Clarity and Organizational Citizenship Behavior 


Variables 1 2 3 4 5 6 7 8 9 10 
1. Cons 1 
2. Sports .017 1 
3. Civic .696** -.103 1 
4. Court .740** -.007 25** 1 
5. Altruism .697** -.118 .665** .746** | 1 
6. Coworker 5 59** -.046 .528** 544**|  .531** | 1 
7. Work .533** .018 .494** 495** |  .451** .768** | 1 
8. Appraisal .274** -.011 .270** .298** | — .220** .516** | .646** 1 
9. OCB .856** .301** | .788** .867** | .795** .567** | .539** .284** | 1 
10. Role) .543** -.009 .510** .523**|  .476** .880** | .954** .770** Royo) cuca (el 
Clarity 


** Correlation is significant at the 0.01 level (2-tailed). 


It means that as Role Clarity increases, OCB also increases and hence results support our 
Hypothesis. The correlation analysis further shows that all dimensions of Role Clarity are positively 
correlated with OCB. On the other hand, All the dimensions of OCB except Sportsmanship shows a 
positive relationship with Role Clarity. With the increase in Role Clarity, employee’s sportsmanship 
reduced. The highest value of correlation with Role Clarity i.e. 0.543 at 0.01 level of significance is 
shown by Conscientiousness. 


Table 3: Regression Analysis Showing OCB as Dependent and Role Clarity as Predictor Variable 


Regression Model R Square Adjusted R Square F Value Sig. 
RC: OCB 304 .300 85.507 0 


Regression Analysis was performed to find out the impact of Role Clarity on Organizational 
Citizenship behavior. F value of 85.507 which is significant at 1% proves that regression model is 
Valid. Table 3 shows that 30% variation in OCB is explained by Role Clarity (R square value=0. 
304). It also means that 69.96% of the variation is explained by some other factors. 


Table 4: Regression Analysis of Role Clarity Factors on OCB 


Regression Model R Square Adjusted R Square F Value Sig. 
Co-worker RC:OCB 067 322 92.900 0 
Work RC:OCB 590 .348 51.999 0 


Further Regression Analysis was also performed to find out factor wise predictors variable for 
dependant variable OCB. Only two factors out of 3 factors of Role Clarity gave significant results. 
Appraisal Role Clarity’s score was found insignificant. Adjusted R Square scored increased from 
0.322 to 0.328 by introduction of Work related Role Clarity. That means Co-Worker role Clarity 
and Work related Role Clarity together explained 34.8% variation in OCB with F value 51.999 at 
p<0.1. 


DISCUSSION 


The primary aim of the study was 1) To study the Role Clarity of employees in a number of 
business organizations. 2) To examine the Organizational Citizenship Behavior existing in the 
business organizations understudy. 3) To study the impact of Role Clarity and its dimensions on 
Organizational Citizenship Behavior. Consistent with Organ (1997) study, we hypothesized that 
there exists a positive and significant relationship between Role Clarity and Organizational 
Citizenship Behavior. 


We started with looking at Mean scores. For OCB, the highest score was of Conscientiousness 
followed by Courtesy and sportsmanship shown lowest score. Both of conscientiousness and 
courtesy are related to performing of the given tasks properly. Respondents have an inclination 
towards the performance of duties given at the same time are more sensitive about conditions on the 
job. The lowest score in sportsmanship confirms that. With a score of 3.6477, OCB fared above than 
average mean score of 3 but still has considerable amount of scope for improvement. This can be 
increased by making Employees realize that OCB is far more than performing your job well. 
Altruism and Civic virtue score can be increased by imparting training. 
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In case of Role Clarity, Work related role clarity was in the middle with co-worker related Role 
clarity in higher side and Appraisal related Role Clarity on the lower side. Though all three are far 
above Average score of 3, Employees have given more importance to Co-worker’s needs and 
acceptations including juniors, seniors and colleagues. Regular and constant touch and interaction 
can be the reason for the high score. Employee’s clarity related to appraisal and also the work is also 
found above then satisfactory. Overall Role Clarity was at 3.8906 which is a good score, \though 
scope is still there to improve. Bray & Brawley (2002) also stated that employees with high task 
clarity are more efficacious and perform better than those with lower role clarity. He further added 
that role of seniors also becomes important in making Role Clear to the employees. 


While deploying Correlation Analysis, a positive correlation between Role Clarity and OCB 
was found ( r=.551, p<0.01). and hence supporting our Hypothesis. All dimensions of Role Clarity 
were positively correlated to OCB, All the dimensions of OCB except Sportsmanship shows a 
positive relationship with Role Clarity. With the increase in Role Clarity, employee’s sportsmanship 
is reducing. The employees become more aware about their Roles and responsibilities, leaving no 
scope for haziness, unprofessional behavior, their tolerance for ambiguity has reduced, The highest 
value of correlation with Role Clarity i.e. 0.543 at 0.01 level of significance is shown 
by Conscientiousness. 


Regression Analysis showed that 30.4% variation in OCB is explained by Role Clarity (R square 
value=0. 304. and also further analysis unveiled that Co-Worker role Clarity and Work related Role 
Clarity together explained 34.8% variation in OCB and Appraisal Role Clarity’s score was found 
insignificant. This shows that employees are showing Altruistic OCB and not out of self interest. 
Clear Role Expectations gives confidence and acceptance to employees and which fosters a positive 
and Altruistic Citizen Behavior in them. 


CONCLUSION 


In light of present discussion, it can be said that Role Clarity has an important influence on OCB in 
Indian Organization. Co-worker related Role Clarity and Work related Role Clarity particularly 
have high influence on OCB.Overall, it can be concluded that Organizations can utilize these 
findings to focus in clear role understanding and expectations to employees so that in return they 
can better Citizens of organizations. 


FUTURE IMPLICATIONS 


Future Studies in the field of Organizational Citizenship Behavior should attempt to systematically 
find out additional variables in the work setup, in addition to Role Clarity. they must remind of the 
circumstance in which role Clarity becomes predictor of OCB. Furthermore, in what way the 
relationship changes with introduction of related variables. 


Future Research should also try to replicate this study to other countries. No comparison was 
made on the basis of type or sector of the organization. So, new vistas can be explored with 
extending the study to specific industry ( e.g. Sugar, textile, manufacturing etc.) or sector ( private or 
public). 
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Abstract—Over the years Micro, Small and Medium Enterprise (MSME) sector has become an integral part of socio— 
economic development process in India. It is the second largest employment generator in India after agriculture. There have 
been constant endeavors on part of government as well as NGOs to upgrade skills of artisans in this sector for improvement 
of product quality. The capacity and skill development programmes aim at helping artisans acquire and /or improve their 
working abilities, thereby leading to increase in productivity and asset formation. The author, in this paper has attempted 
to study the impact of such programmes, with prime thrust on increased product quality and sustainability for women 
artisans. The primary purpose of the research is evaluative in nature, hence is highly focused. For better understanding of 
research problem, the author has employed mixed method approach with sequential design. The finding suggests that the 
frequency for organizing such training programmes is poorly managed, at times leading to gaps. Also women artisans with 
adequate NGO support and elementary education show considerable positive results. Though at times such programmes do 
not add to asset formation but make artisans upgrade skills, promote product competently and manage credit resourcefully. 


Keywords: Women Artisans, Training, NGOs, Impact, Livelihood 


INTRODUCTION 


MSME sector in India had shown considerable progress since independence. Over the years, 
MSMEs has not only contributed to economic growth but also helped in industrialization of rural & 
backward areas, thereby, reducing regional imbalances, assuring more equitable distribution of 
national income and wealth (The Working Group Report, 2012-17). The MSMEs have made an 
impact on a range of issues, from industrial progress to entrepreneurship and from job creation to 
economic empowerment. At the same time, a key feature of MSMEs in India is that a majority of 
them are unregistered. (BEF, 2013). The sector is also making conscious efforts in upgrading the 
skills of workers, thereby not only enhancing productivity but providing them with good quality of 
life. Both government and NGOs are making active efforts in this direction. At present units under 
MSMEs manufacture over 6000 products ranging from handloom sarees, carpets and soaps to 
pickles, papads and machine parts for large industries, Kapila (2009-10). Even women form a 
significant part of such workforce. They get economically as well as socially empowered especially 
after joining a Self Help Group.This empowerment cannot be transformed or delivered it must be 
self generated such that it enables those who are empowered to take control over their lives, 
Sundaram (2012). The present study is an attempt to explore the impact of capacity and skill 
development programme on sustainability and livelihood of women artisans in the handicraft 
sector. 


CAPACITY AND SKILL DEVELOPMENT PROGRAMME 


Though India has large workforce, only 2% of such workforce has undertaken skilled based training. 
The National Skill Development Corporation India (NSDC), an apex organization on skill 
development was set up to fulfill the growing need in India for skilled manpower across sectors and 
narrow existing gap between demand and supply of skills. It aims at up skilling 500 million people 
in India by 2022 (nsdcindia.org). 


The capacity and skill development programme basically aims at providing training to people 
engaged in various work activities to enhance their skills and livelihood prospects. The 2009 Skill 
Development Policy clearly specified that skills-related training should become outcome-focused 
and linked to jobs and employability. The Policy stated that access to training should be available to 
all, particularly those at the bottom of the pyramid, Chenoy (2012). Such programmes are also being 
carried by Government Ministries like Textile or MSME, directly or through their implementation 
agencies. Such programmes aim at generating awareness among work force about new patterns and 
designs, enhance their skill sets, instill or upgrade technological aspects, align learning with latest 
trends, understand forecasting and its use in product offering. The sessions include areas like 
designing, marketing, entrepreneurship, micro finance, merchandising, product pricing and 
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packaging to name some. However, training is only an “opportunity” for learning, Blanchard et al 
(2004). The actual utility is gained by implementing the learning attained during such programmes. 


RESEARCH METHODOLOGY 


MIXED METHOD DESIGN 


Mixed method gained prominence ( Tashakkori and Teddlie, 2003; Creswell, 2003) and 
implemented as a research method ( Leech and Onwuegbuzie, 2009). The method employs both 
qualitative and quantitative strands for a chosen research problem. A strand is a part of research 
design and includes in itself the process of conducting research i.e. posing questions, data collection, 
data analysis and data interpretation. Such method also indicates level of priority. Some research 
problem has equal priority for both qualitative and quantitative tools, and some may have either 
quantitative priority or quantitative priority, depending on the nature of research problem. 


THE RESEARCH STUDY 


The research study was carried in the Sangam Vihar area of New Delhi. The sample size was 57 
respondents (N=57). All were women artisans employed in the handicraft sector. Since the sample 
size was reflective of the total size, hence convenience sampling was designed for research purpose. 
For effective outcome, the author had employed mixed— method approach. The respondents were 
first asked to respond on a questionnaire (quantitative approach) and then interviewed (qualitative 
approach) in a sequentially designed set of questions with concurrent timing. The quantitative 
questions were specific in nature, and qualitative questions attempted at eliciting experiences. 
Keeping the nature and purpose of research problem at the backdrop, this particular study had 
qualitative priority. As stated earlier, all the respondents were engaged in handicraft sector with key 
skill set being hand embroidery, hand stitches, crochet, handbags and purse making. 


FINDINGS 


For the better understanding of research problem, the findings have been placed under various 
sub heads. 


SOCIO-ECONOMIC PROFILE 


All respondents were women engaged in vivid activities related with handicraft. All were married 
and at least had basic education. As shown in Table 1, their age ranged from 23 years (minimum) to 
42 years (maximum) with largest women artisans falling in the age bracket of 30-35 years, followed 
by 35-40 years bracket. They undertook capacity and skill development training in their middle age 
with the desire to improve the quality of their lives. On an average their earning formed 20 per cent 
of the total earning of the household. 


= Column2 


= Column1 


= Age Brackets (In 
Years) 


Fig 1: Age of Women Artisans 


Interestingly all the respondents underwent at least basic education, with some even attained 
senior secondary education. As shown in Table 2, 11 respondents were 4" passed and 5 of them 
were 12" passed. Large segment of respondents were 5" and 8" passed. All the respondents 
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expressed the view that basic education helped them to understand the payment aspect efficiently as 
most of them get work either through NGOs or middlemen. 


Table 1: Education of Women Artisans 


Education Attained Number of Women Artisans 

4th 11 
5th 14 
6th 

‘he - 
8th 14 
9th 07 
10th 06 
12th 05 


Capacity and Skill Development Programme 


All women artisans went under five— day capacity and skill development programme between 
the years 2008-11. These artisans were chosen by their respective NGOs on the basis of their past 
performance at work. According to NGO coordinators, every artisan receives such opportunity only 
once as the number of artisans is large and they strive to provide such opportunity to as much 
artisans as possible. As shown in Table 3 as much as 20 women artisans were engaged in hand 
stitches such as salma sitara, chain, seed pearls etc. While 14 were doing both hand embroidery and 
stitching, 12 were involved in handbags and purse making. Only 8 artisans were engaged in the art 
of crochet. The final products included purses, handbags, tea coasters, bed sheets, cushion covers, 
table covers, suits and lenghas. 


Table 2: Skill Sets of Women Artisans 


Skill Sets Number of Women Artisans 
Hand Embroidery & Stitching 17 
Hand Stitches ( Salma Sitara, Seed Pearls etc.) 20 
Crochet 08 
Handbags and Purse Making 12 


Fig. 2: A hand Purse Made by Woman Artisan 


Hits vig 
an 


Fig. 3: Women Artisan with Hand Purses 
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Each day (out of total five) artisans underwent 2 session of 3 hours duration. Each session had a 
different topic and sessions had both theoretical as well as applied aspects. The broad topics 
included design patterns, color scheme, marketing, export and import, computer literacy, and 
promotion. They were also provided with notes both in Hindi and English languages. 


IMPACT OF THE PROGRAMME 


Almost all the artisans implemented some part of the learning to increase their income aspect. As 
shown in Table 4, about 96 per cent of women implemented the learning mainly pertaining to 
marketing, design and use of colors. Sessions also enhanced their creativity and increase level of 
imagination. Only 4 per cent were unable to do so mainly due to personal reasons. 


Implementation of Learnings 


Fig. 4: Implementation of Learnings 


Most of the respondents felt that their basic education (or even higher education) helped them to 
understand the sessions effectively and use the learning to increase income aspects. As they were 
taught on micro finance and pricing aspects of handicraft work, some were quick to implement it at 
place of work especially those who were under Self Help Groups (SHG). 


Income (2008) 
Income (2013) 


Series 3 


Fig. 5: Impact of education in Rise in Income 


As could be seen from Figure 3, maximum increase in income has been for artisans with higher 
secondary education. On the contrary, women artisans with senior secondary education could 
increase income prospects as their expectations rose tremendously failing to match with trade 
exposure and skill sets. Artisans with primary education derived much satisfaction due to minimum 
expectations and needs and less aspiration. 


Table 5 shows the change in wok structure of these women artisans. As much as 10 rose to 
become group leaders of their respective Self Help Group (SHG). 30 more women became part of 
some SHG increasing the total number to 40. Only 7 women chose to remain independent, though 
supported by NGOs. 
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Change in Work Structure 


= Group Leader (of 
SHG) 


m Part of SHG 


= Independent 


Fig. 6: Change in Work Structure of Women Artisans (after the Programme) 


Also there has been substantial change in the income of women artisans. Some could even 
realize as much as Rs. 5, 000 to Rs. 6, 000 in 2013 as compared to their income in 2008. As shown 
in Figure 4, there has been a fall in income bracket of Rs. 1, 500— Rs. 2, 500 and increase in the 
income bracket of Rs. 3, 000-— Rs. 6, 000. The artisans attribute this to awareness and learning 
acquired during capacity and skill development programme followed by better work opportunities 
provided by their respective NGOs. Though some felt that middleman in the marketing channel 
reduces their profits substantially. They also felt that the duration of such programmes should either 
increase to 15 days or should be frequent in nature. None of them could receive any such 
opportunity again (after their respective such sessions from 2008-11). According to most of the 
respondents, infrequency of the programme makes them limited to tap the potentials and 
opportunities on continuous basis. 


—— Artisans 
(in 2008) 


—— Artisans 


(in 2013) 


Column! 


Fig. 7: Changes in Income (After the Programme) 


They also learnt marketing channels and promotion techniques but felt restricted in 
implementation due to lack of adequate exposure to exhibitions and fairs and middlemen involved 
in end selling. 


CONCLUSION 


The overall study had implemented mixed method involving quantitative and qualitative research 
tools with qualitative orientation. The inclination towards latter was in synchronization with nature 
of research problem. Hence some of the findings are selectively subjective in outcome. All the 
women artisan found the capacity and skill development programme as a gateway to awareness, 
learning and exposure and opened doors for new opportunities. They were even able to understand 
few jargons in the field of design and colours. At the same time, almost all realized that education 
played an important role in this regard. The programme even led to increase in income and for 
some this was substantially high. At the same time such results were achieved due to constant NGO 
support that they receive not only for such programmes but also in forming Self Help Groups or 
implementing the learning in their work. The concept of micro finance learnt during such 
programmes could help them to manage their resources constructively. 
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Abstract—This study aims to explore the variables influencing customer satisfaction and relationship with their banks, 
with regard to bank employees and to analyse the difference in the degree of importance attached to these employees’ 
variable w.r.t male and female customers. The study was descriptive in nature with a sample size of 555 customers from 
various public and private sector banks. 


Knowledgeability, attitude and availability of the bank employees has emerged as the most important factors that influence 
customer’s satisfaction and their choice of selecting a bank. The other two factors namely communication and physical 
appearance are the factors that are not considered much relevant while choosing a bank and don’t have much impact on the 
customer satisfaction as well. Also male and female customer’s exhibit similarity when it comes to the degree of importance 
given to various employee variables influencing CRM. 


Keywords: Employee Variables, Customer Relationship Management, Retail banking, Customer Satisfaction 


INTRODUCTION 


In today’s hyper competitive world, marketing science has witnessed a paradigm shift from short- 
term exchange transactions to long-term, mutually satisfying relationships between customers and 
firms (Constantine, 2006). Relationship management receives renewed interest in marketing (Sheth 
and Parvatiyar, 1995). Consequently, companies focus heavily on customer relationship 
development and invest in customer relationship management systems (Verhoef, 2002), as 
customer-seller relationships are recognised as pervasive, inescapable and highly interdependent, 
with ties between consumers and businesses vital to the interests of both parties (Claycomb and 
Martin, 2002, p. 616). 


In order to retain customer it’s very important to build long term relationships with them as its 
provides marketers with the detailed understanding of the customers short term as well long term 
needs and expectations, which is the most important key to keep them satisfied.(Holmlund and 
Kock, 1996; Kandampully and Duddy, 1999). In service industries, particularly, the development of 
effective customer relationships is increasingly 


In most cases, the success of a service provider is dependent on the high quality relationships 
with customers (Panda, 2003). In the financial services industry, high quality customer relationships 
are very important, as the financial services sector is characterised by increasing competition 
(Avkiran, 1999), Retail internationalization, emerging new technologies, fierce competition, 
economic uncertainties, and deregulation have led to the restructuring of retail bank offerings (Flier 
et al., 2001; Lovelock, 2001; A. C. Worthington, 2004). With increased number of banks, products 
and services and practically nil switching costs, customers are easily switching banks whenever and 
wherever they find better services and products. Banks are finding it tough to get new customers and 
more importantly satisfy existing customers.Therefore in banks and various banking service 
understanding the needs of customers and its satisfaction is an important concern to managers and 
researchers. (Vimi Jnam, Kaleem Mohd, 2008). 


In order to gain competitive advantage(McKenna, 1991) in this hyper competitive 
environment, bank needs to concentrate on the unique needs of their customers and building long 
lasting relationship with them. (Beatty et a/., 1996; Buttle, 1996). 


Since employees are the forefront of all transactions with customers, it’s very important to 
understand how employees will contribute in nurturing this relationship with customers. (Rootman, 
2007). 
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All employees are involved with CRM, either through their direct interactions with customers or 
their involvement in and application of processes, tools and methods used to enhance client value. 
More importantly front-line service employees, placed at the organization-customer interface and 
representing an organization to its customers, play a pivotal role in service encounters and 
relationship for building the same, employees are important channel (Solomon, Suprenant, Czepiel, 
& Gutman, 1985). It was found from various empirical studies that employees are the pivotal point 
to influence customers experience, service encounters and frequencies of their visits. (Hui Liao, 
2004; Borucki & Burke, 1999; Bowen, Siehl, & Schneider,1989). Therefore, understanding the 
variables influencing customer satisfaction and CRM becomes very important. 


Though CRM is a vast area to understand, however for this study Customer relationship 
management is understood as process wherein a bank or a service provider put efforts to maintain 
and enhance long term relationship with their customers by focussing on their needs (Fox and 
Stead, 2001). 


The research statement for this study is as under: 


1. To determine various variables influencing CRM strategies in retail banks with regards to 
bank employees. 


2. To analyse the difference in the degree of importance attached to these employees variable 
w.r.t male and female customers. 


RESEARCH METHODOLOGY 


The research process involved the following steps. First a literature review was undertaken to 
identify variable influencing customer satisfaction with regards to employees in banks. Followed by 
the secondary data exploration, focus group discussions were administered to understand the 
relationship influencing employee variables and to design the initial framework for the study. 
Thirdly a self structured questionnaire was floated online using google doc, followed by the part of 
survey which was administered physically. 


A self structured questionnaire was used to understand the importance given by customers to 
various employees variable and their impact on customer satisfaction. The questionnaire designed 
was divided into two parts. Section I of the questionnaire was framed to determine the importance 
of various employees parameters like knowledgeability of the employees, their attitude, availability, 
communication skills and physical appearance influencing the degree of their satisfaction and 
relationship with the bank, measured on a five point likert scale. Section II of the questionnaire 
mainly covered the demographical profile of the respondents. 


The sampling technique used was stratified random sampling with the sample size of 555 
respondents covering bank customers from various public and private sector banks. Questionnaires 
were rolled out online on googledoc together with physical administration with the quite strong 
response rate of 91 %. 


Data analysis involved extraction of factors influencing customer satisfaction using SPSS 
version 16. Factors extracted were tested for reliability using Cronbach’s Alpha test. And one-way 
ANOVA test was applied to test hypothesis on significant difference in degree of importance of 
employee’s variable w.r.t gender. 


ANALYSIS AND RESULTS 


FACTOR ANALYSIS 


First phase of the data analysis was multivariate in nature. Nineteen variable influencing CRM 
strategies of retail bank with regards to employees were put through factor analysis for data 
reduction. Principle Component factor analysis with Varimax Rotation was used to extract five 
factors. The five factors explained 77.10 per cent of the variance of the data. For the purpose of this 
paper, the influence of these five independent variables on CRM will be focused on, as the research 
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focuses on the influence of variables which relates to bank employees. Therefore, the influence of 
knowledgeability, attitude, availability, communication, appearance on the customer satisfaction 
and relationship building with bank was determined. 


Various factors extracted by factor analysis were named as per their suitability; First factor 
extracted was called knowledgeability of employees, as the six variables defining knowledge of 
employees loaded significantly on this factor. Variables that significantly loaded on the second 
factor measured attitude of bank employees. Therefore, factor two was named Attitude (ATT), five 
items loaded on this factor and all of them were expected to define the attitude of bank employees. 
Factor three was named Availability (Avail), two variables representing the availability of 
employees on their seats and their attentiveness in customer queries loaded successfully on this 
factor. Fourth factor measured the influence of employee’s communication skills in building and 
maintaining relationship with customers therefore was named, Communication (COMMUN). Fifth 
and the last factor was named Appearance (Appear), as the three parameters measuring, physical 
appearance of bank employees, loaded successfully on this factor. 


The five factors (19 items) with their factor loading are shown in Table 1. 


Table 1: Principle Component Factor Analysis 


Factor Analysis 
Fl F2 F3 F4 F5 
(procedures) .622 023 252 459 -.093 
(advise) 842 170 .065 136 122 
(Policies) .726 056 333 337 157 
Knowledge) 832 .200 146 116 .138 
(nform) 815 .079 144 218 077 
(efficient) .788 -.087 333 -.044 -.166 
(Available) -.189 -.030 .756 448 .170 
(Attentive) -.006 051 .783 316 141 
(ease) 466 .054 .060 531 531 
Simplicity) -.029 -.084 219 655 .468 
Effective) -.103 105 289 .677 485 
(Personality) 311 122 362 -.058 707 
(Looks) -.009 359 107 152 842 
(Attire) .081 250 .086 041 824 
(Polite) 148 .760 228 169 .179 
(courtesy) 328 .604 103 071 355 
(Family) -.002 .749 384 .163 .188 
(satisfied) 174 .880 -.083 .069 .209 
(lively) 378 701 022 -.362 312 
Cronbach Alpha value 838 783 .887 .812 .874 


RELIABILITY AND VALIDITY 


After the extraction of the employee’s parameter from factor analysis, the next phase of the analysis 
was to determine the internal consistency or reliability of the measuring instrument. Cronbach 
Alpha test was used for the same, using the statistical software SPSS version 16.0. 


The Cronbach’s alpha values (five principal components ) are shown in Table 2. 
Table 2: Cronbach Alpha Reliability Test 


Factors Number of Items Alpha Value 
Knowledgeability 6 0.838 
Attitude 5 0.783 
Availability Z 0.887 
Communication 3 0.812 
Appearance 3 0.874 


As recommended by Nunnally & Bemstein (1994) cronbach’s alpha coefficient values above 0.7 
were considered for the analysis for ensuring the reliability of the measuring instrument. 
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ONE-WAY ANOVA 


Third phase of data analysis involved testing whether there is any significance difference in the 
degree of importance given to various employee variables namely knowledgeability, attitude, 
availability, communication, appearance w.r.t gender. Gender being basic demographical factors, 
retail banks need to understand the difference in choice criteria of male and female customer. 
Traditionally, males were the prime focus of retail banks, but today working women are emerging 
as a very powerful segment in market. So it’s very important for marketers to understand this 
powerful segment in India women in India have come a long way from home maker to real 
empowered individuals. There is phenomenal increase in their educational level, resulting in better 
social status and lifestyle. Women and men not think alike on many issues and maybe banking 
behaviour is one among them. 


Hence, it is imperative that gender based analysis is done on banking customers in India, in 
order to study and understand women and men better for strategic marketing purposes. Thus, this 
part aims at analyzing the gender based influence on employee’s variable in retail bank. For testing 
the hypothesis, that there is no significance difference in the degree of importance given to 
employees variable by male and female customer, one way ANOVA test was applied, also to check 
which group is having more influence was checked through,descriptive analysis, using SPSS 
software. The results are shown in Table 3. 


Table 3: One-Way ANOVA 


p(Male) p(Female) F Sig 
Factors 
KNOW 1 ( procedures) 4.05 4.23 3.034 .083 
KNOW 2 (advise) 3.94 4.11 1.660 .199 
KNOW 3 (Policies) 3.72 3.93 1.938 .165 
KNOW 4 (Knowledgeable) 4.34 3.88 11.177 .001 
KNOW 5 (Inform) 4.15 4.1 155 695 
KNOW O6(efficient) 4.12 4.22 578 448 
AVAIL 1 (Available) 3.82 4.29 15.134 .000 
AVAIL 2.(Attentive) 3.81 4.35 26.047 .000 
COMMUNI (ease) 4.32 4.05 3.5 .06 
COMMUN2 (Simplicity) 3.91 4.24 6.014 .015 
COMMUNS (Effective) 3.73 3.94 2.607 .108 
APPEAR 1(Personality) 3.23 3.78 14.142 .000 
APPEAR 2 (Looks) 2.72 3.47 24.47 .000 
APPEAR 3 (Attire) 3.18 3.66 11.95 .001 
ATT1 (Polite) 3.8 3.94 1.294 257 
ATT2 (courtesy) 3.85 4.06 2 .099 
ATT3 (Family) 3.25 3.45 2.22 137 
ATT 4 (satisfied) 3.52 3.54 .042 837 
ATT 5 (lively) 3.71 3.52 2.104 .148 


It is evident from the table 3, that for majority of (12 out of 19) employees variable, male and 
female customers have common opinions and these variables are considered important irrespective 
of their gender difference. Though there are few differences in the degree of importance of some 
employees dimensions namely “ knowledgeable” which is defined as employees knowledge 
regarding banking products and services; “available”; “attentive” ; “simplicity”; “personality”; “ 
looks” &“ attire”. 


Data reveals that employee’s knowledge regarding banking products and services is considered 
very important determinant of employee’s effectiveness by male customers, as the mean importance 
found was 4.34 with 5 as maximum value, though considered important but degree was 
comparatively low for female customers (3.88). 


As working women are emerging as a dominant segment, which is very time starved and just 
cant afford waiting in line or repeat visits because of the unavailability of personnel on their first 
visit. The same was revealed from the study, the two variable which have loaded significantly on 
the, availability factor namely “available” and “attentive”, were considered very important by female 
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customers (4.29), (4.35) a they are very particular about getting employees on their seats on every 
visit, and getting enough time and attention to get their queries solved. Also, the appearance factor 
was considered more important by female customers, for all the three variables, personality (3.78), 
looks( 3.47) and attire( 3.66) the mean importance given was comparatively large as compared to 
male customers. 


Table 4: ANOVA (Mean Significance of Five Factors w.r.t Gender) 


p(Male) p(Female) F Sig. 
IMean (KNOW) 2.68 2.64 447 504 
IMean (ATT) 3.61 3.79 5.015 .780 
IMean (AVAIL) 3.29 3.31 .078 .026 
IMean (APPEAR) 3.02 3.73 47.523 .000 
IMean (COMMUN) 4.13 4.07 383 37 


CONCLUSION 


Banks should be aware of the fact that a bank’ s interaction with its customers, through employees, 
influences the effectiveness of the institution ’s CRM strategies. Specifically, two variables influence 
the effectiveness of the CRM strategies in banks, namely the knowledgeability, the attitude and the 
availability of the bank employees. The knowledgeability of bank employees with regard to banking 
products, services, policies and / or procedures and the attitude and availability of bank employees 
in each banking branch should be positively adapted in order to improve a banks ’ CRM. 


Strategies to improve, specifically, the knowledgeability and attitude of bank employees can and 
should be implemented by banks in ways to positively influence their relationship with their 
customers. In effect, this will increase the service quality of the bank. Ultimately, this will contribute 
to the Bank’ s success, which will ensure economic stability and prosperity for a country. 
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Abstract—The paper looks at the benefits of KM in construction industry. Qualitative analysis was undertaken of 
employees to determine the understanding of KM. It is considered by the authors that KM plays a full and vital role part in 
the success of sustainability, hence important to appreciate benefits of KM 
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INTRODUCTION 


There is wide spread understanding of Knowledge Management (KM) and its benefit. However, not 
many applications have been disseminated of its application in construction industry. This paper 
examines the role of KM in the context of construction companies. It aims to answer the following 
three main questions: 


1. How knowledge can be captured and shared in order to improve 
organisational performance? 


2. What are the barriers in introducing a KM system? 


3. How cana KM strategy be implemented in order to exploit the maximum of the knowledge 
produced in every project? 


BACKGROUND 


The motivation of this research came from the difficulties construction organisations are 
experiencing in ‘reinventing the wheel’ in every project, especially when it came to sustainable 
materials usage and processes. In the current economic and environmental climate sustainability 
plays an increasing role in construction projects, Wilson & Rezgui (2013), and Demaid & Quintas 
(2006). It is also considered by this research that there is an intrinsic and a paramount link between 
the fields of sustainability and KM. The benefits of sustainability have been well discussed by 
Pandya (2012). Thus it is considered that to become efficient at sustainability an organization has to 
develop excellent KM procedures. It is believed by the authors that roots of successful sustainability 
strategy can be sowed by efficient KM practices. 


Construction industry is heavily based on experience of its employees, and their complexity and 
uniqueness are hard to standardise. The aim is to help the organisation frame the procedures which 
can be standardised and thus minimise the waste of resources resulting from trivial and repeated 
activities, a fundamental issue in sustainability. The concept of KM is promising in pursuing 
improved organisational performance, meeting sustainability KPIs. 


METHODOLOGY 


This paper is based on qualitative research. The researchers listed KM themes including; sharing 
knowledge, capturing knowledge, barriers to KM that should be covered and answered by all 
interviewees. In case interviewee/s present a new/interesting topic for discussion, further questions 
may be raised to explore different ideas. In addition, the interviewees are reassured by the personal 
contact with the interviewer and how data will be used. The nature of questions is open-ended and 
thus complicated than a single selection on a tick box. 


Ten respondents from various levels were selected to participate in the interviews. Purposive 
sampling or judgemental sampling is selected to conduct the interviews in order to attain suitable 
answers to the research questions. In case study research when working with small number of 
participants, purposive sampling should be used (Saunders & Lewis, 2007). The project manager, 
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middle level managers and engineers comprised the group of interviewees. The nature of this project 
is typical for projects the organization undertakes. 


All interviews were conducted in the working environment. Prior to the interview brief 
introduction was presented to all interviewees of this study and the concept of KM and its link to 
sustainability. The interview questions were designed to be open ended in order to promote the 
responder of his/her view, trying to avoid response bias. Unclear responses were elaborated further by 
encouraging the participants to give examples and clarify ambiguous responses. The face-to-face 
contact gave the opportunity to the researchers to enrich view on the participants’ responses by 
observing their expressions, emotions and body language, thus indicating support or 
opposition to KM. 


DATA ANALYSIS 


The first set of research questions identified the most efficient ways the organization should adapt in 
order to capture and share knowledge within so as to improve organisational performance. One of 
the questions referred to the use of non-IT tools (such as seminars, project review meetings, etc.) in 
order to capture and share knowledge within the organisation. The responses did not support any of 
the above as one specific preferable means of communication. Meetings were held to initiate the 
final stages of a project completion and handing over. These meeting take long time as client 
scrutinises the work and final permits and other formal documents are pending. These non-IT 
benefitted the handing over by shortening the time required to hand over the project. This is because 
the group would have tacit knowledge of the obstacles faced during hand over. 


In this situation the project manager is considered most efficient person to capture and share 
knowledge as s/he has the overall picture of all project aspects. It was evident from the responses 
that there is no consensus on the preferable non-IT tool in order to communicate and capture 
knowledge within the organisation. 


However, there was a wide consensus on the use of intranet as the best IT tool in order to 
capture and share knowledge within the organisation. It was claimed that the information on 
discussion forums were not reliable as they are not filtered and would be subjective and risky to 
adopt. It was obvious that a KM initiative should be supported by an intranet as most employees 
would favour the use of it. 


The participants were asked to state their view on whether construction industry is a knowledge 
intensive industry. Most respondents agreed that due to the clients being more demanding asking for 
more sophisticated structures both architecturally and energy efficient, the construction industry is 
becoming more and more knowledge intensive. 


It is considered that KM would not substitute the experience and expertise required by 
employees in order to deliver projects; however it would supplement the efforts in delivering 
projects on schedule, on budget and on the quality standards required. Certain clients require 
contractors, in order to qualify for bidding, to demonstrate that they have knowledge of certain 
products and/or procedure, Carillo (2005). 


Comparing the findings with the work of researchers on the usefulness of non-IT tools in 
capturing and sharing knowledge this organisation does not favour the use of post project reviews or 
in-project reviews, conferences and seminars. However, Egbu (2004), Ribeiro & Ferreira (2010), 
Storey & Barnett (2000) support the use of these tools in capturing and sharing tacit knowledge. It is 
considered here that it would be preferable to initiate a KM system by an intranet that is direct and 
more user friendly than other IT tools. Many practitioners and academics have supported the use of 
intranet as an IT tool to support knowledge management systems. Kirvak et al., (2008) explored the 
use of intranet in Turkish construction firms. Carillo et al (2004) discusses that UK construction 
firms use the intranet extensively in sharing knowledge. Conversely, scepticism by Storey & Barnett 
(2010) on the use of intranet as it could ‘exacerbate turf wars’ and strengthen the barriers which 
already exist if it dominates the KM system, and disregards other organisational processes and 
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ignores the related processes which are people centred. Although the findings here promote the use 
of Intranet as it would be welcomed by respondents, non-IT tools should not be disregarded. 
Intranet was more popular with young engineers (70%) and hard tools were more popular with 
upper management (30%). 


BARRIERS ON A KM INITIATIVE 


The next group of questions queried the perceived barriers to a KM system initiation in the 
organisation. The questions were based on researchers’ previous experience. The responses 
included: Poor Infrastructure (60%), Employee resistance (30%), not enough funding (0%), culture 
(70%), not enough time (30%) and lack of standard work of practices (40%) 


Elaborating the numeric values presented above the respondents were asked to name without 
any scoring the factors they consider as the most likely barriers the organisation would come across 
in implementing a KM system. Multiple factors answers were welcomed. Responses are presented 
in percentage form to illustrate their probability to be encountered. Culture, poor IT infrastructure 
and lack of standard work practices dominated the responses. Culture seems to be the greatest 
barrier. This was supported by the findings on another question asking if the culture of the 
organisation would promote or hinder a KM initiative. The results were clear; hinders (80%) and 
promotes (20%). 


The work by Soley & Pandya (2003) suggests that cultural issues refer to the effective use of 
technology and the issue of communications. Communications and the use of technology were 
common cultural issues for the organisation under study. Sharing and transferring of knowledge 
through effective communication is absent as the benefits of knowledge sharing are not valued. The 
use of technology is almost absent in sharing knowledge and it is not likely the management staff 
would promote the use of technology in managing knowledge. It is difficult to implement a KM 
system in an organisation that is not disciplined. 


Participants were also asked to express their views on whether a KM system is a must have, a 
nice to have or a waste of time. It supplements and verifies the findings from the question on the 
perception of employees on a knowledge intensive industry. Most of respondents agreed that a KM 
system is a ‘must have’ in order to become competitive. The time and effort involved cannot be 
considered wasted as benefits would certainly result from such initiatives. 


The above findings echoed with the findings of Carillo et aJ 1 (2004). Although there is a wide 
coherence that the culture of the organisation would hinder a KM initiative the participants, when 
asked on their perception of knowledge and power, concurred that the law of increasing returns, and 
they are willing to share and communicate their experiences with their colleagues and subordinates. 


STRATEGY ON INITIATING A KM SYSTEM 

The third group of questions pursued to seek the best strategy to initiate a KM system. The first two 
questions of the third group of interview questions examined the benefits that are sought by 
implementing a KM system. The scope of these questions explored the perception of employees of 
what they would consider as the most important benefits from implementing a KM system in order 
to stimulate their interest further. 


These benefits were introduced to them as benefits that are sought by implementing such 
systems and which other companies have achieved. In particular a project manager’s report was 
referenced in order to illustrate that these systems are not in the sphere of academics alone, and 
benefits can result found in practice. Table 1 illustrates the responses. It is clear that improved 
organisational performance is the most important benefit as it embraces all the other benefits that 
should result in improved performance. The reduction of rework is the second most important 
benefit with the increased intellectual capital and innovation scoring last in the list. 
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Table1: Benefits of Implementing KM 


Benefits Response (%) 
Reduce work 60 
Retention of knowledge 40 
Improved performance 70 
Improved project delivery 40 
Innovation 30 
Increased intellectual capital 30 
Quicker & better response to clients needs and external factors 40 


One important thing to notice is that the responses; reduce rework and retention of knowledge 
within the company came from younger engineers who are involved with the supervision of the site 
works and they are the ones who are suffering most from the rework on their daily activities. While 
the responses quicker and better response to clients’ needs came from the upper management team 
who are dealing more with the client demands. 


In relation with the above the participants were asked to name the department of the company 
that would be the effortless with the best chances of success to start a KM initiative. The tendering 
team scored highly as the department with most chances of success (70%) with the second being the 
planning team (30%). 


In order to establish a strategy in initialising a KM system it is useful to identify the CSFs 
governing the initiative. Toor & Ogunlana (2008) and Egbu (2004) identified critical Success factors 
in KM initiatives; evaluation of KM processes and results, friendly system to exchange and re-use 
knowledge, willingness to share knowledge, define objectives and rules, creation on KM 
department, rewards Strategy and top management support and involvement. Participants were 
asked to agree or disagree with the CSFs. 


There is a consensus of the involvement by upper management on the initiation and 
implementation of KM systems. Interestingly the second most valued CSF is the evaluation of KM 
processes and results. Some argued strongly that a reward strategy is necessary for the employees to 
contribute to the system, while on the other hand, some argued that people would not be motivated 
by rewarding schemes. The creation of KM department was supported by 70% of respondents. This 
question was also asked separately, to investigate the perception of employees on the creation of a 
department, and the results were verified in both questions (70% in favour and 30% not required). 


Already mentioned in capturing and sharing knowledge the respondents were asked to express 
their opinion on the usefulness of IT and non-IT tools. Seventy per cent (70%) of respondents 
agreed that the company should focus on IT tools and 30% on hard tools ie project reviews and 
document management systems. It is apparent from the responses that there are two schools of 
thought in the project team. The managerial positions of the project team are not in favour of 
intranet and they prefer hard tools in capturing and communicating knowledge. On the other hand, 
younger engineers believe that an intranet would support them in performing their daily tasks 
instead of a meeting for a project review or a post project review. 


Figure 1: CSFs in KM initiatives 
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The above is an indication that communications within the organisation are not favoured. 
Employees do not share their experiences and knowledge sharing is limited to the absolute 
minimum to perform the daily tasks and not used as strategic tool to enhance the performance of the 
organisation. Even though before the interview none was familiar with the concept, after the 
interview they realised that it is a promising concept and should be exploited further. 


The responses on capturing and sharing knowledge indicate that an intranet system is absent 
from the company. Most participants would value the availability of an intranet to support them on 
their daily activities. The non-IT tools like post project reviews and in-project reviews are not 
particularly favoured by the interviewees, especially by the younger engineers. Most believe that 
they will not be part of these processes and the information will not be transferred to lower 
management employees to be utilised. Most interviewees show a preference to IT tools as the mean 
of communicating and capturing knowledge. However, learning from other KM initiatives failures 
the non-IT tools should not be neglected. Knowledge management systems failed due to this 
imbalance on IT and non-IT tools, as people centred processes were neglected and the attention was 
primarily given on the development of information management systems by the IT departments. An 
intranet should be implemented and would support the transfer of explicit knowledge, however hard 
tools should be used to capture the tacit knowledge in manager’s heads and transform as much as 
possible in an explicit format. 


The culture of the organisation is the greatest barrier in initiating such a system. A change 
management plan should be initiated if the company attempts to establish such systems. The 
recommendations by Kululanga & McCaffer (2001) could be followed that a shared vision of the 
benefits should be established in employees in order to capture and share knowledge. Leadership 
should be committed in such systems and should enforce them as employees are likely to resist 
them. Lack of time is a common barrier and it is likely to be presented by upper management. 
Reward schemes could be established in order to motivate the engineers to contribute. An 
interviewee mentioned that a KM system is a long-term process and the rewards of such a system 
will not be revealed before 5 to 6 years. Most managers are eager to collect the rewards of their 
initiatives before the issue of the yearly balance sheet. Thus it imposes strain on the organisation as 
the results are not immediate. 


Even though the participants were all from the construction team they all agreed that the 
department with more chances of success and easier to be implemented is the ‘tendering’ team. It is 
a small team consisting of ten engineers and managers and it easier to be controlled. In addition, the 
benefits is more likely to be realised sooner as the time to call for tenders can be reduced from 
building knowledge bases as well as making the tenders more accurate. However, the company 
would benefit most by also implementing a KM system for the construction team as it is the only 
direct source of profit for the organisation. 


The above initiative should be supported by top management commitment. Upper management 
should not only support it by funding but should participate actively in the implementation (Al 
Ghassani et al. (2004), Anumba et al., (2005). The encouraging willingness between employees to 
share knowledge as they believe that the law of increasing returns provides the foundations on 
building in organisational learning. 


CONCLUSIONS 


Given the recent push towards sustainability, construction industry can immensely benefit from 
following a recognised KM program. Construction industry, in general, suffers from a poor image in 
relation to sustainable efforts. KM and the use of organisational memories can help the industry to 
change its image and boost its performance. 
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Abstract—Purpose—The purpose of this paper is to explore the impact of role satisfaction on TM. 


Design/methodology/approach—Questionnaires were used for data. A number of Middle and Senior level executives were 
selected at random from Indian organizations from different cities. 


Findings—Achievement, influence and affiliation motives were found to significantly predict TM. 


Practical implications—This paper provides greater insights to HR practitioners on how to attract, acquire, and retain talent 
by upgrading role satisfaction factors. 


Originality/value-The paper consists of Indian organizational aspects and motivates to enrich Talent Management 
through role satisfaction. 
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INTRODUCTION 


McKinsey & Company were the first ones who referred the term Talent Management (TM) in their 
report in the late 1990’s (Michaels et a/., 2001). Since there’s a lot of competition in the market as 
well as the unavailability of trained and talented people has further added to the problem of 
retention of capable people which has become the major concern for the organizations nowadays 
(Fegley, 2006). A study in India across various business sectors discovered that around 30-45% of 
the employee turnover takes place in business process outsourcing and information technology 
sectors on an annual basis (Bhatnagar, 2007). Furthermore, a survey in U.S. explored that almost 
75% of the respondents consider TM being amongst the top serious HR concerns (Sandler, 2006). 
Thus, this necessitates the existence of effective TM. CIPD (2006) defined TM as “an orderly 
attraction, recognition, escalation, retention of those individuals who have elevated potential and 
are of particular value to the firm”. It has seven dimensions namely creativity, team building, 
entrepreneurship, leadership, learning ability, performance measurement and _ inspirational 
capabilities. McKenna (2000) described creativity as a procedure that allows an individual to have 
an out-of-box thinking. Team-building makes use of highly interactive group actions to boost faith 
and frankness among group members (Robbins, 1998). According to Academy of Management 
entrepreneurship is “the creation and management of new businesses, small businesses, and family 
businesses” (Coulter, 2003). Leadership is an ability to influence a group of people by personal 
attributes and behaviors (Tripathi, 2005). Robbins (1998) defined learning as an everlasting change 
in activities that happens as a consequence of experience. Performance measurements help in letting 
know the people how had they performed and how they will be benefitted by it (Brumback, 2003). 
Engen (2005) found that inspiration is a practice that puts together emotional, behavioral, 
intellectual, and sensory abilities to facilitate individuals to act in new and useful ways. 


There are many different factors which help in managing talent in the organization like 
employer branding (Mandhanya & Shah, 2010), empowerment (Schiller, 2011), work-life balance 
(Srinivasan, 2011), intrinsic rewards such as pride in organization, manager support and 
performance management practices (Tymon Jr. et al., 2010). However, TM has been linked to a 
number of variables and researched in many countries but hardly relationship with role satisfaction 
has been investigated in India. TM also depends on the culture prevailing in the country. 
Accordingly, we assume that this culture that exists in India, might also affect TM and the TM 
drivers that were recognized in other countries may be different for a country like India. Therefore, 
there is sufficient inspiration to bring the study of TM relationship with role satisfaction in 
our country. 
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REVIEW OF LITERATURE 


Role satisfaction is satisfying one’s requirements in his or her job in the firm (Krishnaveni and 
Ramkumar, 2006). This paper utilizes the concept of role satisfaction as given by Pareek and 
Purohit (2009), where they had conceptualized role satisfaction under five dimensions of human 
needs as achievement, influence, control, extension and affiliation. Achievement is characterized by 
concern for excellence, on the basis of certain benchmarks set by him or her. Influence is making an 
impact on others. Control is to deliberately keep a check on others and take remedial action as per 
the requirement. Extension is considered to be a force to be helpful to others. Affiliation is to set up 
good relations and convey your feelings to others. Everyone has above mentioned needs whether 
high or low depending on individuals. They try to satisfy these needs in their roles or tasks within 
the organizations. The roles turn out to be more satisfactory as and when the opportunity to satisfy 
the above mentioned needs increases. So, it can be said that role satisfaction gets even better with 
fulfillment of these needs in one’s role in an organization. 


A study on human needs was performed and it was discovered that achievement, affiliation and 
control needs or motives were significantly and positively related to creativity in those organizations 
where creativity is a behavioral norm (Koberg and Chusmir, 1987). Street and Bishop (1991) 
explored that employees who were high on control motive were behind the remarkable creativity in 
the organizations. Conversely, O’Reilly et al. (1991) cited that one of the individual needs i.e. 
control need or motive was found to be significantly related to creativity. A Mukherjee Sentence 
Completion Test (SCT) was used in a study in India and explored that successful entrepreneurs have 
high achievement principles (Pandey and Tewary, 1979). Furthermore, Mathieu (1990) cited that 
individuals high on achievement motive prefer leadership so that they can elucidate pathway to 
success and get their finest hard work converted into performance. In addition, people high on 
achievement motive were reported to have interest in their personal work and not interested in 
persuading others to work well (Verma et a/., 2011). Hence, based on the arguments and previous 
literature review we hypothesize: 


H,. Role satisfaction will be positively related to and predict TM. 
METHODOLOGY 


THE SAMPLE 


The samples for the present study consisted of 333 employees from selected organizations in India. 
The sample had 280 males (84.08 per cent) and 53 females (15.92 per cent). The age varied between 
22 years to 60 years (Mean = 36.08, SD = 9.95). The sample had following educational levels: 
undergraduates 200 (60.06 per cent) and postgraduates 133 (39.94 per cent). Of the samples 42.94 per 
cent were managers while the rest 57.06 per cent were non-managers. The samples had the following 
work experience: below five years (30.03 per cent), in between five to ten years (20.12 per cent), and 
more than ten years (49.85 per cent). 


MEASURES 

Standardized scales were used for data collection. Only those survey questions were chosen that 
were relevant to the purpose of the study to collect data on role satisfaction and TM parameters. 
TM was measured using the 55-item TM Scale developed by Tayal and Rangnekar (2009). The 
scale consists of seven dimensions. The employees responded on a 5-point Likert scale (1 means 
strongly disagree, 5 means strongly agree). The sum of scores of all the items is the TM score. 
Therefore, the scale has illustrated high consistency (Cronbach’s alpha = 0.928). 


Role satisfaction was measured by adapting the 25-item Motivational Analysis of 
Organizations-Role (MAO-R) Scale developed by Pareek and Purohit (2009). The scale consists of 5 
subscales. Here, also employees answered on a 5-point Likert scale (1 means no opportunity, 5 
means great deal of opportunity). The sum of all the 25 items is respondent’s role satisfaction score. 
The co-efficient of reliability for this scale was found to be 0.920 which was also very high. 
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DATA ANALYSIS AND RESULTS 

SPSS 17.0 was used for data analysis. Initially, normality test was applied on the data and it 
appeared to be normally distributed. Later on, standard deviations as well as means were calculated 
as shown in Table 1. The mean and standard deviation of role satisfaction was (M 89.35, SD 16.10). 
The descriptive score of TM was (M 422.8, SD 47.34). Further, to test the hypotheses correlation 
was performed. Table I shows that role satisfaction was found to correlate positively and 
significantly with TM. The co-efficient of correlation between role satisfaction and TM was 0.485. 
All the factors of role satisfaction were found to have significant correlation with TM and its 
dimensions. Thus, it has been observed that on performing correlation analysis significant inter- 
relationships between role satisfaction and TM were found. As a result the hypothesis H1 was 
accepted to some extent here. Hence, in order to completely accept the hypotheses, predictive 
relationship between the above mentioned variables have to be diagnosed first. 


Further, regression analysis was performed to find the determining ability of role satisfaction 
towards TM as depicted in Table 2. It has been found that role satisfaction caused significant 
variance in TM (R’= 26.1 per cent). The determining capability of role satisfaction turn out to be 
worth mentioning towards TM (f = 0.189). This too supported H1 that role satisfaction determines 
TM. Out of the five dimensions of role satisfaction, achievement had significant prediction towards 
creativity (8 =0.183), influence had significant prediction towards creativity (Bf =.089), 
entrepreneurship (§ =.179), learning ability (8 =.164) and performance measurement (f =.076) 
whereas affiliation had significant prediction towards creativity (B = 0.131), team building (6 =. 160), 
leadership (B =.140), learning ability (6 =.146), performance measurement (f$ =.158) and 
inspirational capabilities (6 =.174). Hence according to the results, role satisfaction and its 
constituting factors namely “Achievement”, “Influence” and “Affiliation” were found to be the 
significant predictors of TM in Indian organizations. 


DISCUSSION 


Numerous researches have concentrated on the issue of TM and accordingly this study has 
attempted to correlate role satisfaction dimensions with TM by providing empirical confirmation. 
The model of the study supported the assumption that role satisfaction, which is characterized by, 
achievement, influence, control, affiliation and extension, affects TM positively. As hypothesized, 
in an Indian context role satisfaction was found to be an important determinant of TM. These 
results corroborate the findings of Wallach (1983) and Koberg and Chusmir (1987) who indicated 
that individuals high on achievement motive are considered to enhance creativity and innovation in 
their organizations. Also, the results obtained in the present study were in congruence with the 
theory given by Srivastava (2008) who advocated that when education level goes high, more 
employees are readily available to help others and few are left to get helped in the organizations. 
However, in this study approximately 60 per cent of the employees had low education level which 
implies that fewer employees were available to make an impact on others and more were available 
to get influenced in the organization. This, it can be said that influence contribute towards creativity 
in the present sample of Indian organizations. 


Moving ahead, Amabile (1983, 1996) discovered that affiliation need or motive has a positive 
impact on employee’s creativity. Here, results are according to Sangar and Rangnekar (2012) who 
asserted that the affiliation need positively relates to team building which means that the employees 
believe in setting up personal associations with other teammates. This ensures that outlook of other 
teammates will also be considered while taking decisions. Moreover, it was observed that 
individuals who have high influence motive have an entrepreneurial behavior (Markman et ai., 
2005). Again, affiliation was also found to significantly predict leadership. This is in accordance 
with the past literature which says that individuals high on affiliation motive were more contented 
with leadership behaviors (Mathieu, 1990). Similarly, achievement, influence and affiliation motives 
were also found to significantly predict learning ability, performance measurement and inspirational 
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capabilities. Hence it may be concluded here that role satisfaction could be a basis for superior TM 
in Indian organizations. Therefore, role satisfaction seems to remarkably uplift TM. 


Table 1: Means, Standard Deviations and Inter-Correlations of Study Variables 


Mean] SD| 1 | 2 | 3 | 4|5 | 6/7 4} 8 | 9 | 10 | 11 | 12 | 13 [14 
1 Achievement 17.99|4.82 {1 

2 Influence 17.4713.49 |.634° [1 

3 Control 16.66 [4.36 |.390° |.566" [1 

4 Extension 18.34|3.95 [397 |.569 |.506 [1 

5 Affiliation 18.86 3.65 |.495 |.721 |.547 |.654 [1 

6 Creativity 20.113.01 |.368 |.462 |.354 |.325 446 [1 

7 Team Building 20.57 2.78 |.256 |.319 |.288 |.299° |.435 |.662 {1 

8 Entrepreneurship 19.48 [2.82 |.253°|.354 |.239° |.230 314 1.594 |.600 [1 

9 Leadership 20.51|3.01 |.248°|.339"|.284°|.275 |.375 |.643 |.686 |.687 [1 

10 Learning Ability 20.40 2.77 |.244° |.328°|.203 |.203 |.336 |.641 |.640 |.596 |.604 [1 

11 Performance Measurement|20.26|2.75 |.282 |.396 |.204 |.223 |.357 |.547 |.479 |.486 |.471 |.607 [1 

12 Inspirational Capabilities |20.82|2.76 |.237 |.310 |.233 |.251 |.358 |.595 |.651 [605 |.625 |.645 |.543 [I 

13 Role Satisfaction 89.35 |16.10|.753 |.864 |.759 |.774 |.841 |.488 |.396 |.345 |.378 |.326 |.362 |.345 {1 

12 Talent Management 422.8 |47.34|.342 |.452 |.337 340 |.481 |.815 |.813 |.784 |.827 |.815 |.697 |.780 |.485 |1 


Note: **correlation is significant at.01 level (2-tailed), *correlation is significant at the 0.05 level (2-tailed). 


Table 2: Regression Analysis with role Satisfaction Factors as Independent Variables and 
TM and its Dimensions as Dependent Variable. 


Dependent Variable Independent Variable | R-Square | Adjusted R-Square Standardized 

Beta value (B) 
1. Creativity 253 241 a).183** 
b).089** 
e).131** 
2. Team Building a) Achievement 195 .183 e).160** 
3. Entrepreneurship b) Influence 134 121 b).179** 
4. Leadership c) Control 156 143 e).140** 
5. Learning Ability d) Extension .132 119 b).164** 
e).146** 
6. Performance Measurement e) Affiliation 173 .160 b).076** 
e). 158** 
7. Inspirational Capabilities 136 123 e).174** 
8. TM 261 248 .189** 

Note: **p-value is significant at.O1level, *p-value is significant at.05level 
CONCLUSION 


In the light of discussion, it can be said that role satisfaction has an important affect on TM in 
Indian organizations. Particularly achievement, influence and affiliation motives had highly 
contributed in the direction of TM. In sum, it can be concluded that organizations can utilize these 
findings and follow the same to pull off maximum gains in the form of TM at organizational level. 
Challenging tasks should be given along with immediate feedback on their performance and if 
possible bestow with rewards to increase TM. In addition, employees should be given more 
independence in doing their work more effectively in order to reach their personal goals and hence 
will ultimately result in organizational success. 


LIMITATIONS AND SCOPE FOR FUTURE RESEARCH 


This study considered only the Indian organizations. The study is restricted to respondents from few 
firms so these results cannot be applied to all the firms in India. So, in order to generalize these 
results the sample size can be enlarged in the upcoming studies. Further, the study considered only 
few dimensions of role satisfaction as determinants of TM. The study made significant contributions 
and added a lot to the past literature on role satisfaction and TM. The same study in other countries 
can also be carried out so as to discover something new about the studied variables and 
their associations. 
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Abstract—Effective leadership is well thought-out to be a fundamental factor in the achievement of an organization. 
Organizational Citizenship Behavior is considered to be a discretionary behavior, which do not form a part of job 
description and it is performed by employees on their own choice and Organizational Fairness is an idea that action or 
decisions are morally right, which may be defined according to the ethics, religion, fairness, equity, or law. The main 
objective of the study was to find out the impact of Leadership behavior on Organizational Citizenship Behavior and to 
extract the major determinants leading to organizational fairness. The data was gathered through a well structured 
questionnaire and non parametric tests were used to test the significance of the results. Exploratory factor analysis was used 
to extract the factors relating to the organizational fairness. It was found that the employees exhibited a decent citizenship 
behavior and perceived positively towards organizational fairness. Further it was found that the leadership behavior had a 
significant impact on the organization citizenship behavior in some respects and did not have an impact on the other. 


Keywords: Citizenship Behavior, Fairness, Leadership, Organization 


INTRODUCTION 


Today’s competitive and challenging organizations are weeping out for decent and effective 
leadership that help others, invests in their improvement, and fulfills a shared vision. In this 
sense, servant leadership comes to surfaces the most crucial concept to play a significant role in 
guiding employee behavior and formulating organizational ethics that support organizational 
integrity, organizational citizenship and performance (Cemal Zehir, 2013). Organizational 
Citizenship Behavior (OCB) leads to an enhanced performance of organization. Group performance 
is improved by aggregate citizenship behavior as it helps people to work together. Employees who 
work together need not have to go to their supervisors for help, and this helps the supervisors in 
engaging in work that are more important for an organization. OCB would also help coordinate 
activities among team members and across groups (B. Madhu, 2005). Employees who are involved 
in Organizational Citizenship Behaviors (OCB) and do work without considering their schedules 
are necessary for every firm in order to remain competitive. So behaviors regarding OCB can be the 
competitive advantage for firms in the present era (Muhammad Ehsan Malik, 2012). Every 
institution handles the relationship between leader and followers which play a vital role in 
understanding of human character and ought to be facilitated. Contemporary Leaders are those who 
see people only as units of production in making their profit and loss statement. While servant 
leadership are focused in meeting the needs of followers, as this makes them work to their 
optimal level and helps in achieving the goals and objective of the organization (Cemal Zehiria, 
2013). Positive relationship among groups at workplace enhances the positive organizational 
citizenship behavior (OCB) among the employees. Employees with high degree of OCB are more 
committed towards the functioning of the organization. Superior must be aware of the present OCB 
present in the work area and how it promotes subordinates’ organizational citizenship behavior. 
Leadership style with inappropriate ideas can trigger negative consequences, which can further lead 
to misunderstanding, and in turn decreases the OCB among subordinates. The inequality might 
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precipitate an unending and potentially disruptive vicious cycle that many organizational leaders 
would try to avoid and therefore there is a drive needed to address these styles and consider the 
consequences more seriously (Kim Lian Lee, 2009). 


REVIEW OF LITERATURE 


(Deluga, 1994) employed social exchange and equity presumption to investigate the connection 
among supervisor trust building activity, leader-member exchange (LMX) quality, and subordinate 
organizational citizenship behaviours (OCB). They could not find a positive relationship among 
fairness and LMX quality. But they found a positive relationship among LMX quality to 
subordinate OCB. (Podsakoff P. M., 1990) found a indirect effect of transformational leader 
behaviors on citizenship behaviors. The results were found not to be wholly attributable to the 
effects of common method biases. (Wang, 2005) showed that leader-member exchange were fully 
mediated among transformational leadership, task performance and organizational citizenship 
behaviors. (Ehrhart, 2004) investigated and hypothesized partially mediate relationship between 
leadership behavior (servant-leadership) and unit-level OCB. They found that there is some 
association between servant-leadership and procedural justice climate with unit-level OCB. 
(Vanyperen, 1999) found that if employees are made to participate in taking the decision it creates a 
sense of supervisory support to them, which will make them reciprocate by exhibiting OCB. 
(Moorman R. H., 1998) suggested that procedural justice was an antecedent to perceived 
organizational support, which in turn fully mediated its relationship to three of the four OCB 
dimensions. (H.Moorma, 1991) examined the relationship among perceptions of fairness and OCB. 
Perceptions towards distributive justice which failed to influence the dimension of citizenship. 
(Moorman R. H., 1993) indicated the support among procedural justice and commitment, 
satisfaction, and OCB. There was no individual relationships between commitment and OCB or 
between satisfaction and OCB were found once the relationships between justice and citizenship 
were controlled. (Schappe, 1998) found that organizational commitment accounted for a unique 
amount of variance in OCB. (Organ, 1993) proposed that the concept of fairness, provided a high- 
leverage construct for understanding the fusion of self-interest and self-denial. (Tepper, 2003) found 
support for the mediation framework as well as for the prediction that individuals' OCB role 
definitions (that is, the extent to which they define OCB as extrarole) moderated the relationships 
between justice perceptions and OCB performance. 


The above review can be summarized as follows: 


Padiive relationship: | Deluga(1994). Niehoff & Moorman(1993). 

| —~s] Wang. Law, Hackett. Wang. & Chen(2005). 
Ehrhart(2004), Nguni, Sleegers, & 
Denessen(2006) 


Leadership Behavior 


and Organizational 


Citizenship Behavior 
~ —_ Negative relationship 


No Study 


No relationship 
Ehrhart(2004). Moorman. Blakely. & 
Niehoff(1998), Moorman, Niehoff, & 
Organ(1993), Cohen-Charash & 
Spector(2001). Organ & Moorman(1993). 
Tepper & Taylor(2003), Konovsky & 
W.Organ(1996). Tansky (1993), Skarlicki & 
Latham(1997). Nadiri & Tanova(2010) 


Negative relationship aoe ; 
No Study 


Positive relationship 


Organizational 


Fairness and 


Organizational 


Citizenship Behavior 


|___—} Schappe(1998). Coyle-Shapiro(2002) 


No relationship 


Fig. 1 
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RESEARCH GAP 


From the literature review we find a number of studies trying to understand the impact of leadership 
on the organizational citizenship behavior and organizational fairness on the organizational 
citizenship behavior. Researchers have found positive relationships in both the organizational 
citizenship behavior and organizational fairness. But there is no study available which tries to study 
the impact of leadership behavior on organizational citizenship behavior and organizational 
fairness- positive or negative. The present study tries to understand the influence of the leadership 
behavior on the organizational citizenship behavior and organizational fairness. 


Hypothesis framed for the study 


Ho, There is no significant association between the leadership environment and the perception that 
the procedure in the organization are designed to provide opportunities to appeal and challenge decision. 

Ho, There is no significant association between the leadership environment and the perception that 
the procedures in the organization are designed to have all sides affected by the decision represented. 

Ho; There is no significant association between the leadership environment and the perception that 
no extra breaks are needed between works. 

Ho, There is no significant association between the leadership environment and the obedience 
towards company rules and regulations even when no one was watching. 

Ho; There is no significant association between the leadership environment and the perception that 
steps are taken to prevent problems with other workers. 

Ho. There is no significant association between the leadership environment and the perception that 
the supervisor will reward for good works. 

Ho, There is no significant association between the leadership environment and the perception that 
there is impact of one’s actions on his coworkers. 

OBJECTIVE OF THE STUDY 


To study the impact of Leadership behavior on Organizational Citizenship Behavior and to extract 
the major determinants leading to organizational fairness. 


RESEARCH METHODOLOGY 


The study used the survey method to approach the respondents through a pre-tested and well 
structured questionnaire. The framework was developed using the variables identified during 
literature review. It consisted of structured closed ended questions. The populations consisted of 
HZL and secure meter employees. A total of 120 questionnaires were distributed among the 
respondents and only 92 questionnaires were completely filled and used for the study. All items use 
a 5-point Likert scale, with 5 = strongly agree and 1 = strongly disagree. There werev7 items 
identifying leadership behavior and 7 items measuring the OCB. Tests were carried out to identify 
the effect of leadership behavior on OCB. Descriptive like mean and Standard deviation were 
calculated for all the variables relating to leadership and OCB. 14 items were identified to measure 
organizational fairness. Explorating factor analysis was used in order to extract the factors depicting 
organizational fairness. F-test ANNOVA was used to understand the impact of leadership behavior 
on each of the variables relating to OCB. 


DATA ANALYSIS AND INTERPRETATION 


Of the 92 respondents most of the respondents were male (59.8%) within the age group of 30-37 
years (31.5%). Most of them are post graduate (33.7%) and most of them were from middle and 
senior level management (39.1%). Most of them have a job experience of 5-10 years (28.3%) and 
they are at their tenure and current role for the period of 1-3 years (41.3%). 
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Table 1: Demographic Profile 


Frequency Percent 
Gender Male 55 59.8 
Female 37 40.2 
Total 92 100.0 
Age 22-29 years 14 15.2 
30-37 years 29 31.5 
38-45 years 25 27.2 
46-53 years 6 6.5 
54-61 years 9 9.8 
62 years and above 9 9.8 
Total 92 100.0 
Educational Qualification Graduation 10 10.9 
Post graduation 31 33.7 
Doctorate 25 27.2 
Post doctorate 26 28.3 
Total 92 100.0 
Your role in organization Professional executive 20 21.7 
Middle management 36 39.1 
Senior management 36 39.1 
Total 92 100.0 
Total Job experience Less than 5 years 20 21.7 
5-10 years 26 28.3 
11-16 years 21 22.8 
17-22 years 16 17.4 
More than 22 years 9 9.8 
Total 92 100.0 
Tenure in current role Less than | year 15 16.3 
1-3 years 38 41.3 
4-6 years 26 28.3 
More than 6 years 13 14.1 
Total 92 100.0 


IMPACT OF LEADERSHIP BEHAVIOR ON ORGANIZATIONAL CITIZENSHIP 
BEHAVIOR 
A: There is no significant association between the leadership environment and the perception that 


the procedure in the organization are designed to provide opportunities to appeal and challenge 
decision. 


Table 2 
Sum of DF Mean F Sig. 
Squares Square 
Supervisor instills pride and respect in others and|Between Groups| 2.759 4 .690 858 493 
inspires me by being highly competent [Within Groups | 69.969 87 804 
(Total 72.728 91 
Supervisor fosters trust and involvement among team|Between Groups | _ 2.214 4 554 414 .798 
Imembers [Within Groups {116.394 87 1.338 
(Total 118.609 91 
Supervisor encourages and support individuals foryBetween Groups| 8.043 4 2.011 2.335 .062 
their overall development [Within Groups | 74.913 87 861 
(Total 82.957 91 
Attend meetings that are not mandatory but areBetween Groups | 3.433 4 858 1.430 231 
considered important [Within Groups | 52.219 87 .600 
Total 55.652 91 
[Keep abreast of changes in the organization [Between Groups | 7.180 4 1.795 1.822 .132 
[Within Groups | 85.722 87 985 
Total 92.902 91 
Always ready to lend a helping hand to those aroundBetween Groups | _ 2.343 4 586 1.190 321 
ime [Within Groups | 42.820 87 492 
(Total 45.163 91 


Table 2: (contd.)... 
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... fable 2: (contd.) 


|Willingly help others who have work related|Between Groups| 1.477 4 369 422 .792 
Iproblems [Within Groups | 76.131 87 875 
(Total 77.609 91 


The null hypothesis was accepted in all the cases indicating no significant association between 
the leadership environment and the perception that the procedure in the organization are designed 
to provide opportunities to appeal and challenge decision. 


A: There is no significant association between the leadership environment and the perception 
that the procedures in the organization are designed to have all sides affected by the decisions 


represented. 


Table 3 
Sum of Squares; _DF Mean Square) F | Sig. 

Supervisor instills pride and respect in others|Between Groups 11.723 4 2.931 4.180 | .004 
land inspires me by being highly competent [Within Groups 61.005 87 701 

(Total 72.728 91 
Supervisor fosters trust and involvementBetween Groups 6.344 4 1.586 1.229 | .304 
lamong team members [Within Groups 112.265 87 1.290 

(Total 118.609 91 
Supervisor encourages and support individualsBetween Groups 5.562 4 1.391 1.563 | .191 
for their overall development [Within Groups 77.394 87 890 

(Total 82.957 91 
[Attend meetings that are not mandatory butBetween Groups 4.463 4 1.116 1.896 | .118 
lare considered important [Within Groups 51.189 87 588 

(Total 55.652 91 
[Keep abreast of changes in the organization |Between Groups 6.632 4 1.658 1.672 | .164 

[Within Groups 86.270 87 .992 

Total 92.902 91 
[Always ready to lend a helping hand to thoseBetween Groups 1.688 4 422 .844 | 501 
laround me [Within Groups 43.475 87 00 

[Total 45.163 91 
Willingly help others who have work related/Between Groups 4.290 4 1.073 1.273 | .287 
Iproblems [Within Groups 73.318 87 843 

(Total 77.609 91 


The null hypothesis accepted in all the cases except in one case indicating that the leadership 
behavior insists a sense of pride and respect in others and also inspires by being highly competent. 
In all the other cases there was no significant influence. 


3: There is no significant association between the leadership environment and the perception 


that no extra breaks are needed between works. 


Table 4 
Sum of Squares; _DF Mean Square| F | Sig. 
Supervisor instills pride and respect in others, Between Groups 5.431 4 1.358 1.755 | .145 
and inspires me by being highly competent Within Groups 67.297 87 774 
Total 72.728 91 
Supervisor fosters trust and involvement] Between Groups 19.780 4 4.945 4.353 | .003 
among team members Within Groups 98.828 87 1.136 
Total 118.609 91 
Supervisor encourages and support) Between Groups 1.738 4 434 465 | .761 
individuals for their overall development Within Groups 81.219 87 934 
Total 82.957 91 
Attend meetings that are not mandatory but) Between Groups 2.635 4 659 1.081 | .371 
are considered important Within Groups 53.017 87 .609 
Total 55.652 91 
Keep abreast of changes in the organization | Between Groups 3.360 4 840 816] 518 
Within Groups 89.542 87 1.029 
Total 92.902 91 


Table 4: (contd.)... 
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... fable 4: (contd.) 


Always ready to lend a helping hand to those| Between Groups 6.465 4 1.616 3.634 | .009 
around me Within Groups 38.698 87 445 

Total 45.163 91 
Willingly help others who have work related] Between Groups 10.095 4 2.524 3.252 | .016 
problems Within Groups 67.514 87 .776 

Total 77.609 91 


The null hypothesis was rejected in case of supervisors fostering trust, involvement and co- 
operation among team members, lend a helping hand to those around and willingness to help others 
who have work related problems implying a significant association. In all other cases the null 
hypothesis was accepted indicating a significant association between the leadership environment 
and the perception that no extra breaks are needed between works. 


Ho, There is no significant association between the leadership environment and the perception 


towards obedience company rules and regulations even when no one was watching. 


Table 5 
Sum of Squares; Df Mean Square} F | Sig. 
Supervisor instills pride and respect in others] Between Groups 6.250 4 1.562 2.045 | .095 
and inspires me by being highly competent Within Groups 66.478 87 .764 
Total 72.728 91 
Supervisor fosters trust and involvement] Between Groups 2.820 4 -705 530 |.714 
among team members Within Groups 115.789 87 1.331 
Total 118.609 91 
Supervisor encourages and support} Between Groups 6.756 4 1.689 1.928 | .113 
individuals for their overall development Within Groups 76.201 87 .876 
Total 82.957 91 
Attend meetings that are not mandatory but; Between Groups 2.657 4 .664 1.091 | .366 
are considered important Within Groups 52.995 87 609 
Total 55.652 91 
Keep abreast of changes in the organization | Between Groups 11.522 4 2.881 3.079 | .020 
Within Groups 81.380 87 935 
Total 92.902 91 
Always ready to lend a helping hand to those| Between Groups 3.578 4 .894 1.871 | .123 
around me Within Groups 41.585 87 478 
Total 45.163 91 
Willingly help others who have work related] Between Groups 4.160 4 1.040 1.232 | .303 
problems Within Groups 73.449 87 .844 
Total 77.609 91 


The null hypothesis was rejected in case of keeping abreast of the changes in the 
organization implying a significant association. In all other cases the null hypothesis was accepted 
indicating no significant association between the leadership environment and the perception 
towards the obedience company rules and regulations even when no one was watching. 


Ms: There is no significant association between the leadership environment and the perception 


that steps were taken to prevent problems with other workers. 


Table 6 
Sum of Squares; DF [Mean Square] F Sig. 
Supervisor instills pride and respect in others | Between Groups 2.759 4 .690 858 | .493 
and inspires me by being highly competent Within Groups 69.969 87 .804 
Total 72.728 91 
Supervisor fosters trust and involvement Between Groups 2.214 4 554 414} .798 
among team members Within Groups 116.394 87 1.338 
Total 118.609 91 
Supervisor encourages and support Between Groups 8.043 4 2.011 2.335 | .062 
individuals for their overall development Within Groups 74.913 87 861 
Total 82.957 91 


Table 6: (contd.)... 
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... fable 6: (contd.) 


Attend meetings that are not mandatory but | Between Groups 3.433 4 858 1.430} .231 
are considered important Within Groups 52.219 87 .600 
Total 55.652 91 
Keep abreast of changes in the organization | Between Groups 7.180 4 1.795 1.822} .132 
Within Groups 85.722 87 985 
Total 92.902 91 
Always ready to lend a helping hand to those | Between Groups 2.343 4 586 1.190} .321 
around me Within Groups 42.820 87 492 
Total 45.163 91 
Willingly help others who have work related | Between Groups 1.477 4 369 422 | .792 
problems Within Groups 76.131 87 875 
Total 77.609 91 


Here the null hypothesis was accepted in all the cases indicating no significant association 
between the leadership environment and the perception that steps were taken to prevent problems 


with other workers. 


Ms: There is no significant association between the leadership environment and the perception 
that the supervisor would reward for good work. 


Table 7 
Sum of Squares} DF |Mean Square| F | Sig. 

Supervisor instills pride and respect in others, Between Groups 11.744 4 2.936 4.189] .004 
and inspires me by being highly competent Within Groups 60.984 87 701 

Total 72.728 91 
Supervisor fosters trust and involvement] Between Groups 3.392 4 .848 .640) .635 
among team members Within Groups 115.217 87 1.324 

Total 118.609 91 
Supervisor encourages and support) Between Groups 14.109 4 3.527 4.457| .003 
individuals for their overall development Within Groups 68.847 87 791 

Total 82.957 91 
Attend meetings that are not mandatory but; Between Groups 1.722 4 430 .694) .598 
are considered important Within Groups 53.930 87 .620 

Total 55.652 91 
Keep abreast of changes in the organization | Between Groups 7.184 4 1.796 1.823] .132 

Within Groups 85.718 87 985 

Total 92.902 91 
Always ready to lend a helping hand to those| Between Groups 2.833 4 .708 1.455] .223 
around me Within Groups 42.330 87 487 

Total 45.163 91 
Willingly help others who have work related] Between Groups 8.575 4 2.144 2.702| .036 
problems Within Groups 69.034 87 793 

Total 77.609 91 


The null hypothesis was rejected in case of supervisor instilling pride and respect in others and 
inspires by being highly competent, supervisor treating staff as individuals, supports and encourages 
their development and willingly helps others who have work related problems implying a significant 
association. In all other cases the null hypothesis was accepted indicating no significant association 
between the leadership environment and the perception that the supervisor would reward for 
good works. 


7: There is no significant association between the leadership environment and the perception 
that there is impact of one’s actions on his coworkers. 


The null hypothesis was rejected in case ofkeeping abreast of changes in the 
organization implying a significant association. In all other cases the null hypothesis was accepted 
indicating no significant association between the leadership environment and the perception that the 
supervisor would reward for good works. 
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Table 8 
Sum of Squares DF __|Mean Square| F | Sig. 
Supervisor instills pride and respect in| Between Groups 3.537 4 .884 1.112) .356 
others and inspires me by being highly Within Groups 69.192 87 795 
competent Total 72.728 91 
Supervisor fosters trust and involvement) Between Groups 4.585 4 1.146 .875 | .483 
among team members Within Groups 114.024 87 1.311 
Total 118.609 91 
Supervisor encourages and _ support} Between Groups 3.652 4 913 1.001 | .411 
individuals for their overall development | Within Groups 79.305 87 912 
Total 82.957 91 
Attend meetings that are not mandatory but| Between Groups 441 4 110 174} .951 
are considered important Within Groups 55.211 87 635 
Total 55.652 91 
Keep abreast of changes in _ the Between Groups 11.688 4 2.922 3.130] .019 
organization Within Groups 81.215 87 .934 
Total 92.902 91 
Always ready to lend a helping hand to| Between Groups 1.286 4 321 .637| .637 
those around me Within Groups 43.877 87 004 
Total 45.163 91 
Willingly help others who have work| Between Groups 7.892 4 1.973 2.462 | .051 
related problems Within Groups 69.716 87 801 
Total 77.609 91 


ORGANIZATIONAL FAIRNESS FACTOR ANALYSIS 
Factor identified to analyze the importance of organizational fairness 


Table 9 
Component Initial Eigen Values Extraction Sums of Squared Rotation Sums of Squared 
Loadings Loadings 
Total % of Cumulative| Total % of |Cumulative| Total %of  |Cumulative 
Variance % Variance % Variance % 
1 2.969 21.205 21.205 2.969 21.205 21.205 2.176 15.543 15.543 
2 1.776 12.687 33.892 1.776 12.687 33.892 1.927 13.768 29.311 
3 1.637 11.693 45.585 1.637 11.693 45.585 1.490 10.645 39.956 
4 1.255 8.965 54.550 1.255 8.965 54.550 1.472 10.517 50.473 
p) 1.142 8.159 62.709 1.142 8.159 62.709 1.423 10.166 60.639 
6 1.098 7.842 70.551 1.098 7.842 70.551 1.388 9.912 70.551 
L 859 6.133 76.684 
8 .692 4.946 81.629 
9 .616 4.401 86.030 
10 548 3.914 89.944 
11 456 3.255 93.200 
12 436 3.114 96.314 
13 337 2.406 98.720 
14 179 1.280 100.000 


Unlike various reasons for Organizational Fairness gives an idea that action or decision is 
morally right. But there are a number of factors which are important to be adopted as organizational 
fairness in an organization. All these reasons were taken in the form of variables and respondents 
who are working in an private organization were asked to give their response on a five point likert 
scale ranging from strongly disagree to strongly agree where 5 signifies strongly agree, 4 signifies 
agree, 3 signifies indifferent, 2 signifies disagree and 1 signified strongly disagree. Thereafter factor 
analysis was run in order to condense these variables. All these variables along with their 
description are shown in the Table 12 


Before the application of factor analysis the reliability of the scale items were tested by applying 
cronbach’s alpha. The value of all factors ranged between 0.71 to 0.81 indicating the presence of 
reliability of data. Further to test the sampling, Kaiser-Meyer-Oklin measure of sampling adequacy 
was computed which is found to be 0.642. It indicated that the sample was good enough for 
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sampling. Moreover the overall significance of correlation matrices was tested with Bartlett Test 
(approx. Chi-square = 292.409and significant at 0.000) at 91 degree of freedom which provided as 
well a support for the validity of data for factor analysis. 


The results of factor analysis over 14 factors showed that there were 6 key factors, which were 
determined by clubbing the similar variables & ignoring the rest, which were considered being most 
important factors for organizational fairness. Table 13 shows the respective percentage of variance 
of all these factors derived from factor analysis. 


Table 10: Shows the total variance explained by various factors 


Component Initial Eigen Values Extraction Sums of Squared Rotation Sums of Squared 
Loadings Loadings 
Total % of Cumulative} Total % of  |Cumulative| Total % of  |Cumulative| 
Variance % Variance % Variance % 

1 2.969 21.205 21.205 2.969 21.205 21.205 2.176 15.543 15.543 
2 1.776 12.687 33.892 1.776 12.687 33.892 1.927 13.768 29.311 
3 1.637 11.693 45.585 1.637 11.693 45.585 1.490 10.645 39.956 
4 1.255 8.965 54.550 1.255 8.965 54.550 1.472 10.517 50.473 
5 1.142 8.159 62.709 1.142 8.159 62.709 1.423 10.166 60.639 
6 1.098 7.842 70.551 1.098 7.842 70.551 1.388 9.912 70.551 
7 859 6.133 76.684 
8 692 4.946 81.629 
9 616 4.401 86.030 
10 548 3.914 89.944 
11 456 3.255 93.200 
12 436 3.114 96.314 
13 337 2.406 98.720 
14 179 1.280 100.000 


It is observed from table 13 that only 6 factors have eigen value more than one, so accordingly 
we proceeded with these factors. The total variance explained by these factors (1, 2, 3, 4, 5 and 6) 
was 15.543%, 13.768%, 10.645%, 10.517% and 9.912% of variance, whereas the cumulative 
variance explained by all these factors is 70.551 percent and rest of the variance was due to the 
factors which were beyond the scope of the study. 


Table 11 
Rotated Component Matrix 
1 2 3 4 5 6 
Vil -.061 .089 .078 747 -.051 .289 
v2 146 792 -.068 116 -.028 114 
V3 119 715 .007 -.190 372 .228 
v4 668 116 452 -.203 .094 184 
V5 794 042 101 .066 -.179 165 
V6 752 .024 -.191 .009 278 .032 
V7 563 417 -.204 245 .190 -.104 
V8 -.065 618 416 139 -.036 -.370 
v9 -.104 .078 825 112 -.079 -.049 
V10 291 -.349 564 155 .199 232 
Vil 228 -.030 .066 .199 -.247 684 
V12 022 272 -.024 -.138 453 688 
V13 112 .076 O11 147 .886 -.047 
v14 111 -.010 .103 -789 169 -.171 


Table 14 shows each statement corresponding to the highlighted factor loading which is 
correlated with the factors corresponding to that factor loading. Higher the factor loading, stronger 
is the correlation between the factors and statement. On the basis of rotated component matrix the 
factor extraction table has been prepared which is as under. 
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Table 12: Factor Extraction Table which is shows the Variables in each Factor with the 
Corresponding loading and Percentage of Variance. 


Factors Variance Loading 
F1 (Supervisor motivation) 
Supervisor commends when a job is done a better than average 15.543 0.668 
Supervisor gives encouragement and recognition to staff 0.794 
Supervisor fairly rewards for the amount of effort put forth 0.752 
Supervisor informs his/her boss and others when an outstanding work 0.563 
F2 (Supervisor communication) 
Supervisor always gives a positive feedback when performed well 13.768 0.089 
Supervisor communicates a clear and positive vision of the future 0.792 
Supervisor would quickly acknowledge an improvement in the quality of work 0.715 
Supervisor fairly rewards in view of the amount of experience had 0.618 
F3 (Kindness & consideration) 
Supervisor encourages thinking about problems in new ways and questions assumptions 10.645 0.825 
Supervisor treats with kindness and consideration 0.564 
F4 (Supervisor backup) 
Supervisor would do all that he/she could to help go as far as one 10.517 0.789 
would like to go in the organization if the work is consistently above average 
F5 (Supervisor concern) 
Supervisor shows concern for the rights as an employee 10.166 0.886 
F6 (Values and practices) 
Supervisor personally pays a compliment when an outstanding work is done 9.912 0.684 
Supervisor is clear about his/her values and practices what he/she preaches 0.688 


The above stated factors are in the order of degree of importance i.e. factor 1 is more important 
than factor 2; factor 2 is more important than factor 3 and so on. The factor 1 and 2 has 15.543, and 
13.768 of variance which is the highest variance as compared with factor 3, 4, 5, 6 where % of 
variance is 10.645, 10.517, 10.166 and 9.912. Hence it is found that supervisor motivation, 
supervisor communication, kindness and consideration, backup, supervisor concern, values and 
practices and the most important factors determining organizational fairness. 


FINDINGS AND CONCLUSIONS 


The study tried to analyze the leadership behavior on the performance of the organizational 
citizenship behavior and also the major determinants of organizational fairness. On an average the 
employees were willing to help others for work related matters and also take steps to prevent 
problem with other co-workers. The organizations also have set up procedures and designs steps to 
provide opportunities to appeal or challenge decisions. 
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Abstract—ZIs management really a thing which needs to be taught? Are mangers really made? What management is all 
about? With all these queries in the mind a small study has been done and to find out the various skills and talent which 

needs to be there in an individual to become a successful manager. People still feels that management is nothing but just a 

learning of various things. The perception of the individuals depends upon many factors such as the development of 
management skills, management is a continuous process, managers are born by birth, spiritual learning, skills required to 

develop a professional manager and there are many other several factors too. For the study the final sample size of 105 
respondents was taken which included the management people, professors and students of B-schools, businessman & service 
class people who have an idea of what management is all about. To test the hypothesis, frequency test and chi-square test 
was used for the analysis. The purpose of this study was to reveal whether management can be taught to an individual or it 
is a thing which an individual learns himself through experience and is the most important element required for a manager. 

The results revealed that there was no significant association between the demographic profile of the respondents and the 
main element of management, skills required for the manager & the frequencies and the perception of an individual towards 
the thought whether management could be taught or not ? 


INTRODUCTION 


According to Henri Fayol, "management is something in which an individual has to control the 
things through proper forecasting and must have a command over it. He gave this definition of 
management in his book "Industrial and General Administration". (Dean Elmuti) studied that 
whether the topic “management skills are communicable” and is still an ongoing debate among 
various researchers. This showed how management education and ways of teaching the same has 
been a part of brain storming and discussion in yester decades. Few literatures are there which are 
focusing on solutions for successful management education. Management does not only focus upon 
soft skills and hard skills, but also on many other skills which needs to be developed and groomed 
up in a manger. In order to sustain and to become a powerful, controllable manager one should be 
highly learnable, must have practical exposure so that he can easily handle the cross-cultural 
environment. As per the traditional education system entrepreneurs are taught management through 
the learning process and not through the practical exposure. This all has limited the skills and 
knowledge of an individual. Proper emphasis must be put on for educating entrepreneurship which 
includes all skills and learning. Every individual is different from others and so are their skills and 
abilities therefore change and creativity must be inculcated rather than the same phenomenon. 
Educational institutions will flourish only when they are using their students ability and talent in the 
right direction as well as their left-brain analytical skills. Studies have shown that management is 
not only limited to a particular learning process but also it’s a vast open sector where an individual 
is free to use his personalized skills. Many studies have discussed the impact of management in 
various fields and how it could be developed to a certain extent. And have also revealed that 
qualities and skills that modern managers must develop, especially in this time of globalization and 
rapid change in the business world are mainly related to human and conceptual skills. 
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REVIEW OF LITERATURE 


(Elmuti, 2004) examined how the learning process can be approached. It suggested that managers 
having soft skills must also have hard as well as analytical skills and must have international 
exposure and cross-cultural experience. (Colette Henry, 2005) in his study stated that although it is 
impossible to draw definitive conclusions, leaders can teach self-management courses with results 
similar to those achieved by professionals. (K, 1998) compared leadership and management and 
revealed that management can be taught, but leadership can’t be taught. The successes and failures 
were decided through on the job experiences. The quicker you get started on this journey the more 
time you will have the positive outcomes. The best is to empower people to start this journey of 
managers early and seriously in their careers. However more efficient managers were required who 
can manage people efficiently & effectively, (Kate R. Lorig, 2003) discussed the essentiality of self 
management tasks and skills. Tasks like medical, role, and emotional, skills such as problem 
solving, decision making, resource utilization, the formation of a patient—provider partnership, 
action planning, and self-tailoring are essential elements required by a entrepreneurship for 
managing. (M.Liedtka, 1998) studied the five elements which are essential for strategic thinking: it 
incorporated a systems perspective, it is intent-focused, involves thinking in time, is hypothesis- 
driven, and is intelligently opportunistic. All these elements created superior value, in hard to 
initiate ways that would make organizations more adaptable to change. Three different aspects of 
the process were found to incorporate the thinking into planning-repertoire-building, managing the 
strategic issues agenda, and programming. (Gibb, 1996) reviewed that business schools are taking 
more and more interest in teaching and research in the case of management and especially for 
entrepreneurship. He examined that in certain schools there is much more pressure and more focus 
is given upon this phenomena. He pressurized many schools to focus upon the relationship between 
small business and entrepreneurship as a basis for core programme and pedagogical design which 
would help an individual and organization as a whole for further growth and development. He 
reviewed some of the key issues of change that will help the business schools to move into this by 
making the students involvement with the community; teaching and research; and organization 
design (Thomas Bodenheimer 2002) studied that patients with chronic conditions has to take the 
decisions on the daily basis about how to self-manage their illnesses. He revealed that self- 
management education helps the patient in supporting them to live with the best possible quality of 
life along their chronic condition. With the traditional patient education an individual can use only 
information and technical skills but with self-management he can solve and manage the problem. 
Evidence suggested that (1) programs teaching self-management skills were more effective than 
information. (2) In some circumstances, self-management education improved outcomes and helped 
in reducing costs. Therefore, self management was found to be an essential part among the 
individuals for carrying out the better results. (Kirby) examined the characteristics and role of the 
entrepreneur which need to be inculcated among the individuals so that it may help them to grow 
and develop by using their talents as well and the challenges for business schools to develop more 
successful individuals. He recommended that more and more emphasis must be given for 
entrepreneurship rather than just making an individual learn about it. Attention must be raised upon 
the various changes and creativity that one must bring out in the management to make a small 
business or an entrepreneurship a different one. Therefore, he proposed that educational institutions 
need to change the process of learning to enable their students to develop their right brain 
entrepreneurial capabilities as well as their left-brain analytical skills. 
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OBJECTIVE OF THE STUDY 


The major objectives of the study were: 


To identify the perception of management education among the individuals-how an 
individual feels that which is the most important element which is required to 
become a manager. 


Can management be taught to an individual or it is a thing which an individual learns 
himself through experience? 


HYPOTHESIS USED FOR THE STUDY 


Table 1 

Ho: There is no significant association between the various age groups &the perception towards the idea of teaching! 
management education 

Hoo There is no significant association between the various gender groups of the respondents & the perception! 
towards the idea of teaching management education 

Hy3 There is no significant association between education qualification & the perception towards the idea off 
teaching management education 

Hos There is no significant association between occupation & the perception towards the idea of teaching 
management education 

LIMITATIONS 


The research was conducted mainly among the students of B-schools in various cities of 
Rajasthan. Therefore; the results obtained may not define the country as a whole. As such, 
the study can be used for the further research for study in other parts of India. 


The present research has been conducted by taking a sample of 160 people, including some 
students of management schools, professionals and businessman of Rajasthan. The present 
results and findings may be implied to some part and can help in improving the 
management education but not immensely to the whole of management education. 


Further research is continued for this study to overcome the limitations so that a better path 
can be drawn out. Therefore, the limitations of this study need to be considered while 
designing the future research. 


RESEARCH METHODOLOGY 


The study was conducted among the various management people including the Business 
schools, professionals, service people & also the businessman of India. For choosing the 
samples, random sampling technique was used. This was action research. Additionally it 
was qualitative and literature review based. 


A sample of 160 management people was taken, some of them were contacted personally 
and depth interview was also taken of some experienced management people. Only 135 
questionnaires were received comprised of an approximately 84 percent of total.105 
questionnaires were used for further analysis. 


Nine statements were developed and respondents were asked to give their opinion on a five- 
point Likert scale ranging from ‘strongly agree’ (5) to ‘strongly disagree’ (1) to tap 
respondent’s perception towards the idea of management education. Only affirmative 
statements were prepared for the study and they were not provided the topic of the research 
at the time of taking interview or their opinion to avoid biased views. 


Frequency test in order to generate demographic profile of respondents and Chi-Square test 
was used. The results demonstrated that no significant differences existed among 
demographic factors with respect to various variables which could make their view. “Can 
Management Education be taught? ”’ 
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DATA ANALYSIS AND INTERPRETATION 
Table 2: Demographic Profile of the Respondents 


Frequency Percent 
Age < 20 years 9 8.6 
20-30 years 74 70.5 
30-40 years 13 12.4 
40 and above 9 8.6 
Total 105 100 
Gender male 52 49.5 
female 53 50.5 
Total 105 100 
Educational Qualification graduate 26 24.8 
post graduate 58 55.2 
others 21 20 
Total 105 100 
Occupation student 63 60 
service 9 8.6 
business 15 14.3 
profession 9 8.6 
others 9 8.6 
Total 105 100 
INTERPRETATION 


There were 4 categories: age, gender, qualification & occupation. The highest respondents were 
from the age group of 20-30 years comprised of around 70% of total. Out of which 50% were female 
& 55% were qualified as post graduates.63% of the respondents were students only. 


NULL HYPOTHESIS 


Ay; There is no significant association between the demographic profile of the respondents and 
their perception towards the main elements of management 


Table 2 
Main elements of Management Total | Calculated Value 
oe F : Accepted/ 
Decision {Leadership} Process of ( chi Square ) DF Rejected 
Making Functions 
Age < 20 years 1 2 6 9 19.006 

20-30 years 34 18 22 74 
30-40 years 2 8 13 6 rejected 
40 and| 0 1 8 9 
above 

Total 37 24 44 105 

Gender male 20 11 21 52 0.491 2 acnepred 
female 17 13 23 53 

Total 37 24 44 105 

Educational graduate 1l 9 6 26 15.606 

qualification post 24 12 22 58 
graduate 4 rejected 
others 2 3 16 21 

Total 37 24 44 105 

Occupation Student 25 15 23 63 9.478 
Service 3 1 5 9 
Business 5 5 15 8 accepted 
Profession 4 1 4 9 
Others 0 7 9 

Total 37 24 44 105 

INTERPRETATION 


Respondents considered 3 main elements of management-decision making, leadership & process of 
functions. As per the survey highest respondents were from the age group of 20-30 years out of 
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which 44% considered the process of functions as the main element of management. 53 were female 
respondents out of which 63 of the students were having qualification as P.G. (58). 


A: There is no significant association between the demographic profile of the respondents and 
their perception towards the skills required for a Manager 


Table 3 
Skills 
Technical) Human |Conceptu|Administr) Team Calculated! Accepted/ 
al ative | Building Diets roel Value ag Rejected 
[Age <20 years 0 2 2 1 1 3 9 
oo 3 ee 8 ul 15 7 | 74} 235 | 15 
years 
30-40 0 1 4 2 3 3 B accepted 
years 
40 and 0 0 1 1 1 é 9 
above 
Total 3 25 23 15 20 19 105 
Gender male 1 8 11 10 12 10 52 6.127) 5 
female 2 17 12 5 8 9 53 accepted 
Total 3 25 23 15 20 19 105 
Educational graduate 1 9 5 4 5 2 26 18.8321 10 
Qualificatio | post 2 15 14 
8 12 7 28 
n graduate accepted 
others 0 1 4 3 3 10 21 
Total 3 25 23 15 20 19 105 
Occupation | student 2 21 14 10 10 6 63 
service 0 2 1 1 4 1 9 34.208 ,),20 
business 1 0 3 2 4 5 15 
rofessio 0 2 4 accented 
a 1 1 1 9 
others 0 0 1 1 1 6 9 
Total 3 25 23 15 20 19 105 
INTERPRETATION 


Mainly six skills were considered for the development of a manager: technical, human, conceptual, 
administrative, team-building & others. The highest responses supported human skills. Apart from 
this conceptual and team building skills were preferred by most of the respondents. 65% of the total 
respondents supported these three skills. 


Table 4: Frequency Table the Perception towards the thought of Management Education 


Strongly Agree 


Agree 


Neither Agree 
nor Disagree 


Disagree 


Strongly 
Disagree 


Management is an art 


44 (41.9%) 


35 (33.3%) 


10 (9.5%) 


2 (1.9%) 


14 (13.3%) 


Management is Science 


24 (22.9%) 


42 (40%) 


24 (22.9%) 


7 (6.1% 


8 (7.6%) 


Management is _ continual of 


learning 


process 


33 (31.4%) 


49 (46.7%) 


15 (14.3%) 


) 
1 (1.0%) 


7 (6.7%) 


Management learning is possible only 
going into the market and learning onl 
ground 


26 (24.8%) 


31 (29.5%) 


34 (32.4%) 


11 (10.5%) 


3 (2.9%) 


Management skills can be 


through experience 


developed 


34 (32.4%) 


54 (51.4%) 


12 (11.4%) 


5 (4.8%) 


INIL 


Management is a spiritual learning 


23 (21.9%) 


46 (43.8%) 


17 (16.2%) 


9 (8.6%) 


10 (9.5%) 


Managers are born by birth 


24 (22.9%) 


14 (13.3%) 


21 (20%) 


26 (24.8%) 


20 (19%) 


Management is the development of the 
people 


30 (28.6%) 


45 (42.9%) 


17 (16.2%) 


4 (3.8%) 


9 (8.6%) 


Management is becoming profession 


28 (26.7%) 


52 (49.5%) 


18 (17.1%) 


3 (2.9%) 


4 (3.8%) 


There is a distinction between 


administration and management 


Interpretation-41% of the respondents strongly agreed that management is an art and 40% stated 
that management is science.47% stated that it’s a continuous process of learning.32%stated that it 


48 (45.7%) 


37 (35.2%) 


5 (4.8%) 


13 (12.4%) 


2 (1.9%) 
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may or may not be possible only through experience.51% agreed that skills are developed through 
experience. 19% of the respondents refused to believe that managers are born by birth. 49.5% 
considered that management is becoming profession.48% strongly agreed that there was no 
difference between administration & management. 


CONCLUSIONS 


The study revealed that there are certain skills and talents which need to be drawn out from within 
an individual and must be utilized smartly and efficiently in a dynamic environment. Management 
is mainly related to human and conceptual skills and there is significant association between age 
and educational qualifications with various thoughts of management towards the view if 
management can be taught? And rest of the two demographic characteristics was not found to be 
significantly associated with various thoughts of management towards the view if management can 
be taught? The main skills required for a manager were human skills, conceptual skills and team 
building skills to become effective. 


MANAGERIAL IMPLICATIONS 


There are certain qualities and skills that modern managers must develop, but on the top its very 
much essential to draw out the talent imbibed in them. Especially in this era of fast moving world 
and rapid changes in the business world. Educational institutions must focus and pressurize upon 
the imbibed talent and must inculcate the practical exposure so that a student can give their best and 
may become a successful manager itself. Some entrepreneurial capabilities as well as their left-brain 
analytical skills must be utilized in the right direction. Proper exposure and self learning will help in 
the grooming of the personality of an individual and will help to sustain in the competitive world. 
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Abstract—Purpose-This research paper aims to study the effect of mediating variables organisational identity and 
organisational culture on employer brand loyalty through employer attractiveness dimensions of employer branding. It has 
been found from the previous literature that employees get more loyal to the organisation where they get all the benefits like 
salary, compensation, recognition, appreciation, and good working environment. 


Design/Methodology/Approach—A structured questionnaire has been employed to know the effect of employer branding, 
organisational identity and organisational culture on employer brand loyalty. The research instrument had been 
administered on 100 participants (employees) from the banking industry who had been asked to respond to a questionnaire 
containing the measures of the study variables. The hypotheses have been tested using multiple regression methodology. 


Findings—Empirical evidence has shown that organisational identity does not act as mediator between employer branding 
and employer brand loyalty. Whereas, organisational culture mediates the influence of employer attractiveness dimensions 
of employer branding on employer brand loyalty. 


Practical Implications—The results imply that bank employers should focus on creating exciting work environment for their 
bank employees. In order to increase the satisfaction, commitment and loyalty of existing employees towards the current 
employer, the management should lay emphasis on salary, compensation packages, good human relations, strong and 
ethical culture and an identity of an individual employee working in the organisation. 


Originality/Value-The paper empirically discusses the influences of different variables on loyalty of current employees 
towards their present employer. In practical terms, it discusses directions towards employee attraction activities, 
organisational identity and organisational culture in the banking industry in India. 


Keywords: Employer Attractiveness, Employer Branding, Organizational Identity, Organizational Culture, Employer 
Brand Loyalty, Employee Relationship Management 


INTRODUCTION 


Employees are an important asset for the company. Therefore, companies put in a lot of efforts to 
hire the best suitable person who can be asset for the company (Yaqub, B. & Khan, M., A. 2011).' 
Employer branding is an effort, an identity of the organisation, which helps the organisations to 
attract and retain their talented and skilled employees (Backhaus, K. et al., 2004).? An organisation’s 
brand name gives the impression of strong built organisation. The main focus of building a brand 
revolves around the current employees. A product always conveys the image of the brand a 
company sales, hence, an employer tries to position his brand image in the mind of targeted 
employees by the brand value of his firm created in the market. This brand image helps employees 
in portraying the best image of the employer and also building a strong internal as well as external 
brand value. (Batra, D. et a/., 2008).° 


'Yaqub, B. & Khan, M., A. (2011), “The role of employer branding and talent management for organizational 
attractiveness”, Far East Journal of Psychology and Business Vol. 5 No. 1 October 2011 

* Backhaus, K. & Tikoo, S. (2004), “Conceptualizing and researching employer branding”, Career and Development 
International, Vol. 9, Iss. 5, Pp. 501-517. 

> Batra, D. & Bhatnagar, D. (2009), “Employee branding-an exploratory study to analyze the set of preferences of an 
employee for an employer”, Technical Journal of Management Studies, 3(2): 43-48. 
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Employer brand is similar to building an image of a product that lasts long in the mind of 
consumers (Roy, S.K. 2008).* The image of the product is reflected by its organisational identity, 
organisational culture and employers image is reflected form its employees. Moreover, employers 
image is also perceived from the information received from the outsiders of the organisations 
(Lievens, F. et al., 2007). The outsider information is the identity of the organisation in the eyes of 
outsiders. Employees of the organisation become the identity of the organisation and vice versa. 
Employees associate themselves with the organisation they work, only if they found the 
organisation the way they perceived about it. Organisational identification is important as it can 
motivate employees and also retain employees with the company. The feelings and beliefs of 
employees are mainly affected by the identity of the organisation in the market. Image of companies 
get stronger in the eyes of the potential employees only if their current employees show a positive 
attitude towards the employer, thereby enhancing the members self-esteem and face value of the 
firm. (Lievens, F. et a/., 2007). ° 


Organisations identity is build through its image it has in the market and also an employee 
identifies the organisation from its external image that is reflected through its brand name. Hence, 
they are the employees who build up an organisations image according to their perception about the 
company. Moreover, the brand value of the company is differently marked up in the eyes of a 
potential employee and that of current employee. This image of the company in the mind of current 
employees builds up a culture in the organisation which reflects the attitude, behaviour, experiences 
and beliefs and values of the present environment in which employees work (Dawn, S.K. & Biswas, 
S. 2010). 


Sheridan, J. E. (1992)’ has suggested that an employee is attracted towards the company due to 
its various strategies like recruitment and selection policies, salary and compensation packages, 
grievance handling procedures and social welfare policies. If the employees receive all such benefits 
in the company they are working, they get more involved and concerned for the present employer 
them in commitment with. 


Image of the firm never remains same in the eyes of the internal as well as external customers. It 
changes with performance of the firm both financially and non-financially. A company which earns 
good profits give handsome salaries and also discharges its social obligations has more chances of 
becoming a employer of choice for the potential as well as current employees. Potential employees 
will get attracted towards employer image whereas current employees will get more committed 
towards the organization. But, it is the employees’ perception of the firm that can create a stronger 
brand name for the organization. (Dawn, S.K. & Biswas, S. 2010).° 


LITERATURE REVIEW 


Employer branding has received much attention in the current scenario. Many studies have been 
conducted in various industries from potential employees view point and many conclusions have 
come up. Term employer attractiveness has been used as an important dimension for attracting 
potential talent i.e. as a source of recruitment process and retaining the new entrants. When 
employer branding has been studied from the service organisation’s point of view, it has been 
supported with theoretical background, which has provided that potential employees associate 
themselves with employer brand according to their views they have for the company. The person 
gets more influenced by the company if sees and observes some similar connection with the 
company. This similarity pushes the individual to be part of the firm and remain attached to the 
firm. Backhuas, K. & Tikoo, S. (2004) have conceptualized a model on employer branding and have 


* Roy, S., K. (2008), “Identifying the dimensions of attractiveness of an employer brand in the Indian context”, South 
Asian Journal of Management, 15(4):111-130. 

> Lievens, F., Hoye, G.V. & Anseel, F. (2007), “Organizational identity and employer image: towards a unifying 
framework”, British Journal of Management, Vol. 18, S45—-S59. 

° Dawn, S.K & Biswas, S. (2010), “Employer branding: a new strategic dimension of Indian corporations”, Asian Journal 
of Management Research, Online Open Access publishing platform for Management Research, ISSN 2229-3795. 

7 Sheridan, J. E. (1992), “Organizational culture and employee retention”, The Academy of Management Journal, Vol. 
35, No. 5, pp. 1036-1056 
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concluded that managers can use their brand image as an asset under which they can channel 
different human resource strategy. Further, they have concluded that employer branding leads to 
brand loyalty and enhanced employee performance. Based on this theoretical framework, Berthon et 
al. (2005) have developed a 25-statement employee attractiveness scale to highlight the similarity 
between employer brand and internal marketing concept and employer branding specifically 
employer attractiveness. In the light of a study by Schlager, T. et a/. (2011) have investigated the 
whole concept of the employer brand by considering current as well as potential employees as they 
helped in creating the service brand. The authors stated that a strong employer brand is an efficient 
outcome related to service brand. It has been found that employees’ evaluation of working with an 
employer influences his or her attitude towards the employer image. Another study by (Priyadarshi, 
p. 2011) has concluded that employee attitude and behaviour towards organisation depends upon 
brand image of the employer. Yaqub, B. et al. (2011) have concluded that talented employees look 
for attractive employer and try to build up a long term relation with the company. Employers must 
take initiative to maintain their brand value and strong image in the employee market. Employees 
tend to become part of that company only which has a reputed image in the external market and as 
well as positive image in the eyes of their current employees. Hence, in their study (Cole & Bruch 
2006); (Tsai & Yang 2010) have concluded that organisational image and organizational identity are 
correlated to each other and are influenced by individuals values, vision and beliefs. Further, it has 
been concluded that company identity helps in attracting the human resource thus creating a 
relationship with identity and attractiveness. In the light of employees’ values, belief and preference, 
Lievens, F. & Highhouse, S. (2012) has come up with the notion that prospective employees lay 
more emphasis on the characteristic value of the firm as to be part of it. It has been found that 
people don’t only depend upon the attractive value of the firm but they consider firms financial and 
market value also before entering that particular company. Employees consider the satisfaction as 
an important element in order to apply in the particular organisation. Aurelin, N. & Monen, H. 
(2011) have found that employee satisfaction has been a major influence on the employers. Workers 
who are satisfied with their jobs tend to be productive, high performers, and therefore, employees 
often equate to happy customers. Yazdanifard, R. (2011) has found that attitude of the employee 
determines his level of commitment towards his organisation. An employee with a positive attitude 
will try to perform at his best and will also perform what is expected from him by his employer and 
also by the customers. Employees who feel concerned for the employer brand image will always try 
to excel out with valuable performance and enhanced productivity resulting in internal as well as 
external satisfaction. 


PURPOSE OF THE STUDY 


The purpose of the study has been formulated by using model conceptualised by (Backhaus, K. & 
Tikko, S. 2004) for understanding the employer branding, incorporating marketing and human 
resource concepts. The author has framed the model for assessing the role of potential employees in 
developing an employer brand from the brand associations and also studying the relationship 
between employer attractiveness dimension of employer branding and employer brand loyalty. The 
present research study focuses on the current employees working in the banks. The study 
encompasses to find out the impact of employer attractiveness dimensions of employer branding in 
relation to organisational identity, organisational culture and employer brand loyalty of current 
employees of the bank. 


OBJECTIVES OF THE STUDY 


In the present research study, only one aspect of the model has been used for assessing the role of 
employer attractiveness dimensions of employer branding on brand loyalty by collecting responses 
from the current employees of the banks. 


1. The first objective of the study is to examine the relationship between employer 
attractiveness (EA) dimensions of employer branding (EB), organizational identity, 
organizational culture, and employer brand loyalty. 


2. The second objective of the study is to investigate the mediating effect of organizational 
identity (OD and organizational culture (OC) on the employer brand loyalty (BL). 
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RESEARCH METHODOLOGY 


SAMPLE AND DATA COLLECTION 


The universe of the study has been comprised of relevant data collected from the bank employees 
working in the banks in the Chandigarh, Amritsar, Tarantaran, Jalandhar, Phagwara and Ludhiana. 
The three regions of the Punjab state are Malwa, Majha and Doaba that are represented by above 
cities respectively have been selected as sample for data collection. These cities have been the major 
contributors of income to the Punjab and hence, have been selected as representative cities for data 
collection. Chandigarh has been selected as sample because it is the capital city and it has the 
highest per capita income as compared to other union territories. The research methodology 
included primary data collected through standardized structured questionnaire from 4-5 employees 
from 10 public sector and 10 private sector banks. The banks have been selected randomly on the 
basis of KPMG survey 2012. To serve the objectives of the study, data has been collected from 
sample size of 100 respondents from two different sectors of banks. Out of total sample 80 
questionnaires have been received and only 75 completed questionnaires have been used for the 
analysis. The respondents have been belonging to different age groups and education level. The 
following table shows the descriptive analysis of the demographics of the respondents. 


Table 1: Descriptive Analysis 


Variable Categories No. of Respondents Percentage 
Gender Male 45 60 
Female 30 40 
Age (in years) 25-34 53 70.7 
35-44 i 9.3 
45-54 8 10.7 
55& above 7 9.3 
Education Graduate 26 34.7 
Post-graduate 49 65.3 
Any other 0 0 
Bank Public sector 43 57.3 
Private sector 32 42.7 


All of the scale items represented in the survey utilized a 7-point likert scale. The instrument 
used included scale ranging from strongly disagree (1) to strongly agree (7). The questionnaire has 
consisted of 25-statements of ‘employer attractiveness’ dimensions of employer branding. The 
respondents had been asked to give their responses with regard to their perception regarding 
employer attractiveness dimensions of employer branding provided by the current employer (bank). 
The instruments also consist of constructs of organisational identity, organisation culture, and 
employer brand loyalty. The respondents have been required to select an alternative, which closely 
reflected their choice on 7-point Likert scale regarding their degree of the agreement or 
disagreement. Demographic profile of the respondents has been included to know their 
capability to response. 


MEASUREMENT 


The present model has been adopted from Backhaus, K & Tikko, S. 2004, who developed the 
framework to find out relationship between employer branding and organizational management 
career. The purpose of the study has been formulated by using model for understanding the 
employer branding, incorporating marketing and human resource concepts. The author has framed 
the model for assessing the role of potential employees in developing an employer brand from the 
brand associations and also studying the relationship between employer brand loyalty and employee 
productivity. In the present research study, only one aspect of the model has been used and tested 
for assessing the role of employer attractiveness dimensions of employer branding on brand loyalty 
of current employees. First part of questionnaire consisted of 25-statements of ‘employer 
attractiveness’ scale that has been adapted from Berthon et a/. (2005), Employer Attractiveness 
Scale. The respondents had been asked to give their responses with regard to their perception 
regarding employer attractiveness dimensions of employer branding provided by the current 
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employer (bank). Second part consisted of 16 statements of organisational identity that have been 
adopted from (Wright, N. 2008). Third part comprised of 15-statements of organisation culture that 
have been taken from Japanese Organizational Culture Scale, JOCS given by (Tang et al., 2000). 
Fourth part consisted 12-statements of brand loyalty that have been adopted from Homberg & Stock 
(2000); (2004) & (2005). Last part included demographic profile of the respondents. 


LIMITATIONS OF THE STUDY 


This study has limitation of time and cost. Further, the results of the study have been restricted to 
the sample selected and dimensions used. Since the results have been largely dependent on the 
responses of the respondents, hence, subjectivity in responses cannot be ruled out. Due to workforce 
diversity among employees in banks on regional basis in India, variation may occur in responding 
to the employer attractiveness dimensions of employer branding. Moreover, because of small 
samples, the results may not be generalized to the total population. 


STATISTICAL TECHNIQUES 


To examine the relationship between the independent variables, mediating variables and dependent 
variables, correlation analysis has been used. Multiple regression analysis has been used to 
investigate the impact of dependent variable on independent variables. Items in the demographic 
information have been used to yield descriptive information of the respondents. 


RESEARCH MODEL AND HYPOTHESES DEVELOPMENT 


Organisational identity 


Employer brand loyalty 


Employer branding 


Organisational culture 


Fig. 1: Source: Backhaus and Tikko (2004) 


A basic research has been conducted by reviewing literature based on existing material. The 
concepts and implications of employer branding, organisational identity, organisational culture, and 
employer brand loyalty have been researched and analysed. The literature review concluded five 
major hypotheses: 


Ay:l Employer attractiveness has an insignificant influence on employer brand loyalty. 

Hy:2 Organisational identity has an insignificant influence on employer brand loyalty. 

Ay:3 Organisational Culture has an insignificant influence on employer brand loyalty. 

Hy:4 Employer attractiveness and Organisational identity has an insignificant influence 
on employer brand loyalty. 

Ay:5 Employer attractiveness and Organisational culture has an insignificant influence on 
employer brand loyalty. 


DATA ANALYSIS AND INTERPRETATION 


The data for the study has been collected through structured questionnaire from bank employees of 
public sector and private sector banks. The reliability of sample has been satisfactory with Cronbach 
alpha estimate equal to 0.936. To determine the adequacy of the data, KMO has been calculated, 
whose value comes out to be.818. This reflects that the sampled data has been sufficient to proceed 
with further analysis. The following table shows the pre-specified factors with their Cronbach 
alpha values. 
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Table 2: Factors of Employer Attractiveness Scale (Berthon 2005) 


No. Factors Cronbach Alpha 
FI. Interest Value .896 
Al4 The organisation produces innovative products and services 
All Innovative employer—novel work practices/forward-thinking 
Al2 The organisation both values and makes use of your creativity 
Al3 The organisation produces high-quality products and services 
Al0 Working in an exciting environment 
F2. Social Value 801 
A8 Having a good relationship with your colleagues 
A7 Having a good relationship with your superiors 
AY Supportive and encouraging colleagues 
A2 A fun working environment 
A23 Happy work environment 
F3. Economic Value .786 
A25 An attractive overall compensation package 
A24 An above average basic salary 
A21 Job security within the organisation 
Al5 Good promotion opportunities within the organisation 
A22 Hands-on inter-departmental experience 
F4, Development Value 843 
AS Feeling more self-confident as a result of working for a particular organisation 
A4 Feeling good about yourself as a result of working for a particular organisation 
A6 Gaining career-enhancing experience 
A3 A springboard for future employment 
Al Recognition/appreciation from management 
F5. Application Value .748 
Al8 Opportunity to teach others what you have learned 
Al7 Opportunity to apply what was learned at a tertiary institution 
A20 The organisation is customer-orientated 
Al6 Humanitarian organisation-gives back to society 
Al9 Acceptance and belonging 
REGRESSION ANALYSIS 


Further, to achieve the objectives, multiple regression has been employed to know the impact of 
employer attractiveness dimensions of employer branding, organisational identity and 
organisational culture on employer brand loyalty by the bank employees. 


Employer Branding and Employer Brand Loyalty 
Table 3: Model Summary 


Model R R. Square Adjusted R. Square Significance Level 
Dimension 0} -1_ | .527* 277 267 .000 
a. Predictors: (Constant), EB 
b. dependent Variable: BL 


The above table represents the regression model for employer brand loyalty with respect to 
employer branding. The regression model is significant at (p< 0.01) with an R-square of 0.277. The 
result shows that 27% variation in the dependent variable has been explained by the 
independent variable. 


Table 4: Coefficients 


Model Unstandardized Coefficients Standardized Coefficients T Sig. 
B Std. Error Beta 
1 | (Constant) 3.113 .502 6.205 .000 
EB 71 .089 527 5.292 .000 
a. Dependent Variable: BL 


The above table shows that employer attractiveness dimension of employer branding has been 
found to be significant at level (p<.0.01) on criterion variable (employer brand loyalty) with the 
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standardized beta value for the dimension being.527. Less explained variance in dependent variable 
may have been due to some other factors, which have not been included in the present 
research study. 


Organisational Identity and Employer Brand Loyalty 
Table 5: Model Summary 


Model R R Square Adjusted R Square Significance Level 
Dimension 0 [1 .753* 568 562 .000 
a. Predictors: (Constant), OI 


The above table represents the regression model for employer brand loyalty with respect to 
organisational identity. The regression model is significant at (p< 0.01) with an adjusted R-square of 
0.568. The result shows that 56.8% of variation in the dependent variable has been explained by 
independent variable. 


Table 6: Coefficients 


Model Unstandardized Coefficients Standardized Coefficients T Sig. 
B Std. Error Beta 
1__| (Constant) 2.187 367 5.954 .000 
OI 633 .065 .753 9.788 .000 
Dependent Variable: BL 


The above table shows that organisational identity has been found to be significant at level 
(p<.0.01) on criterion variable (employer brand loyalty) with the standardized beta value for the 
dimension being.753. Less explained variance in dependent variable may have been due to some 
other factors, which have not been included in the present research study. 


Organisational Culture and Employer Brand Loyalty 
Table 7: Model Summary 


Model R R Square Adjusted R Square Significance level 
dimension0O 1 533° 284 274 .000 
a. Predictors: (Constant), OC 
b. Dependent Variable: BL 


The above table represents the regression model for employer brand loyalty with respect to 
organisational culture. The regression model is significant at (p< 0.01) with an adjusted R-square of 
0.284. The result shows that 28.4% variation in the dependent variable has been due to 
independent variable. 


Table 8: Coefficients 


Model Unstandardized Coefficients Standardized Coefficients T Sig. 
B Std. Error Beta 
1 (Constant) 3.432 435 7.883 .000 
OC A17 .078 533 5.375 .000 
a. Dependent Variable: BL 


The above table shows that organisational culture has been found to be significant at level 
(p<.0.01) on criterion variable (employer brand loyalty) with the standardized beta value for the 
dimension being.533. Less explained variance in dependent variable may have been due to some 
other factors, which have not been included in the present research study. 


Employer Branding, Organizational Identity and Employer Brand Loyalty 
Table 9: Model Summary 


Model R R Square Adjusted R Square Std. Error of the Estimate 
dimension0O 1 761" 79 567 47356 
a. Predictors: (Constant), OI & EB 
b. Dependent Variable: BL 
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The above table represents the regression model for employer brand loyalty with respect to 
employer branding and organisational identity. The regression model is significant at (p< 0.01) with 
an adjusted R-square of 0.579. The result shows that 57.9% variation in the dependent variable has 
been due to independent variables. 


Table 10: Coefficients 


Model Unstandardized Coefficients Standardized Coefficients T Sig. 
B Std. Error Beta 
1 (Constant) 1.894 421 4.494 .000 
EB 117 .084 131 1.393 168 
OI 568 .079 .677 7.181 .000 
Dependent Variable: BL 


The above table shows that employer attractiveness dimensions of employer branding have been 
found to be insignificant at level (p<.0.01) on criterion variable (employer brand loyalty) with the 
standardized beta value for the dimension being.131. Organisational identity has been found to be 
significant at level (p<.0.01) on criterion variable (employer brand loyalty) with the standardized 
beta value for the dimension being.677. Less explained variance in dependent variable may have 
been due to some other factors, which have not been included in the present research study. 


Employer Branding, Organizational Culture and Employer Brand Loyalty 
Table 11: Model Summary 


Model 


R 


R Square 


Adjusted R Square 


Significance Level 


dimension0O 


1 


67° 


321 


302 


-000 


a. Predictors: (Constant), EB & OC 
b. Dependent Variable: BL 


The above table represents the regression model for employer brand loyalty with respect to 
employer branding and organisational culture. The regression model is significant at (p< 0.01) with 
an adjusted R-square of 0.321. The result shows that 32% variation in the dependent variable has 
been due to independent variables. 


Table 12: Coefficients 


Model Unstandardized Coefficients Standardized Coefficients T Sig. 
B Std. Error Beta 
1 (Constant) 2.920 498 5.868 .000 
OC 247 114 315 2.160 .034 
EB 261 .130 292 1.999 .049 
a. Dependent Variable: BL 


The above table shows that employer attractiveness dimensions of employer branding have been 
found to be significant at level (p<.0.05) on criterion variable (employer brand loyalty) with the 
standardized beta value for the dimension being.292. Organisational culture has been found to be 
significant at level (p<.0.05) on criterion variable (employer brand loyalty) with the standardized 
beta value for the dimension being.315. Less explained variance in dependent variable may have 
been due to some other factors, which have not been included in the present research study. 


FINDINGS OF THE STUDY 


The above table shows that separate regression has given different results for the different 
independent variables on the dependent variable. Employer attractiveness dimensions of employer 
branding, organisational identity, organisational culture and employer brand loyalty have been 
found to be moderately correlated with each other, which showed that these variables can have an 
influence on each other. 


It has been found that all the independent variables (Employer branding, organisational identity 
and organisational culture) individually have significant impact on dependent variable (employer 
brand loyalty). It shows that brand loyalty of employees towards their organisation is influenced by 
the various attractive and personalised offers and also with good organisational culture. Also, an 
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organisation with a different identity helps in attracting and retaining the employees, thereby 
increasing their loyalty towards the employer. 


In table 9 & 10, the results of regression showed that organisational identity together with 
employer branding nullifies the influence of employer branding on employer brand loyalty. It has 
been observed that organisational identity alone act as a dominating variable in positively enhancing 
the loyalty of the current employees towards their organisation. Employees feel more contented 
towards the organisation when they visualize their identity with that of their organisation. 


In table 11 & 12, the results of regression show that both the variables employer branding and 
organisational culture has been found to be significant which implies that organisational culture act 
as a mediating variable between employer branding and brand loyalty. Therefore, a attractive 
benefits along with a sound and good organisational culture together enhances the loyalty of the 
employees towards their current employer. 


DISCUSSION 


Although the “employer branding” concept places an emphasis on employees, the literature has 
been largely driven by the insights from management and consultants. The study provides an insight 
to employees’ perception about the image of employer presently they are working with. At the same 
time, it provides management with an integrated understanding to help themselves in becoming 
employer of choice for the organisation in the eyes of the employees both potential as well as 
existing (Punjaisri, K & Wilson, A. 2007). It has been found that employees are the most important 
asset for the organisation. Therefore, employees demands and desires should be given due 
importance, so that they feel contended while working in the organisation. Employees are found to 
be more committed to the brand when they are able to relate their emotions and feelings with the 
brand they are endorsing or working for. Hence, the employees should be made more engaged in 
the organisation work culture. But to make employees more brand loyal towards the organisation, 
they must understand the brand value and meaning of the service they are delivering to the 
customers. 


CONCLUSION 


Creating an image of the organisation has become an essential tool for the employers to survive in 
the competitive market. It has become mandatory for the organisations to develop various practices 
and marketing techniques to build an image of the organisation as perceived by the prospective 
employees. But the dire need at present is of fulfilling the promises done to build that image among 
the current employees. In order to increase the satisfaction, commitment and loyalty of existing 
employees towards the current employer, the management should lay emphasis on salary, 
compensation packages, good human relations, strong and ethical culture and an identity of an 
individual employee working in the organisation. 
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Abstract—The business world is becoming global and in the era of global business the effective knowledge management is 
integral part of the business strategy. The effective implementation of KM is adversely affected by cross cultural barriers. 
This paper examines and identifies cross cultural barriers in KM. further it also shows the relationship among those 
variables. It explains the mutual relationship among the cross cultural KM barriers by using the interpretive structure 
modeling (ISM). It categorizes dependence and driving power of those identified cross cultural KM barriers. 
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INTRODUCTION 


Global corporate world requires the focus and management of internal skills and knowledge to cope 
with the challenges. It is also important that how this knowledge is used. The implementation of the 
KM practices and building the knowledge as their asset for the competitiveness is a challenging task 
in the cross cultural environment. Global Knowledge management beyond the national boundary is 
similar to any other KM activity. The difference is cross cultural KM is the KM among the people 
of different cultures. 


Culture relates the people with their world in which they live. “Culture is passed from one 
generation to the next generation” (Limaye and Victor, 1999). This paper tries to develop the 
relationship among the recognized cross cultural barriers of KM by applying the interpretive 
structural modeling. It also includes classification of those barriers in driving and dependent barriers 
based on their mutual relationship. “ISM is an established methodology for identifying relationships 
among specific items of a problem or an issue” (Warfield, 2005), (Sage, 1977). Delphi method is 
used to develop the relationship matrix. By using them later an ISM model developed. These 
variables are derived from literature survey and expert opinions from academics and industry. 
Although different author used different terminology, while defining these variables. The 
descriptions of these variables are as follows: 


CROSS CULTURAL KM BARRIERS: LITERATURE REVIEW 


Social customs: social customs and norms are specific to the culture and may have acceptability in a 
specific culture only. For example informal dress can be seen as a lack of interest for business and 
disrespect for others while it is acceptable in other culture. (spinks and wells, 1997). Social norms 
and social customs are very significant in cross cultural knowledge transfer and business 
transactions. The discussion of every variation in intercultural social customs is not possible. 


Space: space factor is greatly differing from one culture to other. In some culture the people 
prefer more space than the other culture (spinks and wells, 1997). For example American culture 
requires more space than the Indian culture. So, an American person not accounted with Indian 
culture may back away while an Indian move close to him. The Indian might think that Americans 
are impolite and displeasing while the American might consider that Indians are impolite and 
aggressive. All this affects the process of knowledge sharing and knowledge management. 


Privacy: Some cultures are accustomed to having more privacy while dealing in the business 
transactions (spinks and wells, 1997). This hampers the process of knowledge sharing and 
knowledge management. For example Indians require more privacy in business transactions. 


Language: Language differences exist in global world. It includes the oral communication, 
written communication and semantics which are the serious barriers in knowledge transfer and its 
management. 


Knowledge sharing: The modern-day business organization functions in an international economy 
which operates in multiple countries confronted with the knowledge sharing as a challenge for 
knowledge management. In an interview taken by Gale and Vance, 2012, Nigel Holden, expert of 
cross-cultural management and knowledge management pointed out that the knowledge sharing is a 
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very big challenge for knowledge management in multi-cultural environment. He discovers the role 
of tacit knowledge and, language which the influences on knowledge _ transfer. 
(Gale and Vance, 2012). 


Communication/ Interaction: Communication barriers in knowledge management come from the 
differences in the national culture. “People from different culture behave differently” (Rufei He & 
Jianchao Liu, 2010). Cultural backgrounds affect the peoples’ expectation from work. The 
expectations from work depend upon the social positions and places at work. Culture impacts the 
thinking process and behavior of the people which effects in different considerations toward mission 
and objectives of organizations. This ambiguity may leads to several communication difficulties. 


Time: Time concept varies significantly in different cultures. In some culture time is very 
valuable asset and people are very punctual and time conscience in the business transactions. People 
don’t like to delay and get annoyed when someone late for an appointment (spinks and wells, 1997). 


Work ethics. The KM paradigm as discussed in the literature tells that it is a collection of 
processes which can increase intangible assets so that corporate knowledge is preserved. But, KM 
may arises the issues of privacy and intellectual property (IP), to guard against data theft, to protect 
national security and to stay within the laws (Evans and McKinley, 2010) 


Motivation and Reward: Motivation and rewards are very necessary in achieving the 
organizational goals. It has to be given through appreciation, prominence and addition of 
performance appraisal (Hariharn, 2007). It could be either extrinsic or intrinsic. Extrinsic motivation 
includes the tangible rewards while intrinsic motivation includes the intangible rewards. It is 
important to share both types of motivation. Employees share their knowledge when they are 
motivated (Bhirud, Rodrigues and Desai, 2005). 


ISM METHODS AND MODEL DEVELOPMENT 


“ISM provides direction and order to the complex relationship of the system’s element” (sage, 
1977). “It is interpretive because judgment of the group decides whether and how the variables are 
related. It is structural because on the basis of relationship, overall structure is extracted from the 
complex set of variables” (singh and kant, 2008). It represents the overall relationship in 
graphical model. 


Various steps involved in the ISM are as follows (singh and kant, 2008): 
e Identification of elements which are relevant to problem can be through survey. 
e Creating a contextual relationship between elements. 


e For pair wise relationship of the elements develop a structural self-interaction 
matrix (SSIM). 


e Evolving a reachability matrix from SSIM, inspecting matrix for transitivity-transitivity of 
the contextual relation is a elementary supposition in ISM, articulates that “if A element is 
related to B and B is related to C, then A is related to C”. 


e Segregating the reachability matrix into different levels. 


e On the basis of above reachability matrix relationships, sketching a directed graph (digraph), 
and eliminating the transitive links. 


e Translating the resultant digraph into a model based on ISM through substituting element 
nodes to statements. 


e Assessing the model and checking the conceptual inconsistency and making the 
required modifications. 
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SSIM-STRUCTURAL SELF-INTERACTION MATRIX 


A panel of experts from the academics and industries were discussed to identify the nature of 
contextual relationships among the cross cultural barriers of knowledge management. Four symbols 
have been used to represent the direction of relationship between barriers (i and j): 


V-Barrier i help to achieve barrier j; 
A-Barrier j help to achieve barrier i; 
X-Barriers i and j help to achieve each other; 
O-Barriers i and j are unrelated. 
Table 1: Structural Self-Interaction Matrix (SSIM) 


Barrier Number Barrier Description Barrier Number 
9 8 7 6 5 4 3 2 
1 Social customs Vv Vv Vv Vv Vv Vv Vv Vv 
2 Space x V ViAILA V V 
3 Privacy xX Vv Vv Vv Xx A 
4 Language A V Vv V x 
P) Knowledge sharing A Vv Vv x 
6 Communication/ Interaction »¢ V V 
7 Time »¢ O 
8 Work ethics O 
9 Motivation and reward x 
REACHABILITY MATRIX 


The SSIM converted into a binary matrix, called initial Reachability Matrix (Tab. 2) through 
replacing V, X, A and O by 1 and 0. Replacement of 1s and Os follows the below rules: 


e “Tf the (i, j) entry in the SSIM is V, the (i, j) entry in the reachability matrix will be 1 and the 
(Gj, 1) entry becomes 0”; 

e “Tf the (i, j) entry in the SSIM is A, then (i, j) entry in the reachability matrix will be 0 and 
the (j, 1) entry becomes 1”; 


e “If the (i, j) entry in the SSIM is X, the (i, j) entry in the reachability matrix will be 1 and the 
(j, 1) entry will also be 1”; and 


e “Tf the (i, j) entry in the SSIM is O, the (i, j) entry in the reachability matrix will be 0 and the 
Gj, 1) entry will also be 0”. 


Table 2: Initial Reachability Matrix 


Barrier Number Barrier Description Barrier Number Driving Power 
1 2 3 4 5 6 7 8 9 
1 Social customs 1 1 1 1 1 1 1 1 1 9 
2 Space 0 1 1 1 0 0 1 1 1 6 
3 Privacy 0 0 1 0 0 1 1 1 1 5) 
4 Language 0 0 1 1 1 1 1 1 0 6 
5 Knowledge sharing 0 1 1 1 1 1 1 1 0 7 
6 Communication/ Interaction | 0 1 0 0 1 1 1 1 1 6 
7 Time 0 0 0 0 0 0 1 0 1 2 
8 Work ethics 0 0 0 0 0 0 0 1 0 1 
9 Motivation and reward 0 1 1 1 1 1 1 0 1 7 
Dependence Power 1 5 6 5 5 6 8 7 6 


No transitivity is found; so on the basis of initial reachability matrix further calculations can be 
done. Driving and dependence power of every barrier is in Tab. 2. Each barrier’s driving power is 
the total number of barriers (counting it), it might help to achieve. Dependence power is the total 
number of barriers (counting it), might help to attain it. 
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LEVEL PARTITIONS 
Table 3: Partition of Reachability matrix: First Iteration 
Numbers of Barrier Reachability Sets Antecedent Sets Intersection Level 
1 1,2,3,4,5,6,7,8,9 1 1 
2 2,3,4,7,8,9 1,2,5,6,9 2,9 
3 3,6,7,8,9 1,2,3,4,5,9 3,9 
4 3,4,5,6,7,8 1,2,4,5,9 4,5 
5 2,3,4,5,6,7,8 1,4,5,9 4,5 
6 2,6,7,8,9 1,2,3,4,5,6,9 2,5,6,9 
7 7,9 1,2,3,4,5,6,7,9 7,9 1 
8 8 1,2,3,4,5,6,8 8 1 
9 2,3,4,5,6,7,9 1,2,3,6,7,9 2,3,4,5,7,9 


Final reachability matrix shows antecedent sets and reachability for every barrier. Reachability 
sets comprises elements which it might support to attain and the element itself, Antecedent sets 
contains the elements which might support in attaining it and the element itself. After that the 
crossing of the sets is calculated for all barriers. Barriers with same intersection set and reachability 
are placed at the highest level in the hierarchy of ISM. No other element is supported by top level 
element above its own level. After the identification of the top level element (table 3), it is 
eliminated the other elements. Next level elements can be finding out by the reiteration of the same 
process. Level of every element will be finding out by the repetition of the process (see Tab. 4). On 


the basis of these levels the diagraph and the final model are building. 


Table 4: Levels of Cross Cultural KM Barriers 


Barrier number Reachability Set Antecedent set Intersection Level 
1 1,9 1 1 8 
2 2,9 2,1,5,6,9 2,9 5 
3 3,9 1,2,3,4,5,9 3,9 3 
4 4,5 1,2,4,5 4,5 4 
> 2,4,95 1,4,5 4,5 6 
6 5,6,9 1,3,4,5,6,7,9 5,6,9 2 
7 7,9 1,2,3,4,5,6,7,9 7,9 1 
8 8 1,2,3,4,5,6,8 8 1 
9 9 1,2,3,6,7,8,9 9 7 


CLASSIFICATION OF KM BARRIERS 


“All the barriers can be classified into four categories on the basis of their dependence and deriving 
power: autonomous barriers, dependent barriers, linkage barriers, and independent barriers”. ( 


Mandal and Deshmukh 1994) and (singh and kant 2008). 


So 


9 
8 
5b O7 
5 6 
P*2 
= 4 
a3 
2 
1 
0 


Dependence Power 


Figure 1: Cluster of Cross Cultural KM Barriers 
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The dependence and driving powers of the barriers are depicted in the figure 1. Barrier 1 is 
having 9 driving power and a 1 dependence power (see Tab. 2) so; it is placed at a place suitable to a 
9 driving power and a 1 dependence power. This classification of barriers examines the driving 
power and dependence power of the barriers. Cluster 1 portrays the autonomous barriers those 
having weak dependence and weak driving power. Autonomous barriers are fairly separated. In this 
study, no autonomous barriers are found. Barriers with weak driving power and strong dependence 
power are shown in Cluster 2. In this study, barriers 7 and 8 are the dependent barriers. Cluster 3 
comprises linkage barriers, having strong driving and dependence power. Any action on these 
barriers will have an effect on the other barriers and also a reaction effect on themselves. In present 
case, the barriers 2, 3,4,5,6 and 9 are linkage barriers. Independent barriers having strong deriving 
and weak dependence power are shown in Cluster 4. In this study barrier 1 is the independent 
barrier. 


ISM MODEL AND ISM DIGRAPH 


Structural model is formed from the initial reachability matrix (Tab. 2). The relationship between 
the barriers i and j, is represented by arrow, points from i to j. Graph is known as an initial directed 
graph, or initial digraph. After the elimination of the transitivity (step 4 of the ISM methodology) 
final digraph is molded (Fig. 2). Final digraph is transformed into the ISM-based model (Fig.3) 


a 


Fig. 2: Final Digraph Portraying Relationships of Cross Cultural Knowledge Management Barrier 


DISCUSSION 


Levels of barriers are important to understand cross cultural KM barriers. Social customs is with 
high driving power and low dependence power so is most important barrier among all the 
recognized cross cultural knowledge management barriers. This barrier has a lowermost level 
position in the ISM model. The two barriers, time and work ethics is at the top most level in the 
ISM model since its having high dependence power and low driving power. The barriers, having the 
fourth, fifth and sixth levels in the model with uppermost driving powers, recognized as ‘strategic 
barriers’ These barriers having strategic importance in knowledge sharing and also in support of 
communication, interaction and language in cross cultural knowledge management. These barriers 
also fall in linkage barriers cluster with the other barriers (2, 3, 4, 5, 6 and 9) which influences the 
other barriers also. These barriers need greater consideration by the upper level management. 
Diagram of driving power and dependence power provides the significant understandings for the 
comparative prominence and interdependencies of the barriers. The diagram (Fig. 1) shows that 
there is no autonomous barrier in the cross cultural knowledge management. Autonomous barriers 
are weak drivers and weak dependents. They don’t have much effect on the cross cultural 
knowledge management system. “This absence of these barriers in the research shows that all the 
identified barriers affect the process of successful cross cultural knowledge management. Therefore, 
it is recommended that management should pay thoughtful consideration to all cross cultural 
knowledge management barriers”. 
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CONCLUSION AND FUTURE DIRECTIONS 


Barriers Levels are significant in the cross cultural knowledge management. It is clear from Fig. 1 
that social customs (barrier 1) has high driving power and less dependence power. So, it should be 
considered as crucial cross cultural knowledge management barrier. Above discussion conclude that 
all nine barriers are significant for successful cross cultural knowledge management process. This 
research uses only nine cross cultural barriers for developing the ISM model, but more barriers can 
be involved in developing the association among them by using ISM methodology. 
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Fig. 3: ISM based Model 


Further, the relationship model among the identified cross cultural knowledge management 
barriers is not statistically validated in this research. Structural equation modeling (SEM), can be 
used to validate such hypothetical model for further research. “ISM is a tool which can be helpful to 
develop an initial model whereas SEM has the capability of statistically testing an already developed 
theoretical mode” (singh and kant, 2008). So in future research it is suggested that ISM can be used 
to initial model while SEM can be used to test the model. 
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Abstract—The role of spirituality has emerged as an area of interest in management literature, seminars and conferences 
in the recent past. In the corporate world, there is talk about inner peace and desire to gain more from business than a hefty 
pay package (share and marketing management, Aug. 1977, p.46) . Yesterday’s business motto was “Lean and Mean”. 
The motto has been now shifted to “Lean and Meaningful”. (HR Magazine, Aug. 1998, p.46). Spirituality though has not 
been identified as the key component of modern OB Curricula, of late social scientist/HR Professionals have recognized the 
importance of spirituality at the workplace. The most viable arguments are that society seeks spiritual solutions to ease 
tumultuous social and business changes (Cash, Gray, & Rood, 2000; Mitroff & Denton, 2000); and profound change has 
been observed in values globally bringing about a growing social consciousness and the spiritual renaissance . Companies as 
diverse as Taco Bell, Pizza Hut, Aetna International and Deloitte and Touché “are extending lessons usually delivered in 
churches, temples, and mosques” (Fry, 2003, p. 702, referring to Mitroff and Denton, 1999). The present study is based on 
the premise that Work Place Spirituality (WPS) is essential for the development and support of the human resource for 
improving their personal efficacy. Data was collected from 104 Senior Executives of 2 PSUs of the Govt. of India viz. 
THDC India Ltd. & NTPC Limited. 


Keywords: Workplace spirituality, Personal Efficacy, and Public Sector Undertakings 
INTRODUCTION 


WORKPLACE SPIRITUALITY 


Spirituality has been defined differently in diverse academic disciplines. For instance, in theological 
studies spirituality is defined in terms of a person's life outcomes in relation to God (Hunter, 
Maloney, Mills, & Patton, 1990). In psychology, the focus is more on the dynamics of "self" than on 
the relationship with a spiritual being (Pargament, 1997). In sociology, spirituality refers to the 
context of the social morality of relationships as well as the rituals and practices of social groups 
(MacQuarrie, 1992) and in medical sciences; spirituality is described as a personal search for the 
meaning of life as it relates to mind and body (Hiatt, 1986). On the other hand, in management 
disciplines, the definitions of spirituality remain ambiguous and inconsistent (Butts, 1999; 
Cavanaugh, 1999; Konz & Ryan, 1999; Milliman, Furgusson, Trickett & Condemi, 1999). As far as 
the application of Spirituality at work is concerned a path breaking concept was given by Donde P. 
Ashmos and Dennis Duchon (2000), who defined spirituality in terms of the inner life of an 
individual, meaning and purpose of work, and a sense of connection and community at work place. 
Milliman et al. (2003) has also focused on three dimensions of spirituality namely, meaningful 
work, sense of community, and being in alignment with organizational values and mission. Another 
marked definition of spirituality at work in management discipline comes from Jurkiewicz and 
Giacalone (2004) who define spirituality in terms of organizational values: benevolence, integrity, 
trust, justice, generosity, etc. 


Spirituality has traditionally been understood and confined within the religious domain, which 
has further challenged the present application and definition in organizational context. Although 
religion affects the individual’s spirituality and plays an important role in governing our day-to-day 
behavior at work through ritual practice’s but the religion should not be interpreted in terms of 
spirituality for management research because spirituality is personal; religion is social (Kozeny, 
2004). 


PERSONAL EFFICACY 


Efficacy is the power to achieve desired goals. It refers to an individuals belief in his/her personal 
capability to accomplish a job or a specific task Bandura (1997). Albert Bandura has done 
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pioneering work on the subject of self-efficacy (Albert Bandura, 1997). Personal efficacy refers to an 
individual’s convictions about his/her abilities to mobilize cognitive, motivational, and behavioral 
facilities needed to successfully execute a specific task within a given context. (Staj Kovic & 
Luthans, 1998). As per social community (Bandural1986, 1997) people act as per their perception of 
organisational realities. Their roles as influenced by their ability to understand feelings, thoughts 
and behavior through self awareness, reputation and control. Self-efficacy is interpreted in terms of 
self-awareness, regulation and control whereas the researcher of WPS emphasises inner life of an 
individual, meaning and purpose in work, and a sense of connection and community at work place. 
Bandura(1994) has highlighted the importance of cognitive, motivational, affective and selection 
processes in the identification of personal efficacy. A strong sense of efficacy enhances human 
endeavor and well being in different ways. People having high self-assurance in their skills and 
capabilities approach the difficult tasks differently, mostly as a challenge rather than avoiding it. 
They are not cowed down by failures; rather they heighten their efforts to overcome setbacks. 


LITERATURE REVIEW 


Mackenzie 2000, Quick 1992 Mathews 1994 have shown an increase in physical and mental health 
of employees wherever workplace spirituality has been applied. 


The study conducted by Milliman, Czaplewski and Fergusan, 2003 on WPS and employee 
work attitudes acknowledges that spirituality at work is an abstract concept. The study examines the 
construct of workplace spirituality empirically and suggests support for the relationship between the 
dimensions of workplace spirituality viz meaningful work, a sense of community and alignment of 
values with individual performance. 


PS — McGhee, Grant (2008) in their study of spirituality and Ethics behavior in the workplace 
have shown that spirituality is efficacious. It helps employees through empowerment facilitating in 
realizing their true potential through improvement in their problem solving acumen, improved job 
satisfaction and spiritual a sense of fulfillment. Workplace spirituality has shown to improve overall 
quality of life, (Dierendonck & Mohan, 2006, Mohan, 2001) spiritual employees have shown to 
look beyond self interest in order to make an impact on society as a whole. 


Workplace spirituality has been defined by Ashmos and Duchon (2000) as “the recognition that 
employees have an inner life that nourishes by meaningful work that takes places in the context of 
community”. Gibbons (1999,p.4) citing Milliman et al (2003) defines workplace spirituality as “A 
journey towards integrations of work and spirituality for individuals and organization which 
provide direction, wholeness and connectedness at work”. 


Duchon, Plowman (2005) also suggested that spirituality has two components — meaning and 
belonging. This is “Because humans are meaning seeking animals, they seek meaning in their work. 
As they are social animals, they seek a sense of belonging to social groups through their work. These 
two attributes enhance their inner lives and give their work a spiritual dimension (Beyer, 1999, p- 
1)”. 


OBJECTIVES 


1. Based upon the review of literature and empirical evidence, the following objectives have 
been formulated. 


2. There is a positive and significant relationship between workplace spirituality and personal 
efficacy amongst the public sector employees. 


3. Workplace spirituality will significantly predict PE. 
METHODOLOGY 
Research Design 


Survey research design method was used to conduct the study; the study is conducted through a 
convenient sampling wherein questionnaires were circulated amongst the respondents who 
primarily belonged to Indian public sector companies under the Ministry of Power. 
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Sample 


165 executives of THDC India Ltd. and NTPC Ltd., both central PSUs under the Ministry of 
Power, Govt. of India were circulated the questionnaires, out of which 104 responded; 68 from 
THDCIL and 36 from NTPC. The response rate was 63 %. In THDCIL the executives belonged to 
the senior level(manger and above), all having more than 15 years of work experience; these 
executives were posted at corporate office, Rishikesh and projects at Tehri and Koteshwar, whereas 
in NTPC the data was collected from executives of all levels posted at corporate office at New 
Delhi. Almost 100% participants were having a graduate degree, 56 had an engineering 
degree/graduate degree and 48 had a post graduate degree/ professional qualification (MBA/CA). 


Table 1: Demographic Table 


S. No. Demographic Variable Frequency Percentage 
1 Age 
<30 04 3.84 
31-40 15 14.42 
41-50 54 51.92 
>51 31 29.8 
2 Education 
Graduate/BE/B.Tech 56 53.84 
M.Tech/MBA/Professional 48 46.15 
Undergraduate 00 
3 Work Experience 
<10 yrs 12 11.53 
<11-20 yrs 14 13.46 
21 & above 78 75.00 
4 Total Annual Income 
<10 lacs 48 46.15 
11-15 lacs 42 40.38 
>15 lacs 14 13.46 
5 Gender 
Male 89 85.57 
Female 15 14.42 
MEASURE 


Workplace Spirituality Scale 


The scale was developed by Donde P Ashmos and Dennis Duchon (2000) to measure various 
dimensions of Workplace spirituality. The scale consisted of 35 items which measured five factors of 
WPS i.e. Meaningful work, Conditions for community, Positive work unit values, Organisational 
values and Individual and the organization. . The coefficient a of these items was: Meaningful 
work-0.858, Conditions for community-.859, Positive work unit values-.914, Organisational values- 
.929 and Individual and the organization-.837. 


Personal Efficacy Scale 


PES scale developed by Dr. Surabhi Purohit and Dr. Uday Parikh (2010) was used to measure 
personal efficacy. The scale consisted of 20 items which measured 4 factors of PE i.e. cognitive, 
affective, motivational and selective behaviors. The split half reliability of the scale was 0.93. 


RESULTS 


CORRELATION 


The cognitive factor of PE has shown a significant relationship with motivational (.515) and 
selective (.516) factors of PE. Affective (.650) and Motivational (.669) and Selective (.541) factors of 
PE have shown a significant relationships with overall PE. Meaningful work (.743), conditions for 
community (.863), Positive work unit values (.820) and Organizational values (.816) have shown a 
highly significant relationship with workplace spirituality at the 0.01 level. Meaningful work has 
shown a significant relationship with conditions for community (.533) and positive work unit values 
(.606) at the 0.01 level . Conditions for community has shown a positive and significant relationship 
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with positive work unit values (.666) and Organizational values (.587) at the 0.01 level. 
Organizational values have shown a positive and significant relationships with conditions for 
community (.587), positive work unit values (.525) and individual and the organizational (.504). 


These findings are consistent with the studies undertaken by Milliman, J., Czaplewski, A.J. and 
Fergusan, F (2003), Arme’nio Rego, Miguel Pina e Cunha(2008). They have indicated a good fit for 
all the dimensions of WPS. The factors of PE and WPS are significantly correlated. 


Table 2: Interco Relations of Variables 


1 2 3 4 5 6 7 8 9 10 | 11 
Cognitive 1 
Affective 399" 1 
Motivational 515 | 471 1 
Selective 516 | .259° | 410° 1 
Total_PE 489° | 650° | .669° | .541~ 1 
Meaningful work 463 | 231 | 348° | 506° | 370° 1 
Conditions_for_community 293° | .127 | .218 | .425. | 305° | 533 1 
Positive_work_unit_values 363 | .215 | .264° | 442” | 318° | 606° | .666— 1 
Organisational_values 224 | .047 | .183 | 342° | .211° | .489° | 587° | .525— 1 
Indiv_&_the_org 112 | 257° | .083 | .154 | .210 | .258° | .469° | .286° | .504” 1 
Total WPS 379° | .207 | .286 | .493° | .362° | .743° | .863° | .820° | 816 |.598° | 1 


**Correlation is significant at the 0.01 level (2-tailed). 
*Correlation is significant at the 0.05 level (2-tailed). 
Regression 


The data was analysed under regression analysis WPS as independent variable which accounted for 
12.2% of the variance of the PE. This can be explained by understanding that there are more 
independent variables other than those included in the study. 


Table 3: Regression Analysis: Model Summary 


Model R R Square Adjusted R Square Std. Error of the Estimate 
1 362" 131 122 6.65019 
Predictors: (Constant), Total WPS 


The adjusted R? value .122 shows the causal relationship between WPS & PE. The difference 
between R? and adjusted R? (.131-.122=.009) seems that sample size is enough and study can be 
further compared with other variables. The standard error (6.65019) enables the correlation of 
confidence interval relating to a desired confidence level for the population R. It can be inferred that 
WPS predicts 12.2% of PE. It means that there are other independent variables, which contribute to 
PE. Also the F value was found to be 15.366, which is significant at p<.001 confidence level which 
proves the validity of our regression model. 


Table 4: ANOVA? 


Model Sum of Squares df Mean Square F Sig. 
1 | Regression 679.570 1 679.570 15.366 .000* 
Residual 4510.959 102 44.225 
Total 5190.529 103 


Predictors: (Constant), Total WPS 
Dependent Variable: Total PE 


The value of F provides information of significance (15.366), which shows that WPS predicts 
the PE. Since p value is less than a value (.000<.01). We may infer that PE reliably predicts WPS 
i.e. our Independent variable can be used to significantly predict the Dependent variable. 


The B value is significant (.362). We can infer that for WPS corresponding values are also 
significant, therefore WPS influences PE. This conclusion is further indicated by the fact that the 
correlation between EI and PE is .362, which is significant. The overall results indicate that WPS 
will significantly predict Personal efficacy. The results are supported by Milliman J,Czaplewslii, 
A.J, Ferguson J. in their study (2003) of workplace spirituality & workplace attitude. Further, these 
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findings are corroborated in the works of Peter Mc Gee & Patricia Grant and Chatterjee, A & 
Nagqvi-T (2010). The finding of the study indicates that employees having a high spirituality at the 
workplace display high level of personal efficacy. 


Table 5: Coefficients* 


Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 
1 | (Constant) 24.588 3.500 7.025 | .000 
Total_EI 182 .046 362 3.920 | .000 


Dependent Variable: Total_PE 


In the study conducted by Fly.L.W. & Matherly, L.L., the impact of performance excellence of 
workplace spirituality has been found to be significant. This is further been corroborated by Dennis 
Duchon and Pawinee Petchsawang who have studied the workplace spirituality in the Asian 
context. 


Badrinarayan Shanker Pawar (2009) has reported that workplace spirituality is positively 
associated to a considerable extent with work attitudes of the employees in general and job 
satisfaction and job involvement in particular. It has further shown that there is a positive 
association of WPS with organizational commitment. Though there are not many studies to prove 
the construct that personal efficacy has a significant impact on workplace spirituality, it provides an 
opportunity to the researcher to explore an in-depth aspect of the study. 


LIMITATIONS 


The data has been collected from two PSUs working under the Ministry of Power, Govt. of India 
and as such the results cannot be generalized. A larger sample size comprising of samples from 
Private Sector as well as NGO’s etc. will enable us to generalize the results to a greater extent. 
Another major limitation of the present research was dependence on self report data in evaluation of 
WPS and personal efficacy beliefs. There is always a fear of self presentation biases and faking, 
which considerably affects the results of the study. It is suggested that future studies should take into 
account, interviews anecdotalmaterial and secondary data apart from self report 
questionnaires/instruments to make the study holistic and more reliable. 


CONCLUSION AND IMPLICATION OF STUDY 


This study addressed the relationship between WPS and PE. Analysis shows significant correlation 
between WPS and PE. It might be because the respondents were senior executives from PSUs 
having considerable years of experience, and a professional work environment which provided them 
with the opportunities to look into their lives, fulfill their search for meaningful work in the context 
of community. It has been able to establish a significant relationship of spirituality with personal 
efficacy implying that higher spirituality amongst the executives will lead to increased personal 
efficacy. The study has added to the understanding of the concepts of WPS and PE and 
substantiated it empirically. It has further helped in enlarging the construct of WPS and opened up 
new vistas for further research. Organizational behaviour literature has examined the emotional and 
cognitive facets of organizational life, however spirituality as one of its dimensions has not been 
explored or got it’s due. It requires further empirical research covering a larger population to 
establish its credentials. The study helps open this issue. 
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Abstract—An organization is a composition of highly satisfied to highly frustrated people. A number of studies have 
indicated that they differ in delivering performance. The study assumes that organizations achieve the envisaged strategic 
objectives with the help of satisfied employees. There are enormous reasons for the employees being frustrated. This study 
aims at investigating the reasons of frustrating and the impacts of frustrations in the organizations. The methodology being 
used in the study is based on the primary and secondary data. The primary data are obtained from 15 organizations 
including manufacturing, banking service, and educational service of Kathmndu valley (Kathmandu, Bhaktpur and 
Lalitpur districts of Nepal). The nature of instruments being used is of semi structured interview schedule. Respondents are 
5 employees for knowing level of frustrations, and satisfactions and one key manger to know their performance level. 
Selections of the respondents are being selected from two levels: selection of the organizations randomly and selection of the 
employee from the organizations randomly. Selection of the key manger in each organization is human resource manager. 
Data were tabulated and analyzed with the help statistical software (SPSS 16). Findings have indicated income and 
retirement security, anxiety about the future, insufficient recognition for the level of contribution and effort provided, 
appoint of top officials from political favor, and concerns that pay isn’t commensurate with performance Extraneous 
Variables being analyzed are level of employees. 


Keyword: Frustrations, Deviance Behavior, Maladaptive Responses, Political Deviances, Personal Deviances, 
Production Deviances 


INTRODUCTION 


Employees in all organizations do not contribute equally; in some organizations, they contribute 
more. When employees feel that organizations where they work do not help to achieve the goals or 
blockades the goal then they feel annoyance. Psychologists call this ‘frustration’ and at this stage 
people become aggressive (Miller et. a/., 1939). Organizations achieve their goals through the 
contributions of the employees, which is not possible when they get frustration. According to Flynn 
and Stratton, for a manager it is essential to learn frustration because he/she should solve the 
problems related to human behaviors (Flynn and Stratton, 1981). It is already established in many 
studies that satisfied employees are more productive, they remain less absent, they are committed in 
the organization for contributing more, they devote for the organizations, they do not leave their 
jobs, etc. however, what a frustrated employee could harm to the organizations, what are its 
opportunity costs etc. have got limited space in the literature of employees study. So this article tries 
to investigate what frustrated employee do in the organizations. How they affect the organizations. 


OBJECTIVES 


Objective of this study is to investigate what causes the employees frustration, what short of deviant 
behavior(destructive behavior) the employees show as consequent of frustrations, in 
Nepalese organizations. 


METHODOLOGIES 


This study is qualitative and quantitative in nature. Sources of information are primary as well as 
secondary. Primary sources include the interview with the managers and employees of the selected 
15organizations of the country (3 universities, 3 manufacturing, 3 banking, 3 private colleges and 3 
school)s. Respondents were 5 employees for knowing level of frustrations and one key managerwho 
is directly concerned with them. Altogether it became 90 respondents. Selections of the respondents 
have been made from two levels: selection of the organizations from Kathmandu selection of the 
employees from the organizations randomly. Selection of the key manger in each organization was 
human resource manager. The interview schedule consists of two parts one is related to causes of 
frustrations and another part is what consequences they showed in the organizing. The information 
received from the employees has been verified with the mangers. The secondary sources used are 
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the research reports and articles published in different national and international journals. For the 
primary source the researcher personally met the managers and employees and requested their 
ranking on the list of the deviant behaviors as stated in the research of Chirasha and Mahapa (2012). 
The respondents rated the statements as; 5 for ‘most agreed’, 4 for ‘agreed to a large extent’, 3 for 
‘indiscriminate’, 2 for ‘not agreed’ and 1 for ‘absolutely not agreed’. 


REVIEW OF LITERATURE 


According to Lazar, Jones, and Shneiderman (2006) frustration was first introduced by Sigmund 
Freud. According to Fraud, it has two natures: external and internal, it comes in a person when 
he/she does not fulfill his/her goals. According to Blair (2010), frustration occurs when the 
aspirations of the person is not fulfilled; in the work situations, when a person perceive that his work 
has not been rewarded then he/she feels frustration. Proponents of modern psychology like Kurt 
Lewin has put forward his opinion that people is goal directed and when something blocs then 
frustration arises. A number of researchers have investigated the sources of frustration in the 
employees of the organizations. The sources are: supervisors, their behavior, and their expression 
like employee pushback (Lawrence and Robinson, 2007), interpersonal relationship (Flynn and 
Stratton, 1981), the work climate, organizations rules and procedures (Spector, 1978), management 
policies and organizations policies (Sharma and Mani, 2012) and agreeableness and 
conscientiousness (Witt and Andrews, 2006). Management and politics these days are involved in 
injustice, which creates frustrations in capable people and organization go into dysfunctional 
directions. This is exemplified on the research, for instance “constrains or limits individual- and 
group-level capabilities and/or that actually encourages and rewards mediocre individual- and 
group-level performance” (Van Fleet & Griffin, 2006, p. 699). 


How one reacts when gets frustrations, has been answered by different researchers. Geary and 
Huffman (2002) opines that it heightens the emotion related to blocked goals. How a person reacts 
after getting frustrations depends upon perception, recognition, identification and sensitivity to a 
situation in which their ongoing goal-directed behavior is blocked before it is achieved (Dubey and 
Joshi, 1985). Lazar, Jones, and Shneiderman (2006) have explained that according to Sigmund 
Fraud frustrated person behaves in two ways: (1) become more active and reshapes his potent 
energies to apply to the direction of achieving previously blocked goal and (2) does maladaptive 
responses (like regression, aggression in the workplace, fixation, withdrawal feelings, and 
resignation from work) and subjective responses (like extra-punitive, intropunitive, punitive). In the 
research of Spector (1976) he has listed four responses of frustrations as follows: (1) an emotional 
response of anger and increased physiological arousal, (2) trying of alternative courses of action to 
go around the obstacle to the goal, (3) aggression, and (4) withdrawal from the situation of pursuing 
the goal being blocked. When frustrated the possible reactions of individuals in the workplace 
setting could be in many forms such as verbal or physical aggression, and acts of employee hostility, 
theft and sabotage (Passer and Smith, 2002). 


How frustrations cause to the deviant behavior in the organizations, Chirasha and Mahapa 
(2012) have stated that there are two types of deviant behaviors- constructive and destructive 
deviant. Under constructive deviant he/she becomes more creative towards his/her occupations 
and organizations and under destructive he/she intentionally harm the organizations. The 
destructive deviance can have two forms: organizational deviant and interpersonal deviant which 
are presented in Table 1. 
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Table 1: Categories of Workforce Deviance 


Minor Major 
Organizational Production deviance Production deviance 
deviance ¢ Intentionally work slow * Stealing from organizations 
¢ Taking excessive breaks ¢ Dragging out of work to get over time 
¢ Chatting with coworkers about non work topics|* Making photocopies for personal use without 
during working hours receiving permissions 
¢ Arriving work late ¢ Taking office supplies or equipment without} 
¢ Day dreaming while on job permission 
¢ Cyber loafing 
Interpersonal Political deviance Personal aggression 
deviances ¢ Making fun of coworker * Cursing at workers 


¢ Acting rudely towards others 
¢ Blaming coworkers for mistakes made in jobs 
¢ Disobeying supervisor’s instructions 


Humiliating coworkers 

Bullying or stalking coworkers 
Saying hurtful things to coworkers 
Assaulting with injury 


Adapted from (Brown 2008:3) 


The researchers conducted in two universities shows that for the deviant behavior employees 
were cautioned. 10 % employees were found cautioned for stealing, 20% for verbal abuse, 40% for 
coming late, 15% for taking long breaks, and 10% for working slowly. Regarding disobeying the 
supervisors, 65% said that sometimes they willingly disobey their supervisors, 20% said that they 
willingly disobey their supervisors, and 15% said they do not disobey their supervisors. Researchers 
have found that when leadership fails to understand the subordinates then there arouse 
psychological distance breach and relations between managers/supervisors and employees become 
weak (Fleet and Griffin, 2006, and Chiu and Peng, 2008). Regarding the use of company property 
for personal use without authorizations, 10% stated that they always did this, another 10 % stated 
that never did this, and rest 80% said that in any point of time did this (Chirasha and Mahapa, 
2012). Regarding spreading false information 75% said they heard co-workers gossiping about other 
employee through grapevine. Researches also have established the relation between personalities 
and age factors with the work deviant in the organization. People with aggressive personalities 
perceive more injustice so become deviant (Bolin & Heatherly, 2001), and people with stable 
emotion are less deviant (Mount, Harter, and Witt, 2004). Moreover, people with the age of 21-25 
heard high percentage of gossiping, with the age of 21-29 found more in taking properly without 
authorization and women with the age of 21-35 were involved in gossiping (Chirasha and Mahapa, 
2012). Vardil 2001 quoted by Bolin& Heatherly (2001) argues that the more laws and rules are 
implemented in an organization, the more incidents of misbehavior. 


RESULT AND DISCUSSION 


PARTICIPANT’S PROFILE 


The Table 2 displays the participant’s information.The age of the human resource managers is 41 to 
58. Mostly managers are of the age of 51 to 58 which means they are matured in age.63% 
employee’s participants are of 31 to 40 years of age. Very few, only 7% males employees are of 20 to 
30 years. Female participants are 13% and male participants are 77%. Qualification of participant’s 
show 88% are post graduates. 


Table 2: Profiles of the Respondents 


Respondent Type Sex Qualification 
Manager | employees Male Female Under graduate Post Graduate 
age 20-30 0( 0) 6( 7) 6( 7) 0( 0) 0( 0) 6(7) 
31-40 0( 0) 57( 63) 49(54) 8(9) 9(10) 48(53) 
41-50 2(2) 0(.0) 1(1) 1(1) 0(.0) 2(2) 
51-58 |_ 1314) 12(13) 21(23) 4(4) 2(2) 23(26) 
Total 16(17) 75(83) 77(86) 13(14) 11(12) 79( 88) 
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The reasons of employees frustrations as responded by the employees and manages were 
unanimous. They are: income and retirement security, anxiety about the future, insufficient 
recognition for the level of contribution and effort provided, appoint of top officials from political 
favor, and concerns that pay isn’t commensurate with performance. 


DEVIANCE BEHAVIOR 


From the researchers conducted in many countries it is well established that frustration brings 
constructive and destructive behaviors in the employees. For the purpose of finding the deviant 
behaviors in Nepalese situations the researcher interviewed with the 90 employees (15 managerial 
staffs and 75 non-managerial staffs of some organizations. The organizations selected were 15 
organizations. The Table 3; displays that the deviant behaviors found only in few cases.In ascending 
order they are blaming to coworkers for mistake, bullying or stalking workers, chatting with 
coworkers about non work topics during working hours, and intentionally slow work. Most of the 
employers and mangers did not agree that deviances behaviors in relation to taking excessive break, 
arriving work late, cyber loafing, making fun to worker, disobeying supervisors, stealing from 
organizations, dragging out of work to get overtime, using photocopies and other machines for 
personal use, taking office supplies without permission, cursing at workers, humiliating coworkers, 
saying hurtful thing to coworkers, assaulting to injury. 


Table 3: Workforce Deviances 


Mean 
1. Intentionally slow work 3.74 
2. Taking excessive break 1.04 
3. _ Chatting with coworkers about non work topics during working hours 3.88 
4. Arriving work late 1.04 
5. _Day dreaming on the job 2.06 
6. cyber Loafing 1.00 
7. _ Making fun to worker 1.09 
8. Blaming to coworkers fir mistake 4.01 
9. _Disobeying supervisors 1.00 
10. Stealing from organizations 1.94 
11. Dragging out of work to get overtime 2.00 
12. Using photocopies and other machines for personal use 1.01 
13. Taking office supplies without permission 1.00 
14. Cursing at workers 1.00 
15. Humiliating coworkers 1.00 
16. Bullying or stalking coworkers 3.98 
17. Saying hurtful thing to coworkers 1.00 
18. Assaulting to injury 1.00 


OPINION DIFFERENCES BETWEEN MANAGERS AND EMPLOYEES 
REGARDING DEVIANCE BEHAVIOR 


The Table 4 analyses the difference of the deviance behavior between managers and employee. 
They differ only in three results: when employees are frustrated they take excessive break, and day 
dreaming on the job. This means out of the 18 deviance behaviors listed, only in 2 cases the opinion 
between managers and employees differs. In other statements they agree. Their opinions do not go 
in the reverse direction but differs only to the rated extent and lies within the range of ‘not agree to 
absolutely not agree. 


CONCLUSIONS 


Comparatively in Nepalese organizations the deviant behaviors are very less in comparison to the 
deviant behaviors of the organizations of other countries. On the analysis it is found that the deviant 
behaviors relates to harming the colleges rather than organizations and employers. This reveals that 
in Nepalese organizations there is no teaming culture. For Nepalese mangers there challenge to 
increase the efficiency and effectiveness through the team. 
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Table 4: Opinion Differences between Managers and Employees on Workforce Deviances 


Respondent Type Mean _ | Difference| Significanc2 | Significant 
Tailed (95%) X<.005 

Intentionally slow work Manager 3.94 24 052 No 
Employees 3.70 

Taking excessive break Manager 1.25 129) .000 Yes 
Employees 1.00 

Chatting with coworkers about non| Manager 3.81 .08 385 No 

work topics during working hours Employees 3.89 

Arriving work late Manager 1.00 05 347 No 
Employees 1.05 

Day dreaming on the job Manager 2.31 31 .000 yes 
Employees 2.00 

Cyber Loafing Manager 1.00 .0 no 
Employees 1.00 

Making fun to worker Manager 1.12 04 581 no 
Employees 1.08 

Blaming to coworkers fir mistake Manager 4.00 01 837 no 
Employees 4.01 

Disobeying supervisors Manager 1.00 0 no 
Employees 1.00 

Stealing from organizations Manager 2.00 07 .290 no 
Employees 1.93 

Dragging out of work to get overtime | Manager 2.00 0 no 
Employees 2.00 

Using photocopies and other machines| Manager 1.06 .06 .031 no 

for personal use Employees 1.00 

Taking office supplies without] Manager 1.00 0 no 

permission Employees 1.00 

Cursing at workers Manager 1.00 0 no 
Employees 1.00 

Humiliating coworkers Manager 1.00 0 no 
Employees 1.00 

Bullying or stalking coworkers Manager 4.06 90 .266 no 
Employees 3.96 

Saying hurtful thing to coworkers Manager 1.00 0 no 
employees 1.00 

Assaulting to injury Manager 1.00 0 no 
Employees 1.00 
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Abstract—Talent Management is described as the entire gamut of activities related to identification, development, 
retention and deployment of talent within a specific organizational context (Cliffe, 1998; Donahue, 2001; Ashton & 
Morton,2005; Capelli, 2005). Despite a vast outpouring of web and paper based discussions on this topic, scientific studies 
of its effectiveness are almost non existent (Berger, 2004; Branham, 2005). The present study attempts to identify talent 
management and its effectiveness in Information Technology organizations in Kerala. A review of the literature highlights 
the key studies that have investigated the concept of talent management and data collected using structured questionnaire 
from HR managers and “Key employees” indicate the extent to which talent management is practiced in IT Industry. 
Results show the existence of a well built talent management system in IT industry. The study also shows that both HR 
managers and “key employees” agree that talent management results in improved organizational performance. Reluctance 
from some respondents to share information did not deter the study and it throws light into future areas of research such as 
cost benefit analysis of talent management. 


Keywords: Talent, Talent Management Interventions, Retention, Information Technology, Key Employees 


INTRODUCTION AND LITERATURE REVIEW 


In the year 1998 McKinsey consulting group published a paper titled ‘The War for Talent’ in The 
McKinsey Quarterly. They conducted a research in 77 large US companies and found that 
companies are about to be engaged in a war for senior executive talent which will bring competitive 
advantage for the next decades. This is where talent management was born. Talent management is 
defined as a conscious, deliberate approach undertaken to attract, develop and retain people with 
the aptitude and abilities to meet current and future organizational needs (Stockley, 2005). The 
present study attempts to identify talent management and its effectiveness in Information 
Technology organizations in Kerala. 


TALENT 


Talent management cannot be explained without detailing about talent. The term talent has been 
defined by many authors in different ways, prominent among them are: Talent are the core 
competencies of an organization and represent a small percentage of employees (Berger and Berger, 
2004). A few researchers defined talent as a critical abilities set which is difficult to obtain in the 
labor market. For example, Ingham (2006) considers people who are in the key position, the leader 
team, and the individual who has the scarce capability or make particular contribution to the 
organization as talent. Cheese (2008) defined talent as the total of all the experience, knowledge, 
skills, and behaviors that a person has and brings to work. By examining the available literature 
about Talent we can best describe talent as individuals’ who can make a positive impact on 
organizational performance either through their immediate contribution or in the longer term by 
demonstrating the highest levels of potential. 


TALENT MANAGEMENT (TM) 


TM is about identifying, attracting, integrating, developing, motivating and retaining key people. 
TM activities can include performance management, succession planning, talent reviews, 
development planning and support, career development, workforce planning and recruiting” 
(Heinen & O’Neill, 2004). Available literature shows that there are many different perspectives 
about TM. One is the process perspective which contends that TM shall contain all processes 
necessary to maximize human capital in an organization. This is highlighted in the works of Snell 
(2007). The next perspective is the culture perspective which is reflected in the works of Creelman 
(2004). He considers TM as a managerial mindset. Organizations with such a mind set think about 
the talent implications of all their decisions. Another perspective is the HR planning perspective 
which is highlighted in the works of Mucha (2004). According to Mucha (2004) TM is about having 
the right people matched to the right jobs at the right time and doing the right things. Organizations 
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following this approach give more importance to succession planning. Woodruffe (2003) adopted a 
competitive perspective about TM. He opines that “TM is about identifying talented people, figure 
out what they want, and giving it to them-if not, your competitors will success.” Professional 
services firms usually adopt this approach because their success is dependent on the talent. Wilcox 
(2005) proposed a developmental perspective in which he purports that TM is about accelerated 
development paths for the highest potential employees. Lastly there is a change management 
perspective which is reflected in the studies of Lawler (2008). According to him TM can be used for 
bringing in change in the organization. 


Differences between HRM and TM can be found in the literature. TM focuses exclusively on 
talent where as HRM is about management of all employees in the organization. TM requires not 
only the support of HR department and line managers but also the support of the senior 
management team. The normative literature claims that TM will fail if it is viewed purely as an HR 
initiative (CIPD, 2006). TM seems to emphasize segmentation, whereas HRM asserts a degree of 
egalitarianism. Segmentation, that is the division of the workforce into parts that are to be treated 
differently, is fundamental to talent management. 


CONTENTS OF A TALENT MANAGEMENT SYSTEM 


TM has developed over a period of time inheriting from and building upon existing practices, norms 
and processes. According to Heinen & O’Neill (2004) TM involves an array of interdependent 
policies and procedures that need to be well integrated. The major contents of a TM system as 
evidenced in the works Chambers et al (1998) ;Garrow and Hirsh (2009) are support from the 
leadership team, strong leadership of the program, leadership development, succession planning, 
strategic direction, systems of rewards, employer branding, performance management, 
learning/training, high-potential employee development, individual professional development, 
recruitment strategies, engagement, compensation and rewards, career planning, critical job 
identification and integrated HRM systems. According to Ashton & Morton (2005) organisations 
adopting a TM approach will focus on co-coordinating and integrating recruitment, retention, 
employee development, leadership and high potential employee development, performance 
management, workforce planning and culture. 


Based on the review of the existing literature, interaction with experts in the field of HRM, it is 
understood that TM is an integrated system. Talent Management Interventions (TMI) can be 
implemented only after careful preparation by the organization. TM requires buy in from the top 
management, so the role of top management is also important. Therefore the major contents of TM 
are Preparations for TMI, Role of top management in TMI implementation and TMI. 
Implementation of TM improves the performance of key employees and this will result in 
improvement in organizational performance which will be reflected in the organizational goal 
attainment. This is depicted in the below mentioned diagram. 


Preparations for Talent 
management interventions 


Achievement 
[>| of organizational] 
objectives 


Role of Top management in 
TMI implementation 


Fig. 1: Talent Management System 
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PREPARATIONS TO BE MADE BEFORE IMPLEMENTATION OF TM 


Adequate preparation is a prerequisite for the effective implementation of TM in any 
organization.The preparations that are to be made are: Job differentiation in terms of KSA, 
Identifying pivotal positions on the basis of strategic contribution, Talent segmentation on the basis 
of potential and performance in the organization, Supporting a talent culture, Forming a “Talent 
pool” of high performing employees, Proactive identification of incumbents, Ensuring optimum 
number of employees, Combination of internal and external recruitment, Developing talent within 
the broader context of the organization, Designing a “differentiated HR Architecture” for the 
Key/talented employees and a Mind set that “Personal development” of employees is a job 
requirement. 


ROLE OF TOP MANAGEMENT IN IMPLEMENTATION OF TM 


TM will fail without commitment from top management. The passion must start at the top and be 
infused into the culture (Ready and Conger 2007). The major role of Top management are Giving 
top priority to TMI, Proper alignment of TMI with business requirements, Designing appropriate 
TMI, Ensuring transparency in TM, Providing encouragement& support to TM, Centralized 
information to be held about employees, Reviewing and monitoring the TMI, Measuring costs and 
benefits of TM. 


TALENT MANAGEMENT INTERVENTIONS 


TMIs are not stand alone, static HRD interventions, but are more holistic action oriented activities. 
(Clake & Winkler 2006). The CIPD’s Learning and Development Survey (2009) found that the top 
two most effective TM activities are in-house development programmes and coaching. Other 
interventions include a mix of the following: Succession planning, Mentoring and buddying, cross 
functional teams, Job rotation, 360 degree feedback, Management development programs. The 
major TMIs used in the study are Job redesign, Role redesign, Internal recruitment, Recruitment 
from wide range of sources, Rigorous assessment and selection techniques, Mentoring and 
Buddying system, 360 degree Feedback, Performance Management system, Coaching, MDPs and 
Higher studies, Compensation redesign, Job rotation and cross functional teams and Succession 
planning. 


RESULTS OF TM-KEY EMPLOYEE PERFORMANCE 


TMIs produce desirable results to the talented employees and to the organization. Research shows 
that the decision of high performers to stay with an organization depends greatly on corporate pride, 
esteem, and trust (Bernthal & Wellins, 2001; Hiltrop, 1999). It is presumed that the results or 
benefits which talented employees receive from TMIs are Improvement in motivation and 
commitment, Feelings of Pride in working in the organization, Efforts at work being valued by the 
organization, A bright future in the organization, Opportunity to take an active role in the personal 
development, New challenges and responsibility in the job, Helping to perform the current job 
better, Helping to prepare for the future job and Improvement in productivity. 


RESULTS OF TM-ORGANIZATIONAL PERFORMANCE 


Results which organizations receive as a result of TMIs are as follows, Improvement in 
organizational strength and performance, Substantial increase in the revenue, Substantial cost 
savings, Improvement in the profitability, Low attrition level, High employee satisfaction and 
Organizational branding. 


OBJECTIVES OF THE STUDY 
The objectives of the study are: 


1. To identify various Talent Management Interventions adopted by IT organizations 
in Kerala. 


2. To assess the effectiveness of Talent Management Interventions in the IT organizations 
in Kerala. 
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3. To study the role of Leadership in attracting. managing and retaining talent in 
the organization. 


Literature shows paucity of scientific studies about TM its effectiveness. In this background the 
present study is undertaken to assess the TM and its effectiveness in IT organizations in Kerala. 


METHODOLOGY 


In pursuance of the objectives, data was collected by using a structured questionnaire from the HR 
managers and key employees of 50 IT organizations in Kerala. Two self administered 
questionnaires, one for collecting data from HR managers and one for collecting data from key 
employees were prepared by the combining various separate standard instruments developed by 
various researchers. Also inputs received from practising HR managers and Domain experts are 
included in the questionnaires. In the questionnaire designed to collect data from HR managers, 
eleven variables relating to Preparations for TM, eight variables relating to Role of Top 
management in implementing TMIs, thirteen different types of TMIs and seven variables pertaining 
to results of TM-organizational performance were used to elicit information. In the questionnaire 
designed for collecting information from the key employees, the same variables were used except 
results of TM. In addition to these, variables relating to results of TMI-key employee performance 
are used to assess the results of TMI. The respondents were asked to rate each item by assigning a 
value of | (strongly disagree) to 5 (strongly agree). 


A pre-test of questionnaire was conducted to assess the internal reliability and construct validity 
of the scales. Pilot study was conducted among 10 HR managers and 50 Key employees working in 
10 IT organizations. These individuals are also included in the final sample. 


SAMPLING AND DATA COLLECTION PROCEDURE 


The present study focuses on Techno park, Trivandrum and Info park, Kochi. The study is confined 
to these two regions because in other regions of Kerala State, IT organizations are very few and they 
are not big enough to be selected for studying TM. Simple random sampling is used for the study. 
From Techno park, 40 IT organizations from a total population of 220 and from Info park 10 IT 
organizations from 48 were selected randomly. From the selected 50 IT organizations, one HR 
manager and 10 key employees from each have been taken. The researcher selected key employees 
on the basis of organization’s opinion. Also Key employees are randomly selected and in the case of 
HR managers, senior HR managers working in IT organizations are selected. Thus the total sample 
units consist of 50 HR managers working in these 50 organizations (one HR manager from one 
organization) and 500 key employees (10 each from 50 IT organizations). 


RESULTS AND DISCUSSION 


PREPARATIONS FOR TMI 


An attempt was made to assess the Preparation made by the organization for TMI. Table 1 presents 
the mean and standard deviation of the eleven variables of Preparations for TMI. 


Table 1: Mean and Standard Deviation of Preparation for TMI Variables 


Preparation for (Key Employees) Mean |(HR Managers) Mean +| (Key Employees +HR | Z-Value 
TMI Variables + SD SD Managers) Mean + SD | (p-Value) 
Job differentiation 4.19+ 4.20+ 4.19+ 0.135T 
0.57 0.57 0.57 (0.99) 
Identifying pivotal positions 4.174 4.324 4.19+ 0.593T 
0.62 0.59 0.62 (0.873) 
Talent segmentation 4.18+ 4.18+ 4.16+ 0.984T 
0.64 0.64 0.64 (0.287) 
Talent culture 4.21+ 4.21+ 4.19+ 0.796T 
0.62 0.62 0.63 (0.551) 
Forming a Talent pool 4.264 4.26+ 4.264 0.378T 
0.64 0.53 0.63 (0.999) 


Table 1: (Contd.)... 
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.. Table 1: (Contd.) 


Proactive identification of 3.944 4.044 3.954 0.512T 
incumbents 0.64 0.67 0.64 (0.955) 
Combination of internal &| 4.114 4.344 4.134 1.187T 
external recruitment 0.55 0.56 0.56 (0.120) 
Optimum number of 4.084 3.804 4.06+ 1.146T 
employees 0.86 0.88 0.86 (0.144) 
Designing a “differentiated 3.644 3.564 3.634 0.431T 
HR Architecture” 0.98 0.86 0.97 (0.992) 
Personal development” of 4.084 4.284 4.10+ 1.07} 
employees 0.64 0.67 0.64 (0.21) 
Developing talent 3.784 3.844 3.794 0.431T 
0.67 0.79 0.68 (0.992) 


T Not significant (Kolmogorov-Smirnov (K-S) test for equality of means) 


Out of the eleven variables of Preparations for TMI, eight variables have mean score above 4 
and only three variables have mean score between 3.5 and 4. This indicates that Preparations for 
TMI are effectively done in IT organizations in Kerala. The non-parametric Kolmogorov—Smirnov 
(K-S) test for equality of means shows that there is no significant difference in the opinion about 
effectiveness of preparations for TMI between key employees and HR managers. All the variables 
have p value >0.05. 


ROLE OF TOP MANAGEMENT IN IMPLEMENTING TMI 


Table 2: presents the mean and standard deviation of the eight variables of Role of top management 
in implementing TMI 


Table 2: Mean and Standard Deviation of Role of Top Management towards TMI Variables 


Role of top management towards TMI (Key employees) (HR Managers) (Key employees Z-value 
variables Mean + SD Mean + SD +HR Managers) | (p-value) 
Mean + SD 
Top priority to Talent Management 3.974 4.06+ 3.984 0.4857 
Interventions 0.67 0.74 0.68 (0.973) 
Proper alignment of Talent Management 3.944 4.02+ 3.954 0.418T 
Interventions 0.66 0.71 0.66 (0.995) 
Designing Talent Management Interventions 4.05+ 4.12+ 4.05+ 0.836T 
0.59 0.82 0.61 (0.487) 
Transparency in Talent Management 3.654 3.664 3.654 0.6077 
1.96 0.92 1.89 (0.855) 
Encouragement& support to Talent 4.18+ 4.18+ 4.18+ 0.472T 
Management Interventions 0.64 0.77 0.65 (0.979) 
Centralized information about people 3.464 3.544 3.474 0.229T 
0.87 0.89 0.87 (1.00) 
Reviewing and monitoring the Talent 4.03+ 3.964 4.02+ 0.418T 
Management Interventions 0.67 0.78 0.68 (0.995) 
Measuring costs and benefits of Talent 3.304 3.364 3.314 0.310T 
Management 0.73 0.85 0.74 (1.00) 


T Not significant (Kolmogorov-Smirnov (K-S) test for equality of means) 


Out of the eight variables of Role of Top management in TMI implementation, three variables 
have mean score above 4 and two variables have mean score very close to 4 (3.98 &3.95) and 
remaining three variables have mean score above three. This indicates that Top management duly 
performs its role in TMI implementation in IT organizations in Kerala. The K-S test for equality of 
means shows that there is no significant difference in opinion between key employees and HR 
managers. 
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TALENT MANAGEMENT INTERVENTIONS 
Table 3 presents the mean and standard deviation of the different TMIs 


Table 3: Mean and Standard Deviation of TMI Variables 


Preparation for TMI variables (Key employees) (HR Managers) (Key employees Z-value 
Mean + SD Mean + SD +HR Managers) (p-value) 
Mean + SD 
Job redesign 3.914 3.944 3.914 0.121T 
0.72 0.71 0.72 (1.00) 
Role redesign 3.684 3.744 3.684 0.364T 
0.75 0.83 0.76 (0.999) 
Internal recruitment 4.204 4.344 4.22+ 0.364T 
0.68 0.63 0.68 (0.999) 
Recruitment from wide range of sources 4.164 4.12+ 4.154 0.634T 
0.63 0.63 0.63 (0.817) 
Rigorous assessment and_ selection| 4.254 4.12+ 4.244 0.351T 
techniques 0.63 0.80 0.64 (0.999) 
Mentoring and Buddying system 3.674 3.744 3.684 0.674T 
0.93 0.92 0.93 (0.754) 
360 degree Feedback 3.044 2.884 3.034 0.418T 
1.17 1.27 1.18 (0.995) 
Performance Management system 4.04+ 4.14+ 4.05+ 0.4997 
0.70 0.53 0.69 (0.965) 
Coaching 3.944 4.08+ 3.96+ 0.405T 
0.76 0.70 0.76 (0.997) 
MDPs and Higher studies 3.074 3.144 3.074 0.364T 
1.05 1.03 1.05 (0.999) 
Compensation redesign 3.994 3.824 3.974 0.6887 
0.75 0.75 0.75 (0.732) 
Job rotation and cross functional teams 3.544 3.42+ 3.534 0.647T 
1.02 0.93 1.02 (0.796) 
Succession planning 3.854 3.744 3.844 0.593T 
0.85 0.75 0.85 (0.873) 


T Not significant (Kolmogorov-Smirnov (K-S) test for equality of means) 


Out of the thirteen various types of Talent management interventions, four have mean score 
above 4 and four other interventions have mean score very close to 4 (3.97, 3.96, 3.91 &3.84). The 
remaining five interventions have mean score above three. This indicates that various types of 
Talent Management Interventions are adequately implemented in IT organizations in Kerala. The 
K-S test for equality of means shows that there is no significant difference in opinion between key 
employees and HR managers. 


EFFECTIVENESS OF VARIOUS TYPES OF TMI 


The study tries to analyze the effectiveness of various types of TMIs in IT organizations in Kerala. It 
explains improvements in both key employee performance and organizational performance. Table 4 
and 5 presents the results. 


Results indicate that the nine variables of key employee performance have mean score well 
above 4.Therefore it can be concluded on the basis of above analysis that TMI results in 
improvement in key employee performance in IT organizations in Kerala 


Table 4: Mean and Standard Deviation of Key Employee Performance Variables 


Key Employee Performance variables Mean + 
SD 

Improvement in 4.174 
Motivation& commitment 0.70 

Feeling of pride 4.45+ 
0.56 

Efforts at work 4.374 
Valued 0.62 
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Bright future 4.364 
0.61 
Opportunity for personal development 4.304 
0.59 
New challenges & 4.144 
Responsibility 0.71 
Helping to perform current job better 4.134 
0.59 
Helping to prepare for future job 4.25+ 
0.67 
Improvement in productivity 4.384 
0.60 
Table 5: Mean and Standard Deviation of Organizational Performance Variables 
Organizational Performance Variables Mean +SD 
Improvement in organizational strength 3.964 
0.78 
Substantial increase in revenue of organization 3.764 
0.74 
Substantial cost savings to the organization 3.664 
0.66 
Improvement in profitability of the organization 3.784 
0.68 
Keeping attrition level of employees low 3.984 
0.59 
High employee satisfaction 3.944 
0.65 
Organization branding 4.04+ 
0.60 


Out of the seven variables of organizational performance, four variables have mean score either 
above 4 or close to 4. The remaining three variables have mean score above three. This indicates 
that various types of TMI when implemented results in improvement in organizational 
performance. 


RELATIONSHIP BETWEEN PREPARATIONS FOR TMI, ROLE OF TOP MANAGEMENT IN TMI 
IMPLEMENTATION, VARIOUS TYPES OF TMI AND RESULTS OF TMI 


Pearson Correlation was done to assess the relationship between the variables studied. The results 
are presented in Table 6 below 


Table 6: Correlation: Preparation, Role, TMI & Results 


TMI 
Key HR 
Employees Managers 
Preparations for TMI Pearson Correlation 748 578 
Sig. .000 .000 
Role of Top management in TMI] Pearson Correlation 697 607 
implementation Sig. .000 .000 
Results of TMI Pearson Correlation 639" 480" 
Sig. .000 .000 
** Correlation is significant at the 0.01 level 


According to key employees’ opinion, TMI is significantly positively correlated to preparations 
(0.748), role of top management (0.697) and results (0.639). According to HR managers opinion 
also, TMI is significantly positively correlated to preparations (0.578), role of management (0.607) 
and results (0.480). The empirical results supports the conceptual relationship; Preparations for TMI 
and Role of Top management in TMI implementation are pre requisites for Talent Management 
Interventions and there will be a positive result from TMI for the key employees and to the 
organization. 
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CONCLUSION 


Talent management is a fast gaining top priority for organizations across the world. It involves 
individual and organizational development in response to a changing and complex operating 
environment. Talent management interventions can be successfully implemented by the 
organizations only after making necessary Preparations for it. Also the Role of Top management 
towards TMI implementation is important. These two are the necessary prerequisites for 
implementation of various types of Talent management interventions in an organization. TMI 
implemented after making sufficient Preparations and adequately performing the Role of Top 
management definitely would result in both improvements in employee performance and 
organizational performance. 


SCOPE FOR FURTHER RESEARCH 


Talent management emerged as a distinct area very recently and is in its infant stage. The present 
study provides a conceptual frame work for practical implementation of TMI in IT organizations. 
The review of the previous studies and experience from the present study makes the researcher to 
offer the following areas such as cost benefit analysis of TM, impact of TM on the financial 
performance of organizations for future research. 
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Abstract— 


Purpose: Market rivalry is being dominated through comparative advertisements, which awakens the law. Article 19(1)(a) 
gives permission for ‘commercial speech’, but they should not defame the competitor and follow ‘unfair trade practices’. As 
in case of RIN v TIDE, advertisement was banned without substantiating the future protection of rights of the competitors, 
as injunctive relief and monetary damages are granted under US law. ASCI code should strictly look into such matters. 


Limitation: The Researcher could not cover the vast areas of all countries due to lack of time. 


Keywords: Article 19(1) (a), Comparative Advertisements, US Law 


INTRODUCTION 


Comparative advertisements are the strategies which have been adopted by the companies to show 
that its products and services are better than his competitors and it’s a popular promotional 
technique in which one is degraded by the other 
(http://www.mcemillan.ca/Files/BHearn_MinesBetterThanY ours_0108.pdf). This in turn harms 
the goodwill and leads to defamation of the company which is degraded in the advertisement. it can 
either expressly or impliedly refer to the other company (www-gala- 
marketlaw.com/joomla4/index.php?option=com_content&view=article&id=611&itemid=79). If 
the vilification is based upon false and misleading facts then it is an unfair trade practice, which was 
earlier placed under Monopolies and Restrictive Trade Practices Act (MRTP) but now has been 
repealed by Competition Act  (http://www.iimahd.ernet.in/publications/data/2004-01- 
O2akhilpathak.pdf).The rivalry in the market has shaken the law to be more stringent for the 
protection of consumers and protection of the competitor interest. If these are not protected by law 
then it would affect the market of the competitor and would give false implications to the consumer. 
These rights can be protected under Consumer Protection Act, Trademarks Act, and Competition 
Act to substantiate all of this it need to be in conformity with constitutional law i.e. grund norm of 
the land but the rights are not thoroughly protected under the Indian law. On the other hand if we 
look at the US laws, monetary damages are granted. 


This paper reviews the laws which are prevalent in India and how does it affect the market in 
globalised world. Are the claims allowed to be proclaimed by the companies whose rights are 
infringed i.e. up to what extent and what remedy would be available, criminal or civil. 


MARKET STRATEGIES 


There are various strategies which the companies formulate to compete with others and wisely it has 
been laid down by various companies, are generally called warfare strategies 
(http://www.studymarketing.org/articles/Strategic_Management/Types_of_Business_Strategy.ht 
ml). They are (http://www.bizjournals.com/jacksonville/stories/1999/01/18/ 
smallb3 .html?page=all): 


1. Defensive strategies. 
e Position Defense. 
e Mobile Defense. 
e Flanking Defense. 
e Contraction Defense. 


e Pre-emptive Defense. 
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Counter-Offensive Defense 
2. Attack strategies: 
e Frontal attack. 
e Flank attack. 
e Encirclement attack. 
e Bypass attack. 
e Guerrilla attack. 


These strategies are the various ways through which companies attack each other and affect 
each other’s market like Rin did over tide or horlicks against complan, these generally took frontal 
attack into action. 


FRONTAL ATTACK 


Frontal attack finds its mention in the theories of great warrior of china Sun Tsu, his theories are 
applied in marketing sector to establish the war happening between various brand regarding similar 
products, prices, promotions, and distribution 
(http://www.ibssnet.com/journals/Vol._2_No._13_Special_Issue_July_2011/1.pdf). In this, a 
brand is directly attacked by the competitor on its weakness to gain market share and result in loss 
of market goodwill (http://aytm.com/blog/research-junction/brand-positioning-for-a-competitive- 
edge-part-3/). Frontal attack has to be on the weak point of the product of the competing brand 
once that is done then it gets easy to work on it and easy to make your product superior to other and 
challenge them on the front. But if that weak point is not found and defames the competitor then 
has to go through all the challenges and win the battle of courts. 


Companies which are established in the local markets gets difficult to be thrown out of the 
market but frontal attack gives a runway for the other companies to give a good competition or to 
throw out the already established companies. It provides a _ better opportunity. 
(http://www.ibssnet.com/journals/Vol._2_No._13_Special_Issue_July_2011/1.pdf). 


Frontal attack calls for the law to give its decision if rights are being infringed in trademarks act 
or under competition act or according to any of the precedents laid down by various courts in their 
jurisdictions. 


UNFAIR TRADE PRACTICES AND LAWS 


Unfair trade practices means when in a trade deceptive, fraudulent, or unethical methods are used 
to ain profits in ones business. And it includes misrepresentation, tied selling, false advertising and 
other acts which are declared to be unlawful by the statute 
(www.investopedia.com/terms/u/unfair-trade-practice.asp). 


MRTP Act, 1967 which now stands repealed by Competition Act, 2002. The earlier act was 
amended in 1984 to add a new chapter to include unfair trade practices and some powers were 
given to DGIR which would look after the claims 
(http://www.vikalpa.com/pdf/articles/2005/2005_jan_mar_67_75.pdf). Section 36A (1) (x) 
provides for the same and it allowed only very limited comparative advertisement but it should not 
be misleading or false statements about competitor’s goods and __ services 
(http://www.worldtrademarkreview.com/issues/article.ashx?g=32a85852-a5d2-4c65-8216- 
619aaf642086). As we can see the case of NEW PEPSODENT V COLGATE CASE (Palmolive 
(India) Limited v Vicco Laboratories, judgement of the MRTP Commission, dated 20/03/1997. 
Citation: 1997 (5) CTJ 488.) In which two kids were compared and had used the similar tone of 
Colgate to say it’s better than Colgate, commission held in favour of the Colgate against Pepsodent 
for disparagement of product and claim was granted for the same. This has been subsequently 
replaced by Section 66 of competition act. 
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Similarly on the backdrop comes the Consumer Protection Act (CP), 1986 to whom powers are 
subsequently provided for making an inquiry in unfair trade practices (Section 9 of CP act). The 
definition has been incorporated under section 2(1) (r) (1). This being made for the protection of 
consumer so it redresses the grievances of the consumer so that they are not misled and proper 
injunctive orders or monetary damages which even lead to infringement of trademark 
(http://www.nujslawreview.org/pdf/articles/2011_1/parth-and-sheryani.pdf) to be provided and 
same can be seen in the case of Pepsi Co. Inc. and Ors. v. Hindustan Coca Cola Ltd. and Anr 
(2003 (27) PTC 305), in this case “thums up’ was promoted over pepsi by alleging that pepsi is a 
sweet drink and only meant for consumption of children and instead of Pepsi it displayed ‘PAPPI’ 
and court held out that “a manufacturer is not entitled to say that his competitor’s goods are bad as 
to puff and promote his goods.” (http://www.legalserviceindia.com/article/1182-Comparative- 
Advertising-laws.html). The aim of this act that the consumer should not be deceived by the 
competition of two companies specifically when there is frontal attack through visual 
advertisements at puts major impact upon the mindsets of the individual. 


The direct comparative advertisement in media created a buzz of controversy in Rin v Tide (udgement 
delivered by Calcutta High Court), and there has been a prolonged war going on which kept tussle between 
them and that got dragged in the court. P&G was against HUL for openly defaming their product by 
comparing uniforms of two school children and depicting that its product give more “‘safedi” (whiteness) to 
the cloth than TIDE and the comparison was made openly by displaying two shirts on the screen, 
which brought losses to the brand TIDE and degradation in the eyes of the public. 


The violation is not only of consumers but even of the companies who have their trademarks 
registered. So in addition to MRTP and CP Act, there is Trademarks act too under section 29(8).' 
The particular product which is compared is not the only product which gets hampered in the 
market but it’s the brand and the trademark as such which gets affected and harms the company as a 
whole. And if such happens then the court should take stringent steps to avoid that in favour of 
those whose rights are infringed. On the other side section 30 gives an exception the same clause 
which provides that when it is done so with the intent of honest practice and does not detriment to 
the distinctive character. 


In the absence of any statutory provision, the Advertising Standards Council of India (ASCI) 
which is self-regulatory authority requires advertisements to be: 


e Honest representations. 

e Non-offensive to public. 

e Against harmful products and situations. 

e Fair in competition. ( http://www.ascionline.org/index.php/ascicodes.html) 


Under chapter VI of code states the way to ensure that ads should maintain fairness in 
competition so that the consumer’s minds are not played by advertisers and fair competition to be 
played. (http://www.ascionline.org/images/pdf/asci_codelnew.pdf). 


1. Ads regarding comparisons with other companies or any kind of products or services are 
allowed but subject to conditions: 


a. On aspect of the product. 
b. No artificial advantage is achieved. 
c. Comparisons are factual. 
d. Consumers are not mislead. 
e. Products are not degraded from its reputation. 
2. Goodwill not to be harmed by using its mark or a trade. 


3. Should not be a copy of already running Ad. 
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These guidelines helps when there is no statutory provision for redressal of any infringement of 
rights. 


In the United States, false and deceptive advertising has been excluded from the constitutional 
protection of the First Amendment (http://www.nujslawreview.org/pdf/articles/2011_1/parth- 
and-sheryani.pdf).There is Federal trade commission (FTC) which is a leading regulatory body and 
as per this commission comparative advertisement means comparing brands on characteristic or 
price, and identifying other brand by name, illustration or any other peculiar information 
(http://www.ftc.gov/bcp/policystmt/ad-compare.htm). In US comparative advertisement is 
allowed when they are not deceptive or truthful and such is done then the advertiser is asked to 
modify such to an extent. There is even imposition of penalties (15 USC section 54) up to 5000$ and 
even imprisonment of six months and no broadcaster would be sued. And on the contrary there is 
no such provision under the Indian law for any penalty. 


In the case of Norvatis Consumer Health, Inc. v Johnson & Johnson Merck Consumer 
Pharmaceutical Co. even if 15% are mislead then it would amount to misleading and under the 
Lahman Act (Under the Lahman Act, the remedies available are injunctive and monetary relief). 
substantial amount of audience was deceived 
(http://www.kslaw.com/library/pdf/reichmancannady-rp.pdf). The US Department of 
transportation imposed fine of $80,000 on Taiwan’s China Airlines for falsely advertising of airfares 
and it did not clearly mention about the taxes, etc 
(http://edition.cnn.com/2011/TRAVEL/06/21/china.airlines.fined/). 


There should be some similar kind of provision mentioned in the Indian law for the protection 
of advertisers as we see in the case of Rin v Tide in which there was no monetary relief granted to 
the plaintiff as only prohibition of product was asked within 72 hours. Whereas in US laws are bit 
different and provides for the protection. 


Under Article 19(1)(a) of the Constitution of India has been provided as a fundamental right to 
the citizens and even government cannot bar any citizen from using his rights but the only criteria it 
sets is that the rights so exercised should not infringe the rights of the others in any way. This article 
though talking of advertisement industry is no doubt a form of speech but the true character of the 
action is reflected from the object so displayed or intended to be _ displayed 
(http://www.legalindia.in/advertisement-and-freedom-of-speech). 


Before 1995 (Tata Press LTD, v Mahanagar Telephone Nigam Ltd ) the Indian law did not 
include commercial advertisements which are being displayed by businessmen under commercial 
speech but after this judgement it was laid down ‘commercial advertisements were covered under 
the concept of “freedom of Speech and Expression” assured under Article 19(1) (a) 
(http://www.academia.edu/938632/Freedom_Of_Commercial_Advertisements_In_India). This 
judgement was delivered while keeping in the mind the present scenario of post-1991 era of the 
liberalized economy. 


Commercial advertisements do need a protection under our law as the rights of many 
businessmen are being hampered just on the protection taken by the respondents under article 19. 
The consumer oriented advertisements have to be on the basis of ethics and morals and it should not 
infringe the rights of the other or its market value, consumer shouldn’t be mislead by the competing 
companies at the cost of the credibility of the particular brand. There are many companies like RIN, 
GLUCOSE-D, COMPLAN, etc., who are following the path of comparative advertisements which 
are more popularly known as ‘Frontal Attack’, in which the publicly try to degrade the reputation of 
the other brand leading to huge amount of losses that take place. 


CONCLUSION 


The laws in India and US are similar that they promote comparative advertisement but the only 
difference lies is that in US penalties are imposed upon the companies who infringe others rights 
and whereas in India that is not the case no penalties are imposed. For a sustainable business in a 
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country the laws should be efficient to serve the needs of the society and only consumers should not 
be kept in mind but even those people who are investing into it. 


Degradation of other brand should not be happening as it would lead to disparagement of goods 
and services and companies from outside would not be attracted towards the economy of the 
country. The frontal attack should be kept in a diaspora with the law that is consumer should be 
aware but not at the cost of the goodwill of somebody’s hard work. A strong statutory code should 
be formulated for a better competition in the market. 
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Abstract—ZJn today’s globalized world, where production process is spread across countries so that resources are gathered 
in one country, their processing takes place in another and manufactured products are sold in yet another, it is highly 
imperative to protect our planet and the resources provided by it. In the pursuit of sustainability, when we move towards an 
economy which is greener, more resource efficient and where economic growth accompanied by social equity, human 
development go side by side along with more secured environment, there is no doubt that industry and business will be a key 
driving force. These impacts are sometimes categorized as profits, people and planet-the three components of triple bottom 
line. The present study is undertaken to examine and analyse theoretical justification for sustainable business, to know 
about the notable sustainable business practices being followed by top Indian/global companies and to analyze empirically 
whether there exists a trade-off between economic development and the pursuit of sustainability. The findings of the study 
suggest that creating and adopting a sustainable business model is not just to meet the requirements of a regulatory 
framework rather, sustainable business practices enhance brand reputation, increases efficiency and reduces cost. It also 
helps companies in having greater access to investment capital. These potential benefits are well supported by real world 
evidences. Further, evidences from India and at global level suggest that it is not necessary that there is always a trade-off 
between economic and other important components of sustainability. Companies like Tata Steel, Infosys and Oil and 
Natural Gas Commission are among the most sustainable companies on the one hand and among the most profitable 
companies on the other. 


Keywords: Economic Growth, Environmental Sustainability, Sustainable Business 


INTRODUCTION 


To achieve common goals, it has become necessary for governments, businesses, communities, and 
development organizations to search for new and innovative approaches because of unprecedented 
change and complexity of today’s world. The development challenge today lies in optimizing the 
use of human and material resources and in ensuring that impact and sustainability are quite 
possible within the framework of defined development objectives. In order to meet this challenge, 
there is the need to instill new ways of thinking and working together among stakeholders. 
(Catalyst, 2002). 


In today’s globalized world, where production process is spread across countries so that 
resources are gathered in one country, their processing takes place in another and manufactured 
products are sold in yet another, it is highly imperative to protect our planet and the resources 
provided by it. The world today is so interconnected that if a drought or flood takes place in one 
part of the globe, it can soon challenge the supply chains or move commodity markets in another 
and this has profound implications for the poor and the vulnerable. In the pursuit of sustainability, 
when we move towards an economy which is greener, more resource efficient and where economic 
growth accompanied by social equity, human development go side by side along with more secure 
environment, there is no doubt that industry and business will be a key driving force. (UNEP, 2012). 


According to World Commission on Environment and Development’s report, 1987 (as cited in 
World Bank, n.d.). “Sustainable development is development that “meets the needs of the present 
without compromising the ability of future generations to meet their own needs”. Incorporating the 
concept of sustainability into businesses, it can be said that Sustainable business strategy is the one 
that mandates the inclusion of environmental and social issues in the business model towards the 
attainment of long-term corporate growth and profitability. (Do Well Do Good, n.d.). 


Financial Times Lexicon (2013), defines Business sustainability as a process of managing the 
financial, social, and environmental risks, obligations and opportunities by business firms. These 
three impacts are categorized as profits, people and planet-the three components of triple bottom line. 
People, planet, profit is the mantra already adopted by many companies in the pursuit of corporate 
sustainability, but if we are to truly transform the economic paradigm then it needs to be adopted by 
many, many more. If business is sustainable, it would create economic value, healthy ecosystems 
and strong communities. Therefore, when industrial development is in accordance with the three 
principles of economic efficiency, social equity and environmental accountability, sustainable 
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development is said to be achieved Sustainable development thus being the need of the hour, has 
acquired significance as a field of research. 


OBJECTIVES 
Main objectives of the paper are as follows: 


1. To gather an understanding of and to analyse the requirements of sustainable business. 
2. To examine and analyse the theoretical justification for sustainable business. 


3. To analyse empirically the sustainable business practices being followed by top Indian/ 
global companies. 


4. To analyse empirically the existence/ non-existence of trade-off between economic 
development and the pursuit of sustainability. 


METHODOLOGY 


The paper is mix of descriptive and analytical research. Keeping in view the above first two 
objectives, the paper is based on the thorough exploration of available existing literature in the field. 
So far as the third and fourth objectives are concerned, the paper is based on secondary data 
collected from a variety of sources including Forbes India, Fast Company magazines, India’s top 
Financial Portals. Harvard Business Review etc. By examining and analysing the data relating to 
the ranking of top Indian/ global companies on the basis of different criteria- profit, CSR expenses, 
innovation etc., relevant conclusions have been drawn. 


THEORETICAL JUSTIFICATION FOR SUSTAINABLE BUSINESS 


The theoretical justification for incorporating sustainability into business practices/strategies can 
broadly be discussed under two heads: 


1. Factors causing a shift towards sustainability. 


2. Potential benefits that may accrue to companies which adopt sustainable business practices. 


FACTORS CAUSING A SHIFT TOWARDS SUSTAINABILITY 


Economic activities take place in the natural, physical world. Resources such as energy, materials 
and land are required to carry out these activities. Further, as a result of economic activity, some 
material residuals are generated, which enter the environment as waste or polluting emissions. 


The Earth’s ability to supply resources and to absorb pollution is limited (UNEP, 2010). During 
the World Summit on Sustainable Development held in Johannesburg in 2002,it was the second 
time (the summit held in Rio was the first) that the world came together on the issue of sustaining 
the planet’s resources on the one hand and sufficient development to take place on the other to 
overcome poverty and underdevelopment at the same time. Today world is facing severe resource 
constraints since the increase in world population’s consumption and pollution are putting pressure 
on fresh water, clean air, fish stocks, land for food production and living space etc. The natural 
resources like forests, minerals and rivers are also under threat due to today’s economic 
development and consumerism. The question how to build sustainable development whilst 
overcoming poverty has no simple answer. Governments in different countries are making efforts to 
increase poor people’s access to water and electricity. With economic growth and resulting increase 
in pollution, there will be pressure on natural resources and balancing the need for development 
with the sustainable use of resource has to be taken care of by the government (etu,n.d.). 


530 / Research and Sustainable Business 


Constraints in production: 


Environmental factors are acting as constraints in production, particularly in the 
agricultural and energy sectors, heavily dependent on these resources. This confirms 
that business as usual over the long-term is simply unviable. Companies acting ahead 
of the game will be able to tap into most of the opportunities available, sustain 
growth and adjust to changes to the regulatory environment which, in turn, is 
responding to the growing evidence of environmental degradation. The 
manufacturingsector, for example,is responsible for 35 per cent of electricity 
use, more than 20 per cent of CO2 emissions and over a quarter of primary resource 
extraction, directly impacting economic growth, the environment and human health. 
By implementing sustainability measures the manufacturing sector can boost 
economic and environmental performance. Improving recovery and recycling, the 
adoption of closed-cycle manufacturing and extending the lifespan of manufactured 
goods can help to decouple this sector’s growth from its environmental impact. 
Sustainable production practices can reduce emissions and integrate by-products into 
the production value chain. As such, return on investment can be substantial and 
payback periods reduced 


Resource Pressure: 


. Driven by population growth and additional consumer pressure in emerging 


economies, global demand across all major environmental resources will increase 
over the coming years. Between 2010 and 2030, demand is projected to grow by 33 
per cent for primary energy, by 80 per cent for steel, by 27 per cent for food (cereals) 
and by 41 per cent for water. This combined with risks and environmental stresses 
derived from climate change, such as water and land availability and biodiversity 
loss, means that the pressures on these resources are considerable and likely to grow 


Sustainability 


Consumer demand: 


Many companies see sustainability as a key driver of innovation and new sales 
opportunities. Increasingly well-informed consumers are raising their expectations 
of the private and public sectors. Consumer demand for sustainable products is 
growing, and there is much untapped latent demand that can be unlocked by 
companies with a clear vision of a more sustainable future. 


Collaborative capitalism: 


Brand value benefits associated with sustainability are influencing business-to- 
business relationships andopportunities. Corporate customers with active 
sustainability strategies are placing significant demands on suppliers to meet new 
standards; for example, on product environmental performance and respecting human 
rights along the supply chain. We are entering an age of collaborative 
capitalism, where achieving business objectives are dependent on the creation of 
shared and common objectives 


Fig. 1: Drivers of Change 


Source: Prepared by Author compiling information from UNEP (2012). The Business Case for the Green Economy. 
Sustainable Return on Investment 


As per the United Nations Environment Programme’s Report (UNEP, 2012), the major drivers 
of change are: 


1. Resource Pressure. 

2. Constraints in production. 
3. Consumer demand and 
4 


Collaborative capitalism. Figure-1 presents a brief elaboration of these constraints. Thus 
there is a compelling case for the transition towards a resource efficient and green economy. 
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BENEFIT RESULTING FROM SUSTAINABLE BUSINESS PRACTICES 


Creating and adopting a sustainable business model can bring benefits to businesses in several 
forms. Sustainable business practices enhance brand reputation, increases efficiency and reduces 
cost. It also helps companies in having greater access to investment capital. Businesses that actively 
promote more sustainable goods and services have good prospects to get a boost in sales. There may 
be different reasons and motives for companies being greener and sustainable in business but some 
primary benefits to becoming a more sustainable company are there. Attempts have been made by 
various scholars to empirically estimate the validity of most of the benefits that may accrue to a 
sustainable business. Figure-2 aptly summarizes the potential benefits resulting from 
sustainable business. 


A research report (MIT Management Review and The Boston Consulting Group, 2011) finds 
that all respondents including both Embracers and Cautious adopters rated the brand-building 
benefit as the greatest. Companies across all industries agree that to remain competitive, acting on 
sustainability is essential. 


EXISTENCE/ NON-EXISTENCE OF TRADE-OFF BETWEEN ECONOMIC 
DEVELOPMENT AND THE PURSUIT OF SUSTAINABILITY 


When we talk about sustainability, business is no longer just about achieving economic success. 
Today, the problems like degradation of environment, climate change, global warming, and loss of 
biodiversity, resource depletion, rampant poverty, inequality and social exclusion are grappling the 
world. Today, there is increasing scrutiny of social and environmental consequences of business. 
Purely economic motivations can no longer be considered as sustainable. Thus a question arises that 
if a company attempts to introduce more sustainable business practice to meet the triple bottom line, 
whether this involves any kind of trade-off? The question may be examined from a theoretical angle 
and also from empirical point of view Theoretically, potential benefits to firms following sustainable 
business (Section 2.2) shows no trade-off in adopting a sustainable business model to meet the triple 
bottom line i.e. even if business firms pursue sustainable business practices to fulfill regulatory 
requirements, it is in the long term interest of business itself. 


Empirically, A study (as cited in Haanaes, Michael, Jurgens, and Rangan, 2013) was conducted 
by Boston Consulting Group and the World Economic Forum in 2010 to find out the companies 
following most effective sustainability practices in the developing world. The study covered 1,000 
companies from a wide spectrum of markets and industry sectors ranging in size from $25 million to 
$5 billion. It found that there are several champions of sustainability in countries across Latin 
America, Africa, the Middle East, Asia, and the South Pacific. These include Zhangzidao Fishery 
Group, Dalian, China Organic fish farm, Sekem,Cairo, one of Egypt’s largest organic food 
producers, Florida Ice & Farm, San José, Costa Rica, Beverage bottler, Shree Cement Beawar, 
India, Producer of cement and electricity, Jain Irrigation Systems, Jalgaon, India, Maker of 
irrigation systems and wholesaler of produce and New Britain Palm Oil, Mosa, Papua New Guinea, 
Producer of organic oils, sugars, and meat etc. 


Taken collectively, these companies demonstrate that it is not necessary to be a trade-off 
between economic development and environmentalism. Rather, for all businesses which face limits 
on their resources and their customers’ buying power, the pursuit of sustainability can be a powerful 
path to reinvention. 
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Generally a company possesses competitive advantage over its rivals if it has a positive 
reputation and is helpful to firm in cornering the market. A company's Sustainability 
program can fasten the speed with which the company enters or grows within a 
market, if it position the company as a good corporate citizen. Thus reputational 


Increased Customer loyalty: 


This drives the bottom line, as people care about how an organisation conducts 
business. Enhanced reputation enables a company to sustain growth of sales with 
longer duration, reflecting greater loyalty among existing customers and continual 
improvement in reaching new customer bases (UNEP,2012). 
1.Sales 
Growth and 
Competitive 
Edge There is a growing segment of the consumer market clamoring for green goods and 

services.And these people are often willing to spend more for products that conform to 
their eco-friendly demands(A2X, 2013).According to the findings of a consumer 
research by Natural Marketing Institute (as cited in ecoofficiency ,n.d.), consumers are 
58% more likely to buy a company's product or service if they know that the company 
is aware of its impact on the environment and society. 


Appeal to a new Demographic: 


New markets: Considerable new market opportunities lie in developing sustainable 
business models that help improve the lives and environments of low-income 
consumers. Environmental policies and regulations are also creating new commercial 
opportunities, for instance through carbon and ecosystem service markets. By 
2020, markets for biodiversity offsets are predicted to grow to US$ 10 billion, and 
global revenues for companies involved in the wind, solar and biofuels markets have 
seen a ten-fold rise to US$ 116 billion over the five years to 2008(UNEP,2012). 


ncreased Efficiency and Resourse Productivity: 


Adopting sustainable business practices results in savings over time. Businesses can 
improve their efficiencyby adhering to recognized standards and adopting cleaner 
technologies,both of which are conducive to more sustainable resource use. They also 
. e improve efficiency through resource productivity which involves re-thinking systems to 
Benefit from : maximise value-added of the resources used. General Motors, by implementing its 
Sustainable 5 Resource Management Programme at many of its manufacturing facilities, has saved 
Business Practices |} : more than US$ 30 million and reduced waste volume by 40 per cent from 2000-2008. 
Furthermore, General Motors’ efforts to transform waste into valued by-products 

created US$ 6 million in sales(UNEP,2012). 


Cost of capital and risk profile: 

Environment, health, safety and other human well-being issues are starting to feature 
more predominantly in risk management. Businesses which have effective and well- 
communicated systems of environmental and social risk management in place can 
secure a better risk profile. It thus enables them to get capital at lower cost. 


3. Improve Financial and Investment Opportunity: 

The companies who,in their sustainability plans, have taken into account the 
energy efficiency and reduction of environmental impact as important criterion of 
evaluation, have been recognised by financial and investment analysts. Based on 
CFO Research, a study surveyed 175 top finance executives. It found that more 
than half believe that through strong sustainability initiatives,their companies' 
revenue will increase (as cited in ecoofficiency ,n.d.). 


4. Increase Employee Retention and Recruitment: 

A common belief is that employees prefer to work with companies having an 
image of ‘doing the right thing’ and who have actively incorporated corporate 
environmental and social programs. Adecco, an international HR company, in its 
survey conducted in 2007 found that 52% of employed adults feel that their 
companies should do more about the environment (as cited in ecoofficiency ,n.d.). 


Fig. 2: Benefits from Sustainable Business Practices 


Source: Prepared by Author compiling information from (i) UNEP (2012): “The Business Case for the Green 
Economy. Sustainable Return on Investment” (i1) John Friedman (2012). 6Business Benefits of Sustainability & (iii) eco- 
efficiency (n.d.).Benefits of Becoming a Sustainable Business 


Focusing on some major companies operating in India, The Table-1 presents the top ranking 
companies in India in respect of net profit, sustainability etc. The list of most sustainable companies 
in India includes companies as per the Confederation of Indian Industry, CII-ITC Awards 
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2012(CII-ITC, 2013).These Awards are conferred to India's Most Sustainable companies who 
demonstrate exemplary performance in Economic, Environmental and Social dimensions. The 
Table also presents the list of Most Admired Companies in 2013 as per Fortune India magazine 
conducted in partnership with management consulting firm, the Hay Group (MXM India, 2013).In 
this respect, to rate Companies, several parameters are used including corporate governance, 
endurance, performance, quality, financial soundness, innovativeness, leadership, talent 
management, corporate social responsibility (CSR), and global business. The column 4 of the Table 
-1 shows the 10 most respected companies in India for 2013 as ranked by Business world, one of 
India’s leading business magazines (Silicon India News,2013).The innovativeness of the company is 
considered as the most important factor to decide the winners and losers in the corporate world. The study has 
however taken few other parameters like global competitiveness, quality of talent, quality of top management, 
financial performance, ethics and transparency into account to rank the companies. 


Table 1: List of Companies (Most Profitable, Most Sustainable, Most Admired, Most Respected) 


(1) (2) (3) (4) 
Maximum Profit Most Sustainable Companies(CU-ITC Awards Fortune India’s Businessworld’s 
Companies 2012 Most Admired Most Respected, 
(2012-13) Category A [Turnover | Category B[Turnover | Companiesfor | Companies for 2013 
>Rs. 500 crores Rs. 50-500 crores]& 2013 
Category E 
[Independent Unit/ 
Division] 


1.Reliance Industries 1.TCS 


Sustainability Prize 
1.Tata Steel Limited 


Category B [Turnover 
Rs. 50 - 500 crores 


1.Tata Consultancy 
Service(TCS) 


2. Oil& Natural GAS 
CORPN(ONGC) 


3. Cairn India 


4.State Bank of India 


5.Tata Consultancy 
Services (TCS) 


6.NTPC 


7.Coal India 


Commendation for 


Commendation for 


2.Hindustan 
Unilever 


2. Reliance Industries 


3.ITC 


3. Infosys 


3.Infosys Tech 


4. Hindustan 
Unilever 


5.State Bank of 
India 


5. Larsen &Tourbo 


Significant Achievement | Significant Achievement 
2.TVS Motor Company | 16.Bhoruka Power 
Limited Corporation Limited 

3. Yes Bank Ltd. Category E 
4.Hindustan Zinc [Independent Unit / 
Limited Division] 

5.Bharat Aluminum Sustainability Prize 
Company Ltd 17.Tata Chemicals Ltd., 
6.Oi1 & Natural Gas Haldia 

Corporation Ltd. 

(ONGC) Commendation for 


7.Infosys Ltd. 
8.Ambuja Cements 
Limited 


Significant Achievement 
18.Reliance Industries 


6.L&T 


6. ICICIBank 


7.Tata Steel 


7. State Bank of India 


11.Hindustan ZINC 


12.HDFC Bank 


13.Bharat Heavy 
Electricals 


14.National Mineral 
Development CORP. 


15.WIPRO 


16.Axis Bank 


17.Bharti Airtel 


18.Tata Steel 


19.Indian Oil Corpn. 


20.Larsen & Toubro 


Strong Commitment 
9.The Tata Power 


Strong Commitment 
21.JSW Steel Limited, 


Company Limited Salem Works 
10.Rashtriya Ispat 22.BHEL, High 
Nigam Limited - Pressure Boiler Plant, 
Visakhapatnam Steel Tiruchirappalli 

Plant 23.L&T, Heavy 


11.Toyota Kirloskar 
Motor Private Limited 


Engineering IC, Hazira 
Manufacturing Complex 


12.Mahindra Lifespace |24.BHEL, 

Developers Limited Electroporcelains 
13.Steel Authority of Division, Bangalore 
India Limited (SAIL) 25.Ambuja Cement Ltd. 
14.Dalmia Cements (Maratha Cement 
(Bharat) Limited Works) 


15.Mantri Developers 
Pvt. Ltd. 


8.INFOSYS Limited, Hazira 8.ONGC 8. HDFC Bank 

9. ICICI Bank Manufacturing Division | 9,Maruti Suzuki 9. Tata Motors 
19.ONGC, Hazira Plant 
20.SAIL, Bhilai Steel 
Plant 

10.ITC Commendation for Commendation for 10.ICICI Bank 10. Samsung India 


Electronics 


11.Indian Oil 
Corporation JOC) 


12.Tata Motors 


13.HDFC Bank 


14. Wipro 


15.Microsoft India 


16.Colgate 
Palmolive 


17.IBM India 


18.Samsung India 
Electronics 


19.Bharti Airtel 


20. HDFC (NBFC) 


Source: Author’s Compilation using information from 
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1. Business Today (2013): Compare Companies' according to Net Profit (for column 1) 

2. CII-ITC (2013): Performance Assessment-Winners(for column 2), 

3. MXM India, (n.d.): TCS tops list of Fortune’s ‘India’s Most Admired Companies(for column 3) and 
4. Silicon India News (2013): 10 Most Respected Indian Companies(for column 4) 


If we examine the lists of companies shown in columns 1, 2, 3& 4 of Table-1, we find that 
evidences from India also indicate that there is no trade-off in meeting the triple bottom line of 
sustainability. Three companies (Tata Steel Limited, ONGC, and Infosys Ltd), included among 
most sustainable companies are also among the top 20 maximum profit companies and top 10 most 
admired companies. Further, several other companies like Tata Consultancy Services, State Bank of 
India, ICICI Bank, IOC, Bharti Airtel, Larsen & Toubro, Wipro, ITC and HDFC Bank are among 
the profit maximisers on the one hand and the most admired ones on the other. Here it is to note 
that some of the parameters used to confer the most admired companies award, are also related to 
sustainability triple bottom line. These are financial soundness (profit), social responsibility (people), 
innovativeness (planet, if innovations are environment friendly). 


INDIAN CHAMPIONS OF SUSTAINABILITY 


The world’s most successful investor, Warren Buffett, has famously said, “It takes 20 years to build 
a reputation and five minutes to ruin it. If you think about that, you’ll do things differently” (Lahiri, 
Gaurav, 2013). Today, we live in an age in which companies, businesses and society are more 
connected and interactive than ever before in the past. Corporations are more aware of their role 
towards the society. They recognise the fact that social and environmental stability and sustainability 
are two important prerequisites for the sustainability of the market in the long run. In India we do 
find companies which practice CSR but their number is very small. CSR is not new to India. 
Companies like Tata and Birla have been imbibing the case for social good in their operations for 
decades long before CSR become a popular cause. According to a Nielsen Corporate Image 
Monitor 2007 (CIM) study(as cited in The Economic Times, 2007), IT giant Infosys, Tata Steel and 
Tata Motors from the philanthropic Tata Group, Reliance Industries and India’s reputable private 
bank, ICICI Bank, rank at the top of India’s Corporate Social Responsibility Index. As per the 
findings of a recent study Report (Fast Company 2013), the world’s top ten Most Innovative 
Companies in India and their sustainability efforts are summarized in Figure-3. Fast Company 
ranks India's most innovative companies, focusing on technology, business, & design and assesses 
thousands of businesses based on creativity, real-world impact, risk taking, and execution. 
Mahindra Reva tops the rankings. 


Further, relevant to the social component of triple bottom line of sustainability, notable 
contribution of some more companies which are among top most sustainable or most admired or 
most respected companies is summarized in Table 2. 


Table 2: Notable Work by Some More Companies 


Name of Company Notable Work 
Tata Steel Health care is one of the main concerns of Tata Steel. In order to assess the impact of its work in 
rural areas, it comes out with the Human Development Index (HDI), a composite index of 
health, education and income levels. The Tata Steel Rural Development Society aims to improve 
agricultural productivity and raise farmers’ standard of living. 
Oil & Natural Gas It offers community-based health care services in rural areas through 30 Mobile Medicare Units 
Corporation (MMUs). The ONGC-Eastern Swamp Deer Conservation Project works to protect the rare 
species of Easter Swamp Deer at the Kaziranga National Park in Assam. ONGC also supports 
education and women empowerment. 
Infosys The Infosys Science Foundation, set up in 2009, gives away the annual Infosys Prize to honour 
outstanding achievements in the fields of science and engineering. The company supports causes 
in health care, culture and rural development. 


Tata Consultancy Its Computer Based Functional Literacy (CBFL) initiative for providing adult literacy has 
Services already benefitted 1.2 lakh people. The programme is available in nine Indian languages. Besides 
adult education, TCS also works in the areas of skill development, health care and agriculture. 
Indian Oil It runs the Indian Oil Foundation (IOF), a non-profit trust, which works for the preservation and 
Corporation promotion of the country’s heritage. IOCL also offers 150 sports scholarships every year to 


promising youngsters. Some of its other initiatives lie in the domains of clean drinking water, 
education, hospitals and health care. 

Source: Authors Compilation from Mitu J., Paul, and Bhat (2013). CSR Report Card: Where Companies Stand. 
March 18 Forbes India 
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1.Mahindra-- Reva For catering electric cars to a new audience. Reva is the country’s first electric carmaker. It was 
acquired by the Mahindra & Mahindra automotive group in 2010. This new partnership is venturing big on a four-seater 
electric hatchback-the E20, scheduled to be launched in 2013. Buyers will get a more environmentally friendly option 
with no compromise on speed and comfort. 


2.Selco-- For spreading sunshine to startups too. More than 125,000 rural households who had limited or no access to 
electricity, have been benefitted by solar lighting systems brought by Selco.It happened because of resultant fall in prices 
of solar panels and the spread of Selco's decentralized model. The fact to consider is that this do-good mission of Selco is 
also handsomely profitable proving a good example of sustainable business. Selco's new mission is to seed and mentor 
similar ventures in the sustainable energy space through the Selco Incubation Center. 


3. GVK-EMRI--For bringing life-saving emergency services to India. Credit of creating India's first and only professional 
emergency management service (like 911) for medical, police and fire related emergencies goes to GVK-EMRI. Working 
with a majority of state governments across the country, it has been built on a public private partnership model. How 
useful is it, is clear from the fact that it saved the lives of 908 babies, all less than a month old just Within a year of first 
launching neonatal ambulances in Chennai. GVK-EMRI now has a total fleet of more than 4,500 after an expansion in 


2012. 


4. IndiGo --For leading the market in low-cost air carriers. . In India's passenger airline business, Indigo is One of the 
latest entrants. Building an image of low-cost carrier, on customer experience front, it introduced step-less boarding 
ramps and maintainied the highest on-time performance levels beating out even full-service airlines. In 2012, Indigo 
reached at the top in terms of market share capturing almost one third of the market, ahead of both full-service and low- 


cost airlines. 


5.Micromax-- For building a local empire of touchscreen devices. Growing steadily, Micromax-the Indian mobile phone 
and tablet maker, became the third largest in India creeping up from behind Nokia and Samsung. Aiming at an 
expanding segment of aspiring young users looking for the latest experience, it is now replicating its tested recipe--feature- 
laden touchscreen phones and tablets. In July2012 Micromax sold more than 67,000 smartphones, more than their 
competitors HTC and Karbonne. 


6. Sarvajal-- For bringing water to the people who need it most. Making the clean warer accessible to people in villages 
and urban slums is a tough task. Sarvajal did it. Its unique RFID-equipped ATMs dispense purified water at a nominal 
cost through prepaid cards or coins. To grow the company’s reach, Sarvajal allows locals to start their own water ATM 
franchises. Presently, more than 156 franchises are there in rural areas and for each location where an ATM is 
added, Sarvajal sees a 150% customer increase. 


7.Attero Recycling-- For finding a second life for e-waste. The idea of recycling e-waste has taken some time to settle in a 
country like India where electronic goods are generally handed down to someone. It has been demonstrated by Attero 
that recycling e-waste can also be a big business. Attero handles more than 550 tons of e-waste every month. Its 
sprawling automated recycling facility at Roorkee serves 100 cities across 22 states in India and it is to go aggressive on 
building a network of collection centers and systems for the consumer market 


8.Vaatsalya-- For kickstarting the affordable healthcare trend in India. A chain of hospitals offering inexpensive medical 
care to rural and semi-urban communities has been opened by Vaatsalya in some southern states in India. 
Generally, hiring local talent can keep cost down but because of unavailability of sufficient local talent, WVaatsalya 
opened a training center to teach nurses and paramedics on the job. The hospital group has seen 500% growth in the past 
two years and more than 500,000 patients are treated annually.. 


9.Skymet-- For creating a reliable alternative to government-owned meteorological services. In 13 Indian states, Skymet 
provides daily forecasts to farmers at village level. From its 60 weather stations, it streams data to its corporate clients. In 
2012, state government of Maharashtra appointed it to set up more than 2,000 weather stations in a public private 


partnership. 


10.UFO Moviez--For pioneering the digital movie distribution industry in India. UFO contributed in reviving the loss- 
making business of film exhibition by offering MPEG-4 compression and digital streaming. It made it cheaper for cash- 
strapped theatre owners. It is now looking to its IMPACT ticketing platform to bring much-needed transparency to the 
movie distribution business promising to provide real-time and accurate reporting of ticket sales 


Fig. 3: The World's Top 10 Most Innovative Companies in India and their Sustainability Efforts 


Source: Prepared by the Author compiling information from Fast Company Staff (2013): “The World's Top 10 Most 
Innovative Companies in India. 
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CONCLUSION 


No one can deny from the fact that India’s growth story can only be sustainable in the long run if its 
decision makers in the business sector and in the policy sphere manage to successfully address the 
three components of triple bottom line of sustainability. 2010-2020 has been declared as the Decade of 
Innovation by Government of India on March 10, 2010 (Your story 2013). Besides, Under the new 
Companies Act, 2013, passed by Parliament in August 2013, profitable companies (having a 
turnover of Rs. 1,000 crore or more or net worth of Rs. 500 crore or more or net profit of Rs. 5 crore 
or more) must spend every year at least 2 per cent of their average net profit over the preceding three 
years on CSR works (The Hindu, 2013). This mandatory CSR-spend rule will apply from fiscal 
2014-15 onwards. The analysis done in the paper points out towards a strong theoretical case for 
sustainability in business. Successful examples of companies from real world cited in the paper 
provides empirical support to this theoretical foundation. But, In spite of having such successful 
examples, Indian Companies are far lagging behind in their sustainability efforts both in terms of 
innovation and CSR. A study by CII (as cited in The Economic Times, 2013), states that in India, 
most companies are not engaged in developing "sustainable and inclusive innovations" since they 
do not identify with sustainable development or green growth. According to the study, the main 
focus of Indian companies is on existing products which leads to complacency and lack of 
innovation. Thus, the key internal barrier to innovation is too much focus by companies on existing 
products and they scramble to innovate only when they find their markets threatened by 
competition. Another important barrier to innovation in India is that companies put too much focus 
on short-term financial performance and because of quality shortfall in human capital, and less than 
required investments and infrastructure in research and development activities innovation in India 
continues to be plagued. Taking into account the CSR spending, the performance of Indian 
companies is not very appreciating.Table-Al presents the CSR spending by top 20 net profit 
companies. If we compare the actual spending by companies on CSR with the requirements as per 
new company Act, 2013. We find that presently most of the companies do not meet this 
requirement. Tata Steel is the only one (Out of top 20), spending on CSR much higher (3.75 
percent) than stipulated requirement of 2 per cent of average net profit. However in the Forbes study 
Report of top 100 companies based on Net Sales (as cited in Mitu J., Paul, and Bhat, 2013) for the 
Financial Year 2012, there are some more companies spending on CSR beyond 2 percent of average 
profits. These include Jaiprakash Associates (3.37%), Jindal Steel & Power (2.31%) and JSW Steel 
(2.04%).However, in present globalized world, when there is tightening of environmental 
legislations, when international buyers are demanding the companies for better performance on 
environmental front, where business risks are arising due to environmental challenges and because 
of emergence of new markets for green products, companies are forced to make efforts to go green. 


In recent past, findings of a survey "BSR/ Globe Scan State of Sustainable Business 
Survey2013," (covering more than 700 business leaders from BSR-The Business of a better world, 
member companies and one of the world’s largest annual surveys of corporate sustainability 
executives) indicates that out of every five companies, only one has fully integrated sustainability 
into business. Further, engagement between sustainability functions and corporate functions such as 
marketing, R&D, and finance remains very low. The survey report also states that on the question 
of most important leadership challenge for business today, 62 percent of respondents reported it to 
be the integration of sustainability into core business operations (Globe Scan, 2013). The findings 
paint a sobering picture of the true state of sustainable business today. Those in sustainability 
functions need to be more proactive in finding ways to deepen engagement with their colleagues 
across the enterprise. Chief sustainability officers (CSOs) must do a better job of closing the 
integration gap. As stated by Chris Coulter (2013), the sustainable business is still a work in progress 
despite the advent of the CSO role and mature and sophisticated corporate sustainability in the past 
few decades. He further puts emphasis on increasing the level of internal collaboration significantly, 
if we are to make accelerated progress towards truly sustainable business. Chief sustainability 
officers should build relationships with other key corporate functionaries. 
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APPENDIX-I 
Table-A-1CSR Spending by Top 20 Companies by Profit 
Gn Rs. Crore) 
S. No. Name of Company AVG PAT* Actual Spend 2% of PAT Actual Spend as % 
of AVGPAT** 
1 Reliance Industries 21,138 288 423 1.36 
2 Oil & Natural Gas 23,660 121 473 0.51 
CORPN (ONGC) 
3 Cairn India 5,108 NA 102 NA 
4 State Bank of India 13,056 71 261 0.54 
5 Tata Consultancy 8,935 51 179 0.57 
Services (TCS) 
6 NTPC 9,334 49 187 0.52 
i. Coal India 11,759 119 235 1.01 
8 INFOSYS 7,128 26 143 0.36 
9 ICICI Bank 6,366 24 127 0.38 
10 ITC 5,201 NA 104 NA 
11 Hindustan Zinc 4,823 8 96 0.17 
12 HDFC Bank 4,108 NA 82 NA 
13 Bharat Heavy Electricals 5,823 37 116 0.64 
14 National Mineral 
Development CORP. 
15 WIPRO 5,152 NA 103 NA 
16 Axis Bank 3,347 19 67 0.57 
17 Bharti AIRTEL 6,511 33 130 0.51 
18 Tata Steel 3,895 146 78 3.75 
19 Indian Oil CORPN. 7,783 83 156 1.07 
20 Larsen & Toubro 4,818 70 96 1.45 


*Avg PAT refers to the average of profit after tax recorded by a company in the last three financial years (FY10, 


FY11 and FY12) 


NA stands for data ‘not available’ for companies which do not disclose their CSR spends in their annual reports 
** Author’s calculations 
Source: Compiled by Author using data from Mitu, Paul, and Bhat (2013). CSR Report Card: Where Companies 


Stand. March 18. 
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Abstract—The purpose of the paper is to develop a scale for assessing perceived service quality of customers in Indian 
private healthcare sector. An exploratory study consisting of 450 respondents from six private hospitals of Odisha and 
Andhra Pradesh was conducted. 33 items reliable and valid scale was developed for assessing customer perceived service 
quality in private hospitals. The data was collected using stratified and convenience sampling techniques. The analysis was 
done for assessing the seven service quality dimensions physical environment, timeliness, reliability, communication, 
empathy, efficiency and affordability was identified from the literature. The study results revealed that physical 
environment is the most important dimension followed by reliability, affordability, timeliness, communication, efficiency 
and empathy. The managerial implication of the research is this scale can be used by researchers and healthcare managers 
for monitoring and improvement of service quality from customer perceptions. Managing the service quality dimensions in 
order of their importance can enhance the customer satisfaction and competitiveness. 


Keywords: Perceived Service Quality, Customer Satisfaction, Private Healthcare Sector, Physical Environment 


INTRODUCTION 


Healthcare sector is one of the rapid growing industries in India. Health and economic 
developments are so closely related that it is impossible to achieve one without the other. While 
the economic development in India is gaining momentum over the past few decades, our health 
system is at cross roads today (Ramani & Dileep, 2005). In this regard, health and health care 
need to be distinguished from each other for no better reason than that the former is often 
incorrectly seen as a direct function of the later. In the healthcare industry, hospitals provide the 
same types of service, but they do not provide the same quality of service (Youssef et al., 1996). 


REVIEW OF LITERATURE 


The literature on perceived service quality has given various models around the world. Quality of 
care is the one of the core issues of the current healthcare system. Now-a-days consumers are more 
aware of alternative being offered and rising standards of service. In service quality, research in 
healthcare has undergone important discussions on using the customer perspective in assessing the 
quality. The assessment of perceived service quality constructs difficult challenges to researchers and 
practitioner in private healthcare sector. However, many research groups had successfully identified 
the importance of assessing customer perceived service quality. According to O’Connor et al., (1994) 
patients’ perspective that increasingly being viewed as a meaningful indicator of health services 
quality represents the most important perspective. Parasuraman ef al., (1991, 1988, and 1985) 
explained that perceived quality as a gap between consumers’ expectations and consumers’ 
perceptions regarding the particular service. Zeithaml (2000) pointed that perceived service quality 
is the consumer’s evaluative judgment regarding the superiority of service performance. 


In private healthcare sector customer perceived service quality has great importance to service 
providers. Private hospitals that fail to understand the importance of delivering proper service 
quality. They should ensure good service quality as perceived by customers can help a private 
practice effectively differentiate itself from competitors and thus giving it a competitive advantage 
over others (Mpinganjira and Peer, 2011). The advantages of assessing perceived service quality 
assessment have been pointed out by many researchers. Customers can take right selection of 
service provider, for service providers, they are able to identify areas that need to improve within 
their service system. There is growing evidence that to suggest perceived service quality is the most 
important variable to influence customer’s perceptions of value and intention to adopt more services 
(Zeithml et al., 1996). The assessment of perceived service quality is more difficult to evaluate, with 
comparing tangible goods, the reason is that product quality in the services are intangible and 
consumer cannot see or touch only can feel. Assessing patient perspectives gives users a voice, 
which offers the potential to make services more responsive to people’s needs and expectations, 
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important elements of making healthcare system more effective (World Health Report, 2000). 
Therefore assessing quality in healthcare is absolutely vital as it has many advantages for both the 
providers and customers. 


Table 1: Dimensions for Assessing Customer Perceived Service Quality in Healthcare Organisations 


Author, Year Service Quality Dimensions 

Tomes and Ng; 1995 Empathy, relationship of mutual respect, dignity, understanding of illness, religious needs, 
food and physical environment 

Sower et al., 2001 Respect and caring, effectiveness and continuity, information, appropriateness, efficiency, 
effectiveness-meals, first impression and staff diversity 

Lim and Tang; 2000 Tangibles, responsiveness, reliability, assurance, empathy, accessibility and affordability 

Mayberry et al., 2006 safety, equity, effectiveness, timeliness, efficiency, and patient-centeredness 

Andaleeb; 2001 Responsiveness, assurance, communication, discipline and baksheesh 


*Bolded dimensions are adopted to this research 


Majority of studies on assessing perceived service quality (Carman 1990; Baltussen et a/., 2002; 
Cunningham 1991; Killbourne et ai, 2004) were carried out in the developed countries context, 
which cannot be generalized to the Indian scenario. Limited studies in Indian context (Rao et al., 
2006; D’Souza and Sequeira 2012; Agaja and Garg, 2010) were conducted where they found that 
quality assessment provides an opportunity to customers to voice their opinion about the received 
health services. It also suffices that customer assessment of perceived service in healthcare provides 
inputs for the healthcare organization to improve its service quality attributes. These studies had not 
considered how the quality assessment will contribute to the overall satisfaction. This research will 
fill the gap in existing literature by a thorough assessment of customer perceived service quality and 
help to researchers and healthcare managers for monitoring and improvement of service quality 
from customer perceptions in the preferable dimension order. 


DATA ANALYSIS 


Data from 450 customers from 6 different private hospitals were analysed. The data was collected 
using stratified and convenience sampling techniques. Data was analysed using SPSS-20 version. 
Five point Likert scale was used with 5=strongly agree, 3=neutral and 1=strongly disagree. A 
demographic characteristic of the sample was clearly described in Table 2. 


Table 2: Demographic Characteristics of Respondents 


Characteristics of Respondents No of Respondents 
Male 278 
Female 172 
Urban patients 293 
Rural patients 157 
Illerates 62 
+2 qualified 98 
Graduates 121 
Above graduates 169 
In-patients 201 
Out-patients 249 


The scale development involved the calculation of Cronbach alpha (qa) statistics used for 
reliability of items was assessed for internal consistency. The Cronbach alpha should be above 0.7 
(Nunnally, 1978). In the present study the overall alpha is 0.86 (Table 4), indicating good 
consistency among the items. Results of the varimax-rotated component factor analysis are 
presented in Table 3; seven factors were taken into consideration with eigenvalue more than 1. The 
total variance was explained was 48.5 percent. The seven factors variance was physical environment 
(PE)-16.7%, Timeliness (TM)-8.1%, Reliability (RL)-6.4%, Communication (COM)-5.2%, Empathy 
(EM)-5%, Efficiency (EFF)-4.1%, and Affordability (AFF)-3%. 
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Table 3: Factor Analysis 


ITEMS FACTOR LOADINGS COMMUNALITIES 
PH1 0.862 0.725 
PH2 0.769 0.638 
PH3 0.725 0.694 
PH4 0.576 0.613 
PH5 0.829 0.792 
T1 0.623 0.582 
TM2 0.513 0.565 
T3 0.598 0.606 
TM4 0.796 0.713 
TM5 0.811 0.768 
RLI1 0.912 0.833 
RL2 0.638 0.695 
RL3 0.591 0.644 
RL4 0.694 0.628 
RL5 0.513 0.589 
COM1 0.612 0.646 
COM2 0.557 0.592 
COM3 0.691 0.667 
COM4 0.513 0.553 
COMS5 0.597 0.578 
COM6 0.7140.754 
EM1 0.692 0.682 
EM2 0.713 0.701 
EM3 0.564 0.550 
EM4 0.545 0.587 
EMS5 0.690 0.596 
EM6 0.678 0.631 
EFF1 0.816 0.778 
EFF2 0.764 0.792 
EFF3 0.617 0.654 
AFFI1 0.697 0.625 
AFF2 0.916 0.833 
AFF3 0.817 0.785 


DISCUSSIONS 


In this research study 33 items scale was developed that can be used to assess customer perceived 
service quality in Indian private hospitals. The factor analysis identified seven dimensions of 
perceived service quality physical environment, timeliness, reliability, communication empathy, 
efficiency and affordability. The reliability of the scale was analysed using Cronbach alpha, and the 
scale was found to have good reliability among different types of patients from two states of India. 
The first factor PE was derived from (Tomes and Ng; 1995) will help to customers for analyzing 
cleanliness, proper equipment and identifying the hospital staff in easy manner. This variable found 
that high reliability and variance compare to other factors. In this dimension highest factor loadings 
was PE1 and lowest factor loadings was PE4. It indicates managers should concentrate on guiding 
patients to easily recognize labs and other departments. 


Next dimension was named TM taken from (Mayberry et a/., 2006) will help to patients for 
analyzing service provided by hospitals in time based manner. This variable also got the good 
reliability. In this dimension TM5 was highest factor loading and TM2 was the lowest factor 
loading. It indicates doctors are not available in their cabins, may be the reason behind this is 
sometimes doctors go to visit in-patients in the hospital. Hospital management should ensure that 
doctors available time in their cabin should communicate their customers. 


The third dimension was RL taken from (Lim and Tang; 2000) give advantage to customers 
analyzing for what the service providers are assuring is reliable are not in the place. In this 
dimension RL1 was the highest factor loading and RL5 was the lowest factor loading. Service 
providers should concentrate on hygiene food. 
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The fourth dimension was COM taken from (Andaleeb; 2001), this dimension help to patients 
for getting good information regarding treatment and health condition from their doctors. In this 
dimension COM6 was the highest and COM2 is the lowest factor loading. It indicates that service 
providers should give adequate explanation about the tests done for customers. 


The next dimension was EM taken from (Lim and Tang; 2000), this dimension help to 
customers for analyzing how the service providers are feeling about patients from heart. In this 
dimension EM2 was the highest and EM4 was the lowest factor loading. EM4 item indicated 
providers should communicate regarding treatment proceedings in simple manner. 


The sixth dimension was EFF taken from (Sower et al., 2001; Mayberry et al., 2006), this will 
help to customers for knowing how the effective staff and doctors are taking care about their 
customers. In this dimension three items only considers and highest and lowest factor loading are 
EFF1 and EFF3 respectively. It indicates service providers should prompt their services from 
admission to discharge more effectively. 


The last dimension was AFF taken from (Lim and Tang; 2000), this dimension will help to 
customers for knowing the hospital was affordable or not and staff are asking extra money excluding 
what they served to their customer. In this variable also three item taken into consider. The highest 
factor loading was AFF3 and lowest factor loading was AFF1. It indicates that hospital services are 
affordable for some low income customers without compromising service quality. Table 3 shown 
the all items factor loading and communalities. By using above seven dimension researchers and 
hospital managers can assess customer perceived service quality in private hospitals. 


Table 4: Scale Reliability 


Items Cronbach Alpha (a) 

Customer Perceived Service 

Quality (33Items) 0.86 
Physical Environment(PE) 5 Items 0.82 
Timeliness(TM) 5 Items 0.79 
Reliability(RL) 5 Items 0.81 
Communication(COM) 6 Items 0.78 
Empathy(EM) 6 Items 0.72 
Efficiency(EFF) 3 Items 0.76 
Affordability(AFF) 3 Items 0.80 


LIMITATIONS OF THE STUDY 


This study was limited for private healthcare organisations in India. The results are subject to six 
specific private hospitals of Odisha and Andhra Pradesh cannot be generalized. Factor analysis was 
used to specify factor loadings on each item scale and considered for medium sample size. The item 
scales were limited for assessment of customer perceived service quality. 


CONCLUSION 


33 items scale was developed for assessing customer perceived service quality in private hospitals 
can be used by researchers and healthcare managers from monitoring and improving of service 
quality from customer perception. Managing the service quality dimensions in order of their 
importance can enhance the customer satisfaction and competitiveness. The fact is that assessing 
customer perceived service quality in private hospital is very important and there are no universally 
acceptable dimensions. The plethora of dimensions assessing perceived quality of hospitals is 
enriching, but the benefits of a standard dimension cannot be realized when multiple methods and 
instruments are available. 
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APPENDIX 


Following is the 33 items was developed for assessing customer perceived service quality in Indian 
private healthcare sector. Respondents are directed to rate each statement using a 5-point Likert 
scale with 5=strongly agree, 3=neutral and 1=strongly disagree. 


PHYSICAL ENVIRONMENT (PE) 

The hospital environment, as a whole generates a favourable impression about it (PE1). 
Hospital is well-equipped with all necessary medical equipments and furniture (PE2). 
Hospital wards, cabins, corridors and toilets/ washrooms are regularly cleaned (PE3). 


The different departments, divisions and labs are easily recognized (PE4). 


OT ge oe BS, oe 


Hospital staff and public can be easily differentiated (PES). 
TIMELINESS (TM) 

Hospital personnel respond immediately (TM1). 

Doctors are readily available in their cabins (TM2). 
Treatment starts immediately after admission (TM3). 


After recovery, patients are discharged sooner without extra imposition for staying (TM4). 


OY ies oe BOs ce 


Hospital is always ready with providing emergency services (TMS). 
RELIABILITY (RL) 

Hospital is having adequate number of staff for different medical services (RL1). 
Hospital is having doctors with a good reputation (RL2). 

Hospital is having facilities for fire-fighting or accident-rescue (RL3). 


The diagnosis, prescribed medicines and treatment is effective for patients (RL4). 


ie: Qo BS) 


Hospital food is hygienic, healthy and homely (RLS). 
COMMUNICATION (COM) 

Doctors give adequate information on treatment (COM1). 

Adequate explanation of tests is provided (COM2). 

Physicians are willing for listening and answering questions (COM3). 
Health condition information/ reports are intimated timely (COM4). 


Medical staff is effectively listening to patient’s requests/ problems (COMS). 


Oy SO es, a OS oS 


Hospital personnel well explain the discharge process to the patient and his family members 
(COM6). 


EMPATHY (EM) 

Hospital staff is caring and concerned for the patient-specific needs (EM1). 

Nurses are supportive and pay personal attention to individual patient (EM2). 
Physicians show greater responsiveness for quicker health recovery of patients (EM3). 
Hospital is well communicating the patient regarding the treatment proceedings (EM4). 


The health conditions are monitored timely and sincerely (EM5). 


OX. 2 RB eR 


Hospital has the patient’s best interests at heart (EM6). 
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EFFICIENCY (EFF) 
1. Hospital is having competent and experienced doctors and staff members (EFF 1). 


2. Hospital members are actively carrying the medical services assigned to them (EFF1). 


3. Hospital management promptly administers the activities starting from admission to 


discharge (EFF 1). 
AFFORDABILITY (AFF) 
1. Hospital provides good service at a reasonable cost without compromising on quality 
(AFF 1). 


2. Hospital staff do not charge extra baksheesh for services provided (AFF 1). 


There is no discriminatory pricing stemming out from the status of patients (AFF 1). 
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Abstract—Jndia has emerged as a reckoning force in the global business field that presents challenges to the managers from 
Western and Eastern countries. With diverse culture in India, many managers struggle to understand the approaches to 
leadership that can have an impact on managing the local market and human resources. Despite the growing importance of 
expatriate leadership in organizational contexts, relatively few studies have investigated the leadership behavior of 
expatriates in India. This study critically analyses the leadership behaviors, management practices, and human resource 
management of the expatriate managers in India. Hofstede’s and GLOBE cultural models are useful tools to assess the 
cross-cultural differences in leadership requirements. The model proposed by this study brings out the core values of the 
managers that enable them to successfully integrate with the Indian employees and achieve business goals. 
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INTRODUCTION 


In today’s complex and dynamic global environment, multinational organizations have to manage a 
global workforce to achieve sustainable growth. Such management brings with it many challenges 
including mobility, dynamic changes, and diversity without geographic and cultural boundaries 
(Schuler, Jackson, & Tarique, 2011; Scullion, Collings, & Caligiuri, 2010; Stahl et a/., 2012). The 
highly competitive international environment demands employees to work outside their country of 
origin, especially with employees of other countries (Budhwar, Woldu & Ogbonna, 2008). For a 
multinational corporation (MNC) to succeed, leaders who could guide the employees from different 
cultural backgrounds is imperative (Bhaskar-Shrinivas, Harrison, Shaffer & Luk, 2005). 


MNC’s operate as transnational firms with emphasis on tripartite orientation, namely global 
integration, national responsiveness and worldwide innovation and learning (Bartlett &Beamish 
2011). Expatriate managers in these MNCs play two-fold role in transnationalisation: 


1. Implement global programs, share best practices and align the culture of the present 
company with the headquarters and subsidiary locations (Black, Gregerson, & Mendenhall, 
1992) and 


2. Function as cross-border ambassadors acquiring knowledge to understand cultural diversity 
and the changing business conditions (Berthoin, 2001). However, ample literature is 
available on successful global leader’s traits, characteristics, and attitudes, but there is not 
much guidance as how to transform the individuals into global leaders (Hall, Zhu, & Yan, 
2001). With the increasingly global environment, leaders are exposed to the many complex 
challenges and not much information is available about leadership theory and its 
development and also what is already known may not be relevant (Robinson & 
Harvey, 2008). 


The main objectives of this study are (1) to study the cross-cultural differences in leadership 
requirements, especially with regard to Indian culture, using the findings of Hofstede’s cultural 
dimensions, (2) to identify, important values and leadership behavior of leaders in MNCs using the 
GLOBE’s (Global Leadership and Organizational Behavior Effectiveness) studies and (3) to 
compare and contrast the leadership constructs of Hofstede and GLOBE model. 


THE HOFSTEDE’S DIMENSIONS OF CULTURE PERTAINING TO INDIAN 


SCENARIO 


Yeganeh and Su (2006) maintain that most scholars see culture as central to international 
management, though research on leadership is dominated by Western leadership theories. During 
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the last decade cross-cultural leadership research has developed rapidly (Dickson et al., 2003), with 
researchers believing culture as being inherently tied to leadership behaviors (Hofstede, 2001; Den 
Hartog, House, Hanges, Ruiz-Quintanilla, & Dorfman, 1999). The connection between culture and 
leadership is viewed from diverse perspectives, namely, leadership within multicultural 
organizations and leadership across nations, and global leadership (Adler, 1997). 


As a consequence of differences in cultural background, the traits like superiority and close 
monitoring exhibited by the leaders vary (Inglehart, 1995; Hofstede, 2001; Van de Vliert, 2006; 
Triandis, 2006)Despite these, there exists no universal theories of leadership (Adler, 1997). 


According to Spencer-Oatey (2000), culture is an “interpretation factor of behavior” or 
an“influencing factor for behavior” and “subconscious control mechanism operating in one’s 
thoughts”. This definition demonstrates a person’s “reaction [s] towards products created in a 
different cultural context” (Dahl, 2004). The culture subconsciously motivates a person to behave 
and think in certain ways and process the behaviors and thoughts of persons of other cultures in a 
pre-determined manner. 


It is indeed important to understand the culture of Indian people before studying the leadership 
behavior, as the leadership behavior is often influenced by the people to whom the leader serves. 
The systematic cultural differences across four dimensions are Power distance, Uncertainty 
avoidance individualism/ collectivism,and Masculinity/ femininity (Hofstede 1980). 


The model given by Hofested connects weak uncertainty avoidance with high power distance. 
(Hofstede, 1980; Adler, 2002). India has a traditional background identified by the characteristics of 
high power distance. It is observed that Indian culture has certain different complex patterns and it 
is not exactly at-par with global culture. According to Trompenaars, and the Hofstede uncertainty 
avoidance score is proportional to the power distance. Thus in Indian perspectives high uncertainty 
avoidance score meansaccepting of uncertainty in life. It also indicates Indian managers to avoid in 
taking responsibility (Budhwar, 1997, 2000; and Sparrow). 


High power distance score in India represents that managers of India and their assistants resume 
relative position in the company and works from their fixed designations. The characteristics of 
Indian Manager are no delegation of work, hard control and shared decision making. The 
Hofstede’s masculinity index for India is above average represents that men dominates most of the 
top management and decision making positions, while women are in subordinate positions in 
the organization. 


The national culture in India reflects the strong accent on group working which comes from a 
strong family system where religion, caste, regionalism and language play an influential role 
(Sahay and Walsham, 1997). 


Therefore it may be concluded that the national culture in India has an influential role on 
managers behaviour in almost all dimensions of their work. After the rise of BPO and Information 
technology sector such work culture is challenged and may be changed through more structured, 
rationalized, and formal systems. 


PROJECT GLOBE-A CONCEPTUAL REFLECTION 


GLOBE research project headed by Robert J. House investigated the influence of culture on 
organizations and leadership. The definition of organizational leadership that reflects the diverse 
view points held by GLOBE researchers emerged in 1994 as “the ability of an individual to 
influence, motivate, and enable others to contribute towards the effectiveness and success of the 
organizations of which they are members.” 


GLOBE put forward nine dimensions that show the impact of culture on the leadership 
behavior: future and performance orientation, power distance, assertiveness, humane nature, 
institutional and in-group collectivism, gender egalitarianism and uncertainty avoidance. 


GLOBE program had a firm foundation in theories, such as integration of implicit leadership, 
motivation, value and belief that guided its sense of outcome (Hofstede, 1980) and contingency 
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theory of organizational form and effectiveness. Based on these guiding values, a theoretical 
construct has been proposed by House et al., (2002), which is presented in Fig. 1. 


6 


Culturally Endorsed Implicit 
Societal Culture, Norms Leadership Theories 


& Practices 


a 


>| Leader Attributes & df 19) me 
Culture & Practices € Behavior : : 
= - - 
\ 8 


Organizational Form, 


Strategic Organizational 
Contingencies 


Fig. 1: Representation of Leadership Theory 


The characteristics of a given culture are also displayed in the attributes and behavior of the 
leaders in an organization, which is often accepted and also found to be effective for that culture. 


COMPARISON BETWEEN THE HOFSTEDE AND GLOBE MODEL 


Both GLOBE and Hofstede model form a base for studying the culture thus highly useful. However, 
there have been much debate on the validity and appropriateness of Hofstede’s and the skills, as the 
GLOBE project’s cultural value dimensions. The GLOBE culture constructs has been found as 
better forecaster and they also enabled an improved understanding of the relationships between 
national culture and union membership while comparing between GLOBE and Hofstede scores. 
(Posthuma Richard A., 2009). GLOBE researchers were strongly influenced by Hofstede’s 
dimesions that describe culture such that the nine dimensions deduced by them share labels with the 
Hofstede’s dimensions. GLOBE scales focus more on unfounded stereotypes than on objective 
features of the society (McCrae et al., 2008). 


It was observed by Hofstede that values distinguish societies and practices differentiate 
organizations. that values and practices can exist at both the societal and organizational level as 
believed by GLOBE team. 


Hofstede constructed five dimensions on paradigm of national cultures, which was later 
expanded to nine dimensions by GLOBE (Hofstede, 2010). 


GLOBE researchers were heavily influenced by Hofstede’s work in their nine societal scales 
share labels with the Hofstede dimensions and choice of variables to assess. As suggested by 
McCrae, Terracciano, Realo, & Allik (2008), It is possible, therefore, that some of the GLOBE 
scales evaluate unfounded stereotypes rather than objective features of the society (Brake, et al, 
1995). Thus, in analyzing the cultural distance within countries the GLOBE model is 
more appropriate. 


Both GLOBE Model and Hofstede Model are extremely worthful in management and 
international business. These models support the understanding of the differences in the leadership 
constructs between countries that are hitherto forth not well understood. (Posthuma, 2009). Yet, the 
cultural dimensions of the GLOBE project and Hofstede scores are criticized for its appropriateness 
and validity. The GLOBE culture constructs were better forecaster and they also enabled meliorated 
understanding of the relationships between union membership and national culture has been found 
while comparing GLOBE and Hofstede scores. 


CROSS-CULTURAL CONSTRUCT OF THE LEADERSHIP 


Having consolidated on the cultural dimensions for the study of behavior across cultures, societies 
and nations with special reference to Hofstede and GLOBE Models, the following discussion shall 
dwell upon devising connect in the leader behavior in cross-cultural/national context based on 
literature support. Leadership, is seen as pre-requisite to achieving organization goals (Bass, 1990). 
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It has been observed that set of leadership charaecteristics (competencies or skills, as they have been 
labeled by some researchers) that appear to distinguishing successful leaders from the less successful. 
(Brake, et al., 1995). 


Many Scholars on leadership indicates that there are many models on leadership that have been 
developed to define leadership behaviour (Yulk, 2006). Leaders have been explained in terms of 
influence, character, persuasion, mannerism, role relationships and relationship patterns and as 
administrative figures. According to Hughes et al, (2006), the situational aspect of leadership 
impacts on the effectiveness of a business, often the source of expatriate employment. 


The main question among scholars is “How will the application of management practices could 
be transferred across cultures?” In spite of cultural differences among countries the technology, 
transportation, communication, and free-market economy is similar. It has been debated that the 
culture has a strong value system and people cannot change it easily thus tailor-made management 
practice needed to be fit in different cultures. (Hofstede, 1995). 


It has been observed by Jung, Bass, and Sosik (1995) that the many characteristics of 
collectivistic cultures must enhance more easily for the growth of transformational leadership than 
in individualistic cultures. The basic behaviours observed in transformational leadership, such as 
motivation, inspiration, intellectual challenge and individual consideration are seen as a “core 
function” of outstanding leaders that should be similar around the world. The concept of 
transformational leadership appeared to be world wide valid, the specific behaviors associated with 
each leadership may vary from one country to another. The universality of the transformational 
leadership was based on the fact that leaders, who practiced transformational leadership were more 
effective than those who displayed transactional behaviors, regardless of countries, cultures, and 
organizations Bass (1977). 


Managerial styles are not unanimous for all the work culture; therefore, the styles need to be 
adapted according to the existing culture. Cross-cultural managers should be sensitive to the culture 
in which they operate. This understanding is essential in reference to expatriate behavior in a host 
culture, if not, they may end up jeopardizing the success. Bennett et al., (2000), therefore, suggest the 
need for cross-cultural training design that develops the expatriate managers to manage cultural 
differences, change and professional tasks. 


CONCLUSION 


It is suggested that multinational companies should adopt and respond the changes through 
resource allocation across national markets. They must require their managers to work efficiently in 
cross-cultural circumstances. This study focuses on the use of transformational leadership and 
expatriation in taking cross cultural tasks. The study concludes that understanding the cultural value 
system of a nation is the most important factor in anticipating the behavior of employees and 
business managers. There is a convergence view that managerial values, attitudes, efficacy, and 
behaviors differ across national cultures. Hence, organization leaders must be adaptive and flexible 
according to changing situations in order to ensuring effective performance. 
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Abstract—ZJn the present developing world sustainable development is the need of the hour. It has been hugely defined and 
discussed by countries and their judiciary. 


Sustainable Development is defined by Brundtland Report, 


“Sustainable Development is a development that meets the needs of the present without compromising the ability of future 
generations to meet their own needs.” 


Judiciary has played a pivot role leading from the front in protecting the Mother Nature and promotes sustainable 
development. 


The main purpose of this research is to access the actual position of sustainable development that has been followed in India 
and how efficient has the judiciary been in implementing and promoting sustainable development. 


Conceptual and secondary based research methodology has been applied in the given research. 


The judiciary has developed over the years and has played efficient role in regulating development but there are many 
loopholes which need to be looked into. 
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INTRODUCTION 


“Tt is not reasonable that art should win the place of honour over our great and powerful Mother Nature. 
We have so overloaded the beauty and richness of her works by our inventions that we have quite smothered 
her.” 


By: Michel De Montaigne, Cannibales 


Sustainable development is not a new concept to this world and has been in the society for past 
more than 40 years. It has been expressly defined in the Brundtland Report as: 


“Sustainable Development is a development that meets the needs of the present without compromising the 
ability of future generations to meet their own needs” 


The main focus of sustainable development is to improve the quality of life of all citizens of the 
planet Earth without over utilizing the natural resource to such extend so as to make is scarce for 
the future generations. The main focus of sustainable development is to bring equilibrium between 
the ever growing desire to industrialization and saving of the nature’s gifts. 


The three roots of the Indian System: Judiciary, Executive and Legislative form the basis for the 
implementation of Sustainable Development. All the three branches play an important role in giving 
shape to a legal structure for the implementation of Sustainable development. Legislature gives the 
laws, executive implements the laws and Judiciary interpret the laws and all these three 
functionaries help in moulding the structure for a new sustainably developed nation. 


At the international level various conventions and committees were formed over the time on the 
issue to maintain the environment and to adopt the road of sustainable development. These were 


‘Brundtland Report 
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various factors which lead to the adoption and formulation of Environment Protection Act, 19867 
and various other laws. 


Today judiciary and Supreme Court play a very important role in sustainable development as 
they help in the interpretation of the laws for sustainable development formulated by the country. 
Due to their effort the flora and fauna of the country are being maintained and at the other side 
industrialization is being promoted together. 


This paper mainly deals with how sustainable development has been dealt with by the judiciary 
of our country and to what extend it has been successful to fulfil to demand of the century i.e. 
Sustainable Development. 


LITERATURE REVIEW 


Areti Krishna Kumari, Understanding Sustainable Development, 2007, GMR Infrastructure Ltd., 
EPC Division 


Areti, 2007 examined that; Sustainable development is a very broad concept. It tends to involve 
many global issues which are inter-connected in one or another way, such as poverty, pollution, 
hunger etc. It has been emphasized that many researchers are of the opinion that, to attain 
sustainable development we really have to choose one thing either development or environmental 
protection but development that is not harming the environment in any way is very much possible. 
So, protection of environment must be the primary concern and must be seen as a vital component. 
Hence, proper management of natural resources, least possible wastage of energy resources etc. 
would come with the outcome of sustainable development. 


Sumita Bhowmik, Sustainable Development and Indian Judiciary, 2012 


Sumita, 2012 emphasized on the fact that both High courts and Supreme Courts have been 
playing a pivot role in implementing the principle of Sustainable Development. Various laws have 
been enacted by the legislature to prevent degradation of environment in India. There are various 
rights, different kinds of acts and articles of constitution which deals with environment protection 
such as: Right to health, Environment (Protection) act, 1986, National Environment Tribunal act, 
1995, National Green Tribunal Act, 2010. Hence we can conclude that judiciary is the reason 
behind the sustainable development up to a large extent. 


Usha Anthardevi Sr., Water Pollution and Judicial Response, Osmania University, 2007. 


Usha, 2007 discussed about the severe impacts of water pollution on the Environment and how 
judiciary played a role in the whole situation. In this paper there are various Constitutional 
provisions ( Right to Healthy Environment, under Article 21 of Constitution of India ) to the 
environmental protection and public health protection are stressed upon. In this paper mainly 
judicial response to the severe situation of the environment are highlighted such as various laws that 
provide provisions for environment protection such as Article 32, Article 48-A (“the State shall 
endeavor to protect and improve the environment and to safeguard the forests and wildlife of the 
country”), Article 51-A (Fundamental Duties) are elaborated well in detail. 


Jona Razzaque, Access to Environmental Justice: Role of Judiciary in Bangladesh, 


University of the West of England (UWE), 2000, Bangladesh Journal of Law, Vol. 4, Nos. 1 & 2, pp. 1-25, 
2000 


Jona focussed on the win-win situation in the research paper. This particular article aims to 
scrutinize role of judiciary in promoting the access to environmental justice particularly in 
Bangladesh by throwing some light on article 102 of the constitution. 


Anand Singh, Compliance and Role of Judiciary in Meeting the Challenges of Sustainable 
Development, [CFAI Law School 


*Shastri, C.S, 2005, Environment Law. 2" ed. New Delhi. Eastern Book Company 
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Anand Singh discussed in the research paper about the relationship between Sustainable 
Development and role of Judiciary. In his research he basically focussed on the issue that 
sustainable development is not just related to environmental issues but is also related to overall 
development of Human civilizations. 


OBJECTIVES OF THE STUDY 


e The objective of the research is to find the relationship between Sustainable development 
and role of judiciary 


e The main purpose of this research is to access the actual position of sustainable development 
that has been followed in India and how efficient has the judiciary been in implementing 
and promoting sustainable development. 


e To throw light on important laws been enacted by the legal bodies in aspect of sustainable 
development, environment protection and in relation to specific reasons to environment 
degradation. 


RESEARCH METHODOLOGY 


Conceptual and Secondary based research is applied in the given paper. Basically Conceptual 
research refers to the research which relates to some abstract ideas or theories. This type of research 
is generally conducted by philosophers and thinkers to develop new concepts or to reinterpret 
existing ones and Secondary based research is conducted to synthesise the existing research and it 
basically involves summaries. The essence of the secondary is that it involves the proper citations of 
the original sources which can be in the form of sequential listings or it can be in the form of 
annotated listings. 


The reason behind choosing conceptual and secondary based research was to first analyse in 
detail about the existing judicial system through already existing researches done by the 
philosophers, after that analysing as to how effectively the present judicial system is contributing to 
the doctrine of sustainable development and at last finding out all the loopholes. 


JUDICIAL REVIEW AND INTERPRETATION 


The right to healthy environment and right to life have been for the first time incorporated and 
discussed upon in Supreme Court in the case Charan Lal Sahu Etc. Etc. vs. Union of India and 
Others* which has also been known as Bhopal Case. In Subhash Kumar vs. State of Bihar’, the 
honourable Supreme Court interpreted Article 21 of the Indian Constitution according to which 
right to wholesome environment is a part of our fundamental right. 


One of the major ways to fight for the environment and filing the case so forth is by PIL i.e. 
Public Interest Litigation. In the landmark decision in Rural Litigation and Entitlement Kendra, 
Dehradun vs. State of U.P the case was filed by way of PIL by Avdesh Kumar in which lime stone 
quarrying in Mussorie was brought up in question and how it degraded the natural habitat of the 
town. The court ordered that the quarries should be closed, a proper afforestation programme 
should run in the same place and all the worked misplaced due to closing of quarry are to be placed 
in afforestation programme. This was how development of the labour force and the maintenance of 
natural habitat were looked together. 


In M.C. Mehta vs. Union of India & others’ the case famous with the name of Oleum Gas 
Leak Case, the honourable Supreme Court took into consideration of a new concept named as 
‘Absolute and Non Delegable’ liability for the disasters which are the result of the improper storage 
of hazardous product. The company souly will be held liable for such harm and they are supposed 
to ensure that no harm is caused to anyone because of the goods they trade in. 


31990 AIR 1480, 1989 SCR Supl. (2) 597. 
“AIR 1991 SC 420/ 1991 (1) SCC 598. 
°1987 SCR (1) 819. 
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In Vellore Citizen Welfare Forum vs. Union of India’®, it was observed that though 
industrialization and development is necessary for the nation but keeping in mind the notion of 
pollution the doctrine of ‘Sustainable Development’ is a must for the country. It helps in keeping the 
balance between the industrialization and maintenance of natural habitat. 


In M.C. Mehta vs. Kamal Nath’ the respected court held that the natural resources such as air, 
water, sea, mountains and forests makes up in important part of the environment and for the people. 
The importance of natural resources can in no way be replaced by hotels, motels and industries and 
if it happens then it will be considered a breach of trust which the people held with the government 
in maintaining their surroundings. 


The court started taking steps to prevent any kind of exploitation of the natural resources. In 
M.C. Mehta vs. Kamal Nath’®, the Supreme Court notified that court in exercise of its rights under 
Article 32 can not only award damages but also levy fine for disturbance in the environment habitat 
and causing pollution. In Abhilash Textiles vs. Rajkot Municipal Corpn.”, it was made clear by 
the court that a person cannot earn profit at the cost of public health and welfare. 


Various principles declared by various international conventions are being followed by much 
country to prevent excessive utilization of resources and promoting sustainable development. Some 
of these principles have also been accepted and hence applied by the judicial system of our country. 


Precautionary Principle is the very first principle as declared in the Rio Janerio Declaration has 
been adopted by the judicial system in India in M.C. Mehta vs. Kamal Nath in which the 
importance of precautionary principle and been implored upon. According to this principle people 
and government should take appropriate actions and steps to prevent any kind of loss to nature. All 
precautionary measures should be take to promote sustainable development. 


“The Polluters Pays” principle has been accepted as an important principle by the court in 
Indian Council for Environment Legal Action v Union of India’’. The court observed, “We are of 
the opinion that any principle evolved in this behalf should be simple, practical and suited to the 
conditions obtaining in this country”''. The court stated that if any person carries on any activity or 
trade with hazardous and dangerous consequences, which causes hurt and grievance to other people 
irrespective of the fact that the responsible person took reasonable care in exercising his duty. It’s 
the duty of that person to make the loss good which happened because of his act. Hence it has been 
applied to various industries whose industrial waste has polluted the agricultural lands, water 
suppies, etc. it’s the duty of the industry owners to remove the sludge and waste from such areas 
and prevent any kind of loss to the villagers. 


“Inter-General Equity” principle make aim is to preview the fact that the present generation 
donot overuse the natural resource over an extend and keep safe some for the future generations. 
This principle has been glorified in Bombay Dyeing & Mfg. Co. Ltd. Vs. Bombay Environmental 
Action Group” and has been applied for the first time. 


SCOPE OF WORK 


Judiciary till today have done an excellent job in promoting sustainable development but still there 
is a lot of scope. Many more principle and theories can be applied by our country to enhance and 
speed up the process of sustainable development. 


AIR 1996 SC 2715. 

7(1997) 1 SCC 388 

8Supra 7 

"AIR 1988 

'°(1996) 2JT (SC) 196: (1996 AIR SCW 1069) 

''1996) 2JT (SC) 196: (1996 AIR SCW 1069) 

?Razdan. K.V., Air Pollution, Legislative Controls and Judicial Response. Available at: 
http://www.nieindia.org/bulletin/bull-PDF/V15/B15-239.pdf 
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Judiciary can speed up its process to give judgements on cases which are related to environment 
protection as they form a base for future success and sustainable development of our society. 


Also stricter laws should be applied all over the country so as to get the status of wholly 
developed country and which can be only achieved by the contribution of the judiciary itself. 


CONCLUSION 


Both environment and development are two sides of the same coin and none can be sacrificed for 
another. Both have their own importance and both are required for the development of the future. 
In such cases all the functionaries of the system of our country i.e. judiciary, executive and 
legislature have to join hands and formulate such laws and give such judgements so as to keep both 
the sides at the same level. 


Many ways such as protective ways to prevent pollutions in the society are to be adopted. 
Industries are not to be placed in localities considering happiness and health of habitant.’° 


There is a need of an equal participation of both national and international judiciary to promote 
sustainable development. An integral process and effort by them will surely promote the principle of 
sustainable development. 


There are various environment laws in our country to protect the flora and fauna of our country 
but the judiciary has a major role to play and that is of a mediator and promoter of such laws. These 
laws need proper implementation at national as well as international level by all the countries. 
Environment laws can also develop over the time. It has been seen that such laws are case sensitive. 
So it differs from place to place. Therefore, the environment laws of different places can collaborate 
with each other and make a mix of such laws which might be helpful for everyone. 


Once there was a hummingbird that lived in the forest. Then a huge fire broke out and all the 
animals fled. But the hummingbird kept flying to the stream, collecting a few drops of water in its 
beak and dropping it on the flames. The lions and elephants and giraffes mocked the hummingbird 
until at last the bird responded, “I’m doing the best I can”. And that’s all we can do—the best we 
can. 


It has been stated that each member of the judiciary should take huge step for the development 
of the environment and sustainable development, which might add to the total strength fighting for 
sustainable development. Victor Hugo said: 


“There is one thing stronger than all the armies in the world and that is an idea whose time has come”. 


It can clearly be said now is the time for sustainable development and it’s the necessity of time 
that all judges and national judiciaries seize the present opportunity. 
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Abstract— 
Purpose & Objective 


As per latest Indian Bank Association report in year 2013, on one hand Net NPA (Non Performing Assets) to Net Advances 
of Public Sector Banks stands to be 2.01% against Private Sector Banks OF 0.46%, On another hand our 26 Indian Public 
Sector Banks have shown cumulative NPA of Rs.69, 61,961 Crores against Rs.16, 77,801 Crores of NPA shown by 22 
Indian Private Sector Banks. 


In this era of uncertainty such huge sum of Non Performing Assets will grapple the economy. Productivity / Profitability per 
employee at Public Sector banks are below than the Private Sector banks. It is high time whereby the Performance of Public 
Sector Banks to be reviewed for inclusive growth of Indian Economy. It will be tough time for these Public Sector Banks to 
sustain longer in existing environment whereby Indian Government has already sanctioned the entry of more Private 
Banks. 


Keywords: Sustainable Management Practices, Innovation, Research, Business & Operations 


LITERATURE REVIEW 


As per one report by Economic Times 16" Aug 2013, Public Sector banks shown there is spur 
increase in the ratio (non-performing assets/ total credit) from 3.17% (Year ago) to 3.78% in March 
2013. The top 30 Non Performing assets of Public Sector banks were worth 61,123 crore, which 
magnitude to 39.7% of total NPAs. These NPAs affected the bottom-line of state run banking 
organization performance. 


In one of the analysis made by Mr. Anand Adhikari (Business India Dt.27" Nov 2011), it is 
revealed that “In India, the country’s largest bank, SBI came under Moody’s scanner, which 
downgraded its perpetual bond rating by notch. The downgrade indicates that India’s Banking 
Sector is not in a best of health. There are growing concerns on deteriorating asset quality, capital 
challenges and issues such as financial inclusion as 50 per cent of the Indian population has no 
banking access.” 


In same article it is estimated that for fund growth requirement of next 10 years, Indian Banks 
will need additional Rs.10,00,000 Crore. This is huge amount for Government banks because 75% 
of Indian bank operations are from Public sector banks only. Government is not willing to extend 
helping hand for infusing additional capital. 


Mr. R. Bhaskaran, CEO, Indian Institute of Banking & Finance comments that in ever changing 
banking world, finance requirements also shaping and transforming with the focal point on 
knowledge. In a Technology driven market place banks are suppose to be at pace with their 
counterparts of Private sector banks and here lies urgent need to upscale the skills of staff so as to be 
equally competent as per the need of the hour and to provide effective and efficient services to 
customer. 


In one of the study (Public Sector v/s Private Sector banks) by Mr. Avinash Dixit, conveys that 
Government Banks had more Marginal Expected Shortfall and it is also true that State is putting 
more capital in public banking stream. As major part of Capital was suppose to be infused by 
Government, the role of Private sector become more significant. This will stipulate the entry of 
more Private sector banks. Otherwise also the history of Freddie/ Fannie reveals that too much 
intervention and support of Government may be dangerous, this may cause smugness and higher 
threat in future. 
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Piling Bad loans 


The asset quality of banks has shown \) J A 

a sharp deterioration during the AN Zz 
past two years, reflecting the impact \ 
of a slowing economy. On Monday. : 5 ~— 
the country’s largest lender, State 
Bank of India, said its gross non- 
performing assets rose to 5.56% of 
total advances at the end of June, 
as against 4.99 per cent a year ago. 
Here’s a quick look at the gross Fd] 
NPA ratio of some public and aes 
private sectors banks... 4 


Gross NPA Ratio of Public & Private Sector Banks 
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RESEARCH METHODOLOGY & APPROACH 


Researcher has undertaken this study of ‘Sustainability of Indian Public Sector Banks’, whereby 
endeavor is to look into the areas whereby these Public Sector banks have deficiencies. The reasons 
of slackness in operations will be dwelled through detailed analysis, interviews and through 
questionnaires. Through detailed study and suggestions by experienced bankers, the Sustainable 
turnaround strategies will be formulated as how Public Sector Bank can be turnaround in this 
competitive environment? 


The studies taken up here are of exploratory nature. The type of research adopted here can be 
termed as ‘Descriptive’ and ‘Applied Research’. As our studies of ‘Turnaround’ are of current 
scenario, our observation is about what has happened or what is happening? 


FINDINGS & SCOPE FOR FUTURE WORK 


The State run banks are the pedestal of Indian Banking Sector which constitute to more than 78% of 
the entire banking business possessions; but on the another hand these PSBs are encumbered with 
unwarranted NPAs (Non Performing Assets), excess human resources and deficient of recent 
know-how. 


In India, banking scenario is going through fast change, with the entry of Private and 
international banks, Public Sector banks have to either reposition themselves otherwise their stake 
will be vulnerable in long run. 


Pre-requisite for the success is that entire funds ought to be used proficiently and ingeniously to 
get better output and make sure a better state of affairs. For sustainability of the business in the 
emerging presence of Private sector, it is essential to focus on cost saving and to have sustainable 
management practices. Earlier, the performance of the banks used to be measured by how the cost 
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been kept under control and the overall revenue been generated by them but now situation is been 
changed banks performance are been judged by the profit they generate and thus each bank is on the 
race of enhancing their profits. 


We have tried to evaluate following perspective in this research study: 


1. Reasons/ Areas of slackness of Public Sector Banks (Grading obtained through structured 
questionnaire). 


2. Sustainable Strategies for Turnaround (Grading obtained through structured questionnaire). 
ANALYSIS 


REASONS/ AREAS OF SLACKNESS OF PUBLIC SECTOR BANKS 
Following were major reasons identified of Public Sector Bank Slackness: 


1. Burden of Social Commitments. 

Long Hierarchical structure/ Lack of managing freedom. 
Non up gradation of skills to match changing needs. 
Lack of empowerment in decision making. 

Pressure for passing Bad loans. 


Employee Ownership/ Participation missing. 


SP oy Gi oR oS 


Shy of Technology. 


Reasons / Areas of Lackness by Public Sector Banks: 
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Market scrutiny reveals that on one side private banks are showing sustainable growth on their 
Market Stock prices, take a case of Yes bank which shown the peak increase of 3.2%, contrary to 
that on another side Public Sector stock value is dropping. Banks like UBI, Bank of Baroda, Canara, 
Bank, Bank of India stock prices dipped to3.5%. Thus on 26th Nov 2013, NSE Bank Nifty falls 
down tol.6%. 


Weak asset quality and low growth of Indian Public sector further weaken the economic 
growth, further constant interest hike played a role of catalyst to dampen the spirit of overall 
business scenario. 


Banks by their very nature of existence will tend to concentrate on where easy money is 
available. In this context, the cities and industrial clusters qualify to be profitable. The style of 
operations does not make business in rural India profitable. However, much the regulators would 
like banks to see financial inclusion as “an opportunity and not an obligation’, lending a few 
thousand rupees cannot be a business for banks. 


STRATEGIES FOR TURNAROUND 


When one looks forward for turnaround strategies, it has to be focused approach. It can not possible 
to address all the issues at one stroke. Strategies evolved should take care of larger aspect first to 
have fruitful turnaround and thus researcher in this paper tried to look into the strategies which 
implemented has far reaching results. 


Structural initiatives 


The rating collected from various respondents was summed up and it was thought to take up 
only those strategies in First phase whereby the points accumulated are more than 600. On this 
observation it was found that Public Sector bank does not require to take initiatives about Structural 
changes on priority, it may be deferred for some time. 


It is also found that bank employees especially on credit department are afraid of taking 
decisions. The reason may be pressure for passing bad loans. One of the recent news is testimony to 
the fact that higher ups at Public Sector banks are involved in mal practices. Business Standard 
News paper of dated 26™ Nov 2013 reports that: 


e Deputy MD integrity been questioned by CBI and he was sent on long leave in order to 
facilitate the investigation on the allegation put on him for accepting a bribe of Rs. 15 Lakh 
for providing a loan of Rs. 75. 


e Another one Director of Central Bank of India, Mr. Mahider Singh Johar was held 
responsible in the financial embezzlement in 2010. Mr. Johar being accused by CBI for 
conspiring and facilitating loan from his bank for financial transactions 
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e Mr. Y. Radhakrisnan, Former Managing Director SBI was accused by CBI in 2007 for 
purportedly diverting funds of about Rs. 5 Crore to buy an institution. 


e Six former bank officials and Chairman Managing Director (Mr. Gopalkrisnan) of Indian 
Bank were sent for painstaking custody for their alleged involvement for granting loans 
which caused loss to exchequer for about Rs. 31.75 Crores. This loss was suffered due to 
negligence not doing proper diligence. 


Credit management 
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About 35% of NPA (Non Performing assets) blocked up in only 30 accounts. Indian banks are 
struggling to reduce bad loans and improve their loan recovery process, the Reserve Bank of India 
warned that increasing stress on asset quality posed a major challenge to banking system. 


RBI (Reserve Bank of India) suggested that banks should collect credit data and create a central 
repository on large credits to examine large common exposures across lenders. Banks asset quality 
deteriorated sharply last year with gross NPA ratio rising by 40 basis points to 3.6%. The stress was 
far more prominent on Public Sector banks with their gross NPA ratio at 4.1%. 


Management of NPAs 
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have 


1 


SO. OO) SO Se eS 


Researcher has tried to evaluate few strategies which are most after sought by the bankers to 


sustainability of Public Sector Banks: 


Job Security, Better Incentives, Better Growth Opportunities for the young 
brigade-666 Points. 


Internet Banking 659 Points. 

Add on Self services through ATM -656 Points. 

Set up of HR Grievance Cell—632 Points. 

New Product launches as per market demand-—625 Points. 

Phone Banking. 

Choice of posting & preference should be considered at the time of transfer-619 Points. 
Training programs to upgrade the skills of staff. 


Customer contacts to create awareness & enrolling. 


10. To induce young blood more. 
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. Delegation of authority for decision making. 

. Get Together events to bring Self belongingness with organization. 

. Selection and placement of a new cadre of fully equipped Marketing Officers. 
. Top to down Customer oriented approach to build Customer Relationship. 

. To remove fear psychosis among employees. 


. Evolving Focused Recovery system. 


Planning & Control 
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Technology upgradation 
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Marketing 


Customer is looking for services at their footsteps and thus it has become pre-requisite to involve 
technology for effective and efficient delivery of services. Private sector tries to bring always new 
products to woo every segment of the customers, while Public sector banks are beating the bush 
with their old products and policies. Market is changing very fast and thus the customer is also 
aware about their rights. Customer service and relationship is what bothering everyone in the sector. 


Every rupee earned in the organization comes from customer pocket, unless Top to down customer 
approach is not their Public Sector situation will not change. 


In service sector what matters a most is the one who interact with customers and deliver the 
services, the old age employees who are accustomed in old style working and not willing to change 


with time perhaps create bad name. Contrary to that young cadre look forward the need for change 
and adapt swiftly the working style as per the requirement. 


In January 2014, Government is announcing few more Licensing to Private banking. Mind it 
the situation of Public Sector Banks will be more threatening unless they make farsighted changes 
on fire-fighting basis. It is been also observed that there is no self belongingness among Public Sector 
bank employees. Thus there is no sense of ownership prevailing. This trend is disastrous and thus 
respondents gave maximum points to Job Security, better incentives and better growth. Besides 
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inducing more young blood in stream, it is also suggested to set up HR grievances cell. Thrust been 
emphasized on informal gatherings, get togetherness and on family meetings to create self 
belongingness among employees. 


Accountability and Delegation of an authority is another aspect which is to be addressed to have 
smooth, meaningful business so as to facilitate proper, efficient and effective decision making. 


HR Practices 
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Abstract—Over the past decade, India’s economy has evolved from agricultural base to one which attracts most of the 
MNCs to setup their own business. This has brought greater demographical changes and this shift in the country’s economic 
base has presented India with some formidable challenges. Our country India is considered to be a major spot for MNCs to 
set up their business units and this has been possible since the birth of economic reforms which happened in the year 
1990. Because of heavy foreign investment in India the employment opportunity has been increased significantly making the 
old traditional method of people management an obsolete. Many international companies in India struggle to find and keep 
the right people for the job. However High attrition rates cause unforeseen expenses and sometimes even crush the entire 
Indian business venture. One of the biggest issues with the companies is how to retain the talented people in such 
competitive scenario. The current study explores various HR practices through which employees in a global environment are 
retained. This study also discovers the most feasible method among them. Managers from different MNCs were contacted to 
get an insight about the various retention techniques they apply to retain their employees. Employees of these MNCs were 
also contacted for getting and insight about which of the technique motivates them to give a loyal performance from them. 


Keywords: Employees Retention, Human Resources, Globalization 


INTRODUCTION 


The current scenario of Indian economy is totally different from what it was before 1990.The birth 
of LPG (liberalization, Privatization and Globalization) has changed the total functioning of 
business organizations. 


According to definition of the International Labor Organization, multinational company refers 
to a corporation which manages its overall work from its home country popularly known as 
headquarter and it operates in several other countries known as host countries. Thus multinational 
companies are the powerful players in globalised environment. Such competition has brought 
various HRM related problems in host country. 


In India MNCs could be found in certain places like Delhi, Noida, Bangalore, Cochin, Mumbai, 
Chandigarh, Hyderabad etc. These companies are competing with one another for attracting and 
retaining talented manpower by designing employee oriented policies also. Attracting knowledge 
workers is not the only task for n MNC, retaining them in their company is another big task because 
in such a uncertain and competitive environment where everyone wants keep a pool of skills, no 
one wants to lose their core employees who directly affect the productivity and effectiveness of the 
company. This created the need to formulate effective retention strategies for keeping the workforce 
at the organization. 


The current study has considered culture as one of the most important factor for consideration 
in order to retain the talented local staffs. It has also emphasized that chances of participation in 
decision making and proper career enhancement through proper training and development act as 
one of the factor that motivate stay of local talented staff. The current research also reveals that 
though transport, créche canteen and other recreational activities as well as higher pay, may attract 
local staff to apply in their company but once they enter into the company, these may not serve as a 
motivating factor for the experienced and talented local employees to serve it for a longer period. 


LITERATURE REVIEW 


According to Get Les Mckeown “employee retention is a systematic effort by employers to create 
and foster an environment that encourages current employees to remain employed by having 
policies and practices in place that address their diverse needs.” 


HOST COUNTRY CULTURE AND ITS RELATIONSHIP WITH LOCAL STAFF 
RETENTION 


Human resource management of any multinational company has to face diversity in terms of 
manpower like expatriates who belongs to home country and local staffs, and has to provide 
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facilities and remuneration to different staffs. The largest composition in any multinational 
company is always occupied by host country staff. There is so much diversity among these home 
country nationals and host country nationals. Their culture is different, their language is different 
and even their social-political background is different. This diversity makes it difficult for the host 
country nationals to get adjusted with the main culture of headquarters. 


Americans management theory has assumed that those theories are applicable anywhere in the 
world but research still suggest that managers of each region and country are different in their style 
culture behavior and belief.(Myloni & Harzing, 2004).Likewise different staffs in different MNCs 
may not be motivated by the same techniques. Many managers and leaders believe that cultures 
differences have a serious impact on the goals they set to their members (David, 1971). 


According to social cognitive theory, people will be efficient in management only when their self 
efficacy is high. Self efficacy means the belief of oneself that he is capable to do a particular job 
(Bandura, 1997). Managers when face critical problems may feel intimidated. They may also 
develop self-denial, without the confidence and he will fix the problem only when he develops 
confidence. 


Likewise the staff in host country may develop self denial if they are not given a proper 
encouragement regarding their own abilities and skills. Appreciation, proper feedback and strong 
interpersonal relationship makes a person more socialized into the environment. In order to reduce 
the lower performance and increase the retention, MNCs need to focus on socialization of local staff 
in the company culture and environment. 


The major causes of self-denial may arise from difference in culture, belief, values, norms, 
economy and experience, as well as background. The headquarter officials think that when these 
elements, once proven successful in their environment, are transferred to host country in the same 
manner they may give the same result. This misleading thought highlights the criticality and 
significance of Retention of employees in a global set. MNCs try to treat manpower of host 
countries from their own home country perspective, which would definitely cause failure. 


According to a study conducted by Brockner et al, in the year 2001 a local cultural and 
institutional characteristics has a major impact on the HRN practices of MNCs and requires MNCs 
to modify their design across all its subsidiaries to retain local staff. One single HR practice may 
have different retention capacity from one region to another therefore context-specific practices will 
only be effective in retaining staff if they are sufficiently flexible to be adapted to different 
subsidiaries. However the reasons for employee turnover vary from one Organization to the other 
and from one person to another. There could be various uncontrollable external factors for any 
company which is responsible for employee turnover like economy and internal controllable 
organizational factors such as organization size, payment, supervisory level, location, selection 
process, work environment, work assignments, benefits, promotions and 


Effective interpersonal bonds amongst the team member as well as among all members of the 
company help in the retention of employees. It reduces the effect of weak organizational 
commitment because supportive and encouraging peers give a person the energy to work. Therefore 
social activities like clubs, sports, picnic with colleagues and teamwork etc. helps to creates trust and 
cohesiveness as well as consensus among the members which ultimately increase the company’s 
social capital (Leana & Van Buren, 1999). 


According to a study by Jain, Lawler, & Morishima in the year 1998, a wide use of imported 
practices may be regarded as an undesirable imposition of external culture. These things makes 
locals to decrease their commitment and satisfaction with practices followed in the MNCS. 


According to Sheridan 1992,a culture that stresses interpersonal relationship among home and 
host country nationals possess a higher retention capacity in comparison to one that focuses on 
work task values On the basis of above discussion following hypothesis could be developed. 


Hypothesis: MNCs following host country practices and culture are better in retaining their 
employees. 
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OBJECTIVES OF THE STUDY 
The objectives of the study are as follows: 


e To study the reasons behind the turnover of local staffs of MNCs in Noida. 


e To study the effectiveness of current employee retention practices of the MNCs in Noida for 
their local staffs. 


SIGNIFICANCE OF THE RESEARCH 


The significance of the study lies in the increasing number of MNCs in India and their effectiveness 
in overall economy and Growth. The study is an attempt to assess the reason of attrition in MNCs 
and analyze the effectiveness of retention practices of MNCs. Therefore not only academicians may 
be benefitted by this research but manager in different MNCs could consider it for enhancement of 
their productivity and positive work environment. 


RESEARCH METHODOLOGY 


Convenience sampling method is adopted to collect data from the selected organizations. The 
companies chosen for study have been kept confidential and secondary data has been collected from 
books, journals, articles and websites. 


The research method could be divided into two phases Firstly HR managers of 15 MNCs based 
in Noida city has been interviewed to find out, the various HRM practices they are using to retain 
their talented local employees in their companies. A list of various retention practices was prepared 
with the help of responses taken from managers. Another list was also prepared to get an insight 
about the various reasons that forces a local staff to quit from the MNC. 


Secondly 60 employees from all 15 MNCs were contacted. Only those employees were 
considered for the study that had more than one year of experience in their current organization and 
has also served more than one MNCs. out of 60 employees 50 employees actively participated in the 
survey and therefore has been taken as a sample for the study. The responses were taken with the 
help of a structured questionnaire sent to employees through email. The questionnaire was design in 
such a manner so that it can assess which factor has forced them to quit from previous organization 
and what has motivated them to continue in their current organization. Likert 5 scale was used to 
check the degree of favorableness of each retention strategy. Employee’s suggestions, to improve the 
measure for employee retention, were also taken at the end of the questionnaire. 


RESULT ANALYSIS 


Out of the total employees 65% of employees considered culture as one of the major reason for their 
long stay in their current organization. They were strongly satisfied with statements like “I am in 
this company because of follow-up of host country culture in the company on priority basis”, “I am 
here because my boss belongs to my culture” and “manager is able to handle the diverse culture”. 
More or less each of these responses put focus on the importance of culture and specifically host 
country culture in retention of host country staffs. Also 47% of employees considered participation 
of themselves into decision making as major factor for their retention. Another notable point to be 
mentioned here is that the priority for participation in decision making was almost given by those 
employees who have more than 4 years of work experience in MNCs and who were earning more 
the six lacs per annum. 


58 per cent of employees out of which 30 per cent were having 4 years of work experience, 
considered career planning as a major factor contributing towards their retention in the current. 35 
percent of employees also considered impartial performance appraisal and work allotment as one of 
the major factor for their stay in the current company and they were strongly satisfied with 
statements related with this strategy. 


35 per cent of employees considered higher salary as major factor for their retention and almost 
all these employees were comparatively had lesser work experience and were relatively fresh in 
comparison to other employees. Employees also showed satisfaction with other strategies like 


Retaining Talented Employees in a Global Set Up / 567 


supportive colleagues and healthy work environment, flexibility to balance work and personal life. 
Only 10 per cent of employees were strongly satisfied with the statement that directly focused the 
issue of recreational activities like gyms, tour and clubs etc as major factor contributing towards 
their retention.8 per cent considered transport, canteen, creche and medical facilities etc provided by 
their company as the major factor for retention in the company. This shows that these factors may 
satisfy the locals but may not serve as motivating factor to retain them in the company. Some 
employees gave other reasons for their stay in the company like the culture and language training 
provided in the company, exposure to latest technology, market reputation of current MNC is 
higher etc. 


Among the reasons that forced them to quit from their previous organization, 60 per cent 
employees considered partiality from expatriate manager and 50 per cent of employees considered 
cultural mismatch as major reason for quitting the previous organization. However 30 per cent 
considered low salary structure as one of the major reasons for their quit from previous 
organization. No recognition of work by the manager was also considered as major factor for their 
switch from previous organization and 46 per cent of employees were strongly satisfied with it. 
Respondents also gave some other reasons for their quit from previous organization like mismatch 
between job and person, disappointing feedback too little trust in senior managers, same 
monotonous job and politics in their company. 


DISCUSSION 


If a company operating in a globalised set up specifically MNCs want to retain its talented 
employees it should put efforts to motivate its home country as well as host country employees 
because motivation works as energy drink for the employees to stay connected and feel secured. 
Skillful and knowledgeable employees start giving their full performance and give full commitment 
toward their job when they are motivated. Their motivation to achieve something extraordinary and 
their lust to occupy top position in the company keeps them connected with the company. In such a 
situation the productive and talented employees are encouraged to stay and nonproductive or poor 
performers are encouraged to leave. If local talents are not able to get a feeling of being respected, 
they would not even give a second thought to leaving the company and will start finding for some 
other opportunity. 


Everyone needs regular assessment for his work, likewise the local talents working in various 
MNCs requires fair assessment of their work. When this assessment is being done by an expatriate 
manager sometimes it gives disappointing results to the concerned employees. Lack of proper 
communication, lack of cultural understanding, language problems and poor interpersonal 
relationships makes the evaluation more disappointing for local staffs. Therefore this leads to gap 
between the manager and the local staff. Proper measure should be taken to reduce this gap. For 
expatriates from home country, cross-cultural adaption process would be favorable. 


Employee participation in decision making as well as their contribution towards creativity and 
newness is a promising tool to foster a positive and harmonious environment and it also enhance 
employee involvement. Employees should be allowed to use their own minds and creativity and 
experimenting with newness. 


Career planning could be served as a tight knot between organizational need and individual 
need, and ultimately the closed knitted relationship between the employee and the organization 
brings more commitment amongst employees for the organization. 


In order to foster locals identification with the global organization frequent visits of talented and 
deserving local staffs must be organized it may give platform for proper communication and 
exchange of knowledge and helps in aligning host country nationals to the overall corporate values 
of the MNC. 


The locals may also be sent to headquarters of MNCs on a permanent or semi permanent basis 
which is popularly known as in-patriation. Employees highly appreciate chances for training and 
development. Training through Internet may serve as a good source to meet the demands of local 
staffs. That would definitely give them confidence to stay within such company. 
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CONCLUSION AND RECOMMENDATIONS 


Thus based on the findings, it can be said if the local culture is given priority in a MNC and proper 
career advancements and opportunity for participation of local staff in crucial decisions is taken, 
locals can be retained. The services of an employee are the asset for any employee and when they 
give their full hearted services to any company they consider it as an investment. Recognition of 
work, involvement, participation, empowerment, proper career enhancement are the few schemes 
that could be given to them as a return on their investment. 


IMPLICATIONS 


By the help of in depth study of the results and conclusions arrived, few implications could be 
derived. Focusing more on home country strategies hinders the MNCs to retain its talented local 
staff because these are not exact requirements of host country nationals. Instead home country and 
host country requirement, both should be given proper weight age in formulating any strategy. The 
host country nationals should feel homely and secured. 


Higher payment is the first thing that lust the local staffs when they start their career in any 
MNC. Also Indians wants to get handled by people of their own country, and once they don’t like 
the way they are being handled by an expatriate manger they quit the job and in that situation 
higher payment does not work as a barrier to stop them from their quit. Therefore a higher payment 
is not the only way to maintain these local talents. 


When local talents are shown a proper regard and respect and are assured of proper promotion 
and long term growth and enhancements, they would feel more connected towards the company 
and naturally this will result their retention into the company. 


SCOPE FOR FURTHER RESEARCH 


The study on” Retaining Talented Employees in a Global Set Up” is limited to Noida City. The 
study can be further carried out in other cities of India as well, where multinational companies are 
located. The retention studies can be conducted in other sectors as well like telecom or FMCG 
Sector. Other Specific methods or practices of HRM like foreign assignments to local staff, flexible 
work schedules etc, could be studied in depth to see their impact on retention of employees. 
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Abstract—Most preferred beverage of choice depends on the streams of education students are pursuing. 
Purpose 


Consumption of tea, coffee, tobacco and smoking tends to be higher in students studying late in night.’ Purpose of the study 
was to evaluate differences in beverage consumption due to gender and professional education. Fear of insecurities associated 
with peer pressure to look cool and masculine is helped by consuming this caffeinated drink. 


Methods 
A total number of 507 students were surveyed regarding their preferred beverage choice with the reasons. 
Findings 


Difference between education stream and beverage choice was significant at < 0.001 in the ‘X°’ test. Engineering students 
prefer a caffeinated energy drink with masculinity association and girls studying humanities prefers fruit pulp based 
beverage. 


Implications 

Beverage consumption has gender and education defining potential. 

Scope 

Consumption of caffeinated products needs to be further evaluated and regulated. 
References 

As per footnotes. 


Keywords: Caffeine, Gender, Masculinity, Education, Beverage 


INTRODUCTION 


World figured out some 200 years ago that the feeling good after consuming coffee and tea is due to 
caffeine. The dual power to counter physical fatigue and increase alertness is part of the reason 
caffeine ranks as the world's most popular mood-altering drug, eclipsing the likes of nicotine and 
alcohol. 2 More students consume high caffeinated beverages for utilitarian functions like studying 
late and still feeling energetic and active. Caffeine in association with sugar is utilitarian initially but 
tolerance to caffeine builds very fast and sugar is also addictive. 


According to Euromonitor estimates, energy drink market in India is expected to touch Rs. 1080 
crore by 2016. Red Bull is the leader in this category and is promoted by associating this with male 
youth and adventure sports. Indian youth prefers ‘Mountain Dew’ option to Red Bull as college 
canteens provides it at a price economy of Rs. 10. This is in line with value consciousness of masses. 
Mountain Dew also associates itself with adventure sports with a tag line of ‘Darr ke aagee Jeet hai.’ 
Caffeine content in Mountain-Dew is 54mg for a 12 -oz can, Pepsi has 38 mg, Coke has 35 mg and 
Red Bull 114mg in a similar size can.* Consumption of tea, coffee, tobacco and smoking tends to be 
higher in students studying late in night.’ 


'Datta S.S.: How Medical Students Prepare for University Examination: Lesson from a Teaching Institute of South India, 
Indian Journal of Community Health, vol.24, No.4 (2012) 
*http://science.nationalgeographic.com/science/health-and-human-body/human-body/caffeine-buzz.html 

Janet M. Torpy and Edward H. Livingston, Energy Drinks, JAMA. 2013;309(3):297. 

“Datta S.S : How Medical Students Prepare for University Examination: Lesson from a Teaching Institute of South India, 
Indian Journal of Community Health, vol.24, No.4 (2012) 
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We know that consumption in any particular class is similar. This similarity is formed early and 
buying patterns of the students differ amongst the stream but are similar within the stream. 
Conformity influenced consumption is one of the important determinants of similarities found 
within a social class. 


REVIEW OF LITERATURE 


Human beings are social animals and as Maslow said it; our social needs are fulfilled by the 
interactions with other people.’ Biology is more about individual behavior and tells us that people 
are essentially same. Individual behavior is an act of a clever monkey. Sociology explains our 
collective behavior. Food and beverage consumption is part of our identity. There is a close 
connection between gender, nationality, ethnic origin or identification, religion and class. Alcohol is 
identified with socialization in most of the western world as tea is associated with socialization in 
India. In fact, a number of scholars have found that food and eating are necessary in our ways of 
constructing our subjectivity and identity. ° Narcissists are defined by a desire to be liked by putting 
efforts to be liked by rather waiting for development by genuine liking for other people. Their 
behaviors is particularly motivated to form social alliances with high-status others by mimicking. ’ 


Gender is associated with consumption. Eating meat enhances the muscle mass and thus 
equates with masculinity this association prevails till date from the times of hunter-gatherer society. 
More Indian women are vegetarian and religious than Indian men. Women are openly associated 
with salads and secretly for chocolates. 


Threat of social exclusion is more motivating in comparison to the activation of social 
constructs in general.* Students in colleges are able to form a cohesive group that is a social 
construct influenced by predominance of one performative gender over the other. So the young 
engineers, medical, humanities and management students alike are busy with these ‘social 
construction’ that are required to remain within the social norms to avoid social exclusion. Alcohol 
consumption preferences are gender related due to social and biological reasons. ° People try to 
define themselves through their buying. Energy drink in college canteen is one of the easiest and 
most convenient ways of self expression available to these students. 


Urban youth of India is slowly moving away from pluralistic pleasures, to individualistic 
gratification. This type of individualistic pattern of food and drink consumption is seen more when 
they are away from home. Stimulants and intoxicants in our drinks such as sugar, caffeine, tannin 
and alcohol provide this immediate gratification to our senses hence creates a euphoric state to 
divert us from increasing loneliness in urban societies. Combining these gratifications with our 
inherent sociability desires are progressively habit forming. 


Approximately 80% of the world’s population consumes a caffeine containing product every 
day. '° Most of this consumption is in the form of caffeinated beverage. Both of them are addictive 
by nature. Pressure to perform is increasing in the young students of urban India, and to give better 
performance in all walks of life they seek to take shelter in the guise of extra energy by consuming 
caffeinated drinks. Low dosage of caffeine is known to temporarily boosts the energy levels, but 
their frequent consumption may not be as rewarding due to fast development of tolerance. Healthy 
diets, exercise, quality of sleep are some of the natural methods to maintain high energy levels. 


°Sheldon, K.M., & Gunz, A. (2009). Psychological needs as basic motives, not just experiential requirements. Journal of 
Personality, 77 (October), 1467-92. 

°Nikandam, R. (2013). Eating, Starving and the Body: The Presentation of Self. Asian Culture and History, 5(2), p115. 

7Claire E. Ashton-James and Ana Levordashka, When the Wolf Wears Sheep’s Clothing: Individual Differences in the 
Desire to be Liked Influence Nonconscious Behavioral Mimicry, Social Psychological and Personality Science, 
November 2013; vol. 4, 6: pp. 643-648. 

’Maner, J.K., DeWall, C.N., Baumeister, R.F., & Schaller, M.(2007). Does social exclusion motivate interpersonal 
reconnection? Resolving the ‘porcupine problem.’ Journal of Personality and Social Psychology, 92 (Januarys), 42-55 

*Anneli Rufus(2013), Gender Specific Drinking: A thing of the past?: http://www.huffingtonpost.com/anneli- 
rufus/genderspecific-drinking-a_b_1672174.html 

Ogawa N., Veiki H., Clinical importance of caffeine dependence and abuse, Psychiatry Clinics Neuroscience. 2007,61, 
263-268 
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People consume caffeine for emotional, rational and social reasons. The simple association with 
the fear of insecurities associated with peer pressure to look cool and masculine is helped by 
consuming these caffeinated drinks. Sugar and caffeine are not the only reasons to indulge in energy 
drink consumption. A thematic analysis revealed a number of differences in participants’ 
perceptions of energy drinks between age groups in relation to themes of advertising, age, alcohol, 
brand, efficacy, energy seeking, gender, sugar, peer influence, product attributes, safety and taste." 
According to Freud a child between the ages of 3-7 is able to realize the gender differences between 
male and female. Gender has become performative then biological in the world. Redefinition, 
contestation, and assertion of gender identities are enacted wrongly in behavior associated with 
addictive substance consumptions. Study of alcohol consumption in a pub is able to reveal fluidity 
of gender construction and hegemonic (dominant view) masculinity they wish to portray.” 
Prevailing attitude is “you are not a man if you cannot go out and enjoy yourself.” Man deserves to 
get a kind of reward for a week of hard work by visiting a bar. 


Redefined masculinity seems to exhibit and exist more in a bar setting, where male must gulp 
good amount of alcohol and still be able to show control. Women attempting to exhibit this 
behavior in a bar are exhibiting their performative gender than biological. Men consider alcohol 
drinking as ‘an act of friendship’ and this functioned as a dominant way to communicate with, and 
support each other. This men dominant behavior can be harmful to health (excessive drinking) but 
also potential to be helpful socially. Alcohol is an important resource which men (and women) use 
to (re)construct a range of gendered identities. '’ Portrayal of masculinity is mostly a cultural and 
social construct. Energy drinks by their association, endorsement and communication portray these 
gender defining norms to be emulated by others group members. 


OBJECTIVE 


We observed that engineering students carry a typical type of green bottle in their hands during their 
lunch break. So, we tried to evaluate this observation further by knowing the difference in this 
consumption pattern of engineering and management students. We wanted to evaluate it further to 
know if the observation has any statistical significance. Addiction is collaborative and associative in 
nature with other substance abuse and addiction is known to cause behavioral problems in all types 
of social gatherings including in institutes of education streams such as engineering, medical 
colleges. Consumption of one kind of substance may be associated with abuse of other substance 
as well. 


The main objective of this study was not only to determine the relation between the preferences 
according to the stream of education but also to determine the reasons for this preference in the 
students of Jaipur. 


RESEARCH METHODOLOGY 


A total number of 507 students in the age group of 18-25, comprising of 154 engineering, 102 
management students, 197 medical students and 56 others were surveyed regarding their most 
preferred beverage with their reasons through a questionnaire in canteen. Our data being mostly 
categorical and ordinal it required parametric testing as an appropriate method of evaluating finding 
and result. In our case, we attempted to ask students of various education streams about their most 
preferred beverage. These respondents had given it a meaningful rank order, to apply parametric 
tests to the data we were required to evaluate the parametric assumptions. 


HYPOTHESIS 


This is hypothesized that energy drink consumption is associated with the normative and 
performative functions. It is normative as part of growing up in the group. It may be performative as 


"H. Bunting, A. Baggett, J. Grigor, Adolescent and young adult perceptions of caffeinated energy drinks. A qualitative 
approach, Appetite, Volume 65, 1 June 2013, Pages 132-138 

"Coffee: Emerging Health Effects and Disease Prevention by Yi Feng Chu in Wiley (2012) 

Antonia C. Lyons, Masculinities, Femininities, Behaviour and Health, Social and Personality Psychology Compass, 
Volume 3, Issue 4, pages 394-412, July 2009. 
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it may reflect the gender and social identity. The statistics was compiled and evaluated using a SPSS 
data set analysis with a null and alternate hypothesis stating: 


Hy= There is no difference between the gender (education stream) and preferred beverage. 
H, = There is a difference between the gender (education stream) and preferred beverage. 


RESULTS & DESCRIPTIVE STATISTICS 


Education and Beverage Preference Cross-tabulation 


Drink Total 
Cola Fruit MDew Non-cola Others 
Education Engineering 39 41 54 8 12 154 
Management 48 25 20 3 6 102 
Medical 45 80 41 10 20 196 
Others 14 33 5 1 2 55 
Total 146 179 120 22 40 507 
80 Drink 100: 
Wicola 
GFrutit based drink 
(GMourtain Dew 
BNon-cola 
Oothers 80 


60 


Count 
Count 


Engineering Management Medical Female 


Education Gender 


Gender and Beverage Preference Cross-tabulation 


Count 
Drink Total 
Cola Fruit MDew Non-cola Others 
Gender Male 98 89 92 17 24 320 
Female 48 90 28 5 16 187 
Total 146 179 120 22 40 507 
Case processing summary (Most preferred choice of beverage) 
Frequency Percent Cumulative% Expected N Residual 
Valid Cola 146 28.8 28.8 101.4 44.6 
Fruit based drink 179 35.3 64.1 101.4 77.6 
Mountain Dew 120 23.7 87.8 101.4 18.6 
Non-cola 22 4.3 92.1 101.4 -79.4 
Others 40 7.9 100.0 101.4 -61.4 
Total 507 100.0 


TEST OF SKEWNESS AND KURTOSIS 


Tests of Statistics (Skewness) Tests of Statistics (Kurtosis) 
Skewness — Error Kurtosis Error 
Drink Male .681 .136 ~~ Drink Male -.206 272 
Female 1.203 .178 Female 1.021 354 
Engineering .535 .195 Engineering -.227 389 
Management 1.150 .239 Management .666 .474 
Medical .868 .174 Medical .039 .346 


Others 1.606 322 Others 4.046 .634 
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As against Male and Engineers had given scores that are reflected through negative kurtosis 
scores, indicating flat and light tailed distribution for them. Only data from medical students looks 
closer to a normal distribution. 


KOLMOGOROV-SMIRNOV TEST 


By conducting a two sample Kolmogorov Smirnov test, we determine the goodness of fit between 
observed sample and a theoretical probability distribution.'* Highly significant Kolmogorov- 
Smirnov (K-S) test is indicative of that distributions are not normal. Hence conducting 


nonparametric tests was important in our analysis of beverage choice (Drink) on the basis of gender 
and education stream. 


Tests of Normality 
Gender _Kolmogorov-Smirnov?_ __Shapiro-Wilk 
Statistic df Sig. Statistic df Sig. 
Drink Male .189 320 .000 861 320 .000 
Female 310 187 .000 797 187 .000 


a. Lilliefors Significance Correction 


The Drink on the SPSS Male, D (320) =.19, p<0.01 and the Female D (187) =.31, p<0.01, were 
both significantly non-normal distribution. 


Tests of Normality 
Education Kolmogorov-Smirnov? Shapiro-Wilk 
Statistic df Sig. Statistic df Sig. 
Drink Engineering 182 154 -000 .874 154 .000 
Management -269 102 -000 -784 102 -000 
Medical 265 196 -000 -846 196 -000 
Others 346 55 .000 .738 55 .000 


a. Lilliefors Significance Correction 


The Drink on the SPSS Engineering, D (154) =.18, p<0.01, Management, D (102) =.27, 


p<0.01, Medical, D (196) =.27, p<0.01, and Others, D (55) =.35, p<0.01, all were significantly non- 
normal distribution. 


BOx-PLOT 
: | Z x a 
Male ne Female Engineering laa sie oe tetee Medical Others 
TEST OF HOMOGENEITY 
Test of Homogeneity of Variance (Education) 
Levene Statistic df1 df2 Sig. 
Drink Based on Mean 6.963 3 503 .000 
Based on Median 4.262 3 503 .005 
Based on Median and with adjusted df 4,262 3 481,163 .006 
Based on trimmed mean 5.153 3 503 .002 


Statistics for management (7" edition) 2008 by Levin and Rubin in Prentice Hall of India Pvt. Ltd. 
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For the choice of beverage (drink) on the education, the variances were significantly different 
between the groups for Engineering, Management, Medical and others, F (1,503) = 6.96, p<.01, 
also for gender the variances were significantly different in the two groups, F (1,505) = 6.57, p<.05. 
For the choice of beverage (drink) on the reason, the variances were not significantly different 
between the groups for taste, content, celebrity, suit my personality and availability, F (1,501) = 
1.35, p>.05. So, the assumption of homogeneity for the reasons for the beverage choice in variance 
is not holding true in our respondents. 


Test Statistics?” 

Gender Education Reason 
Chi-Square 26.278 27.198 18.974 
df 4 4 5 
Asymp. Sig. .000 .000 .001 


a. Kruskal Wallis Test 
b. Grouping Variable: Drink 


Null hypothesis is rejected and alternate hypothesis is accepted. There is a difference between 
the gender (education stream) and preferred beverage. Choice of preferred beverage significantly 
depends on the gender, education and the reason. However, we were not able to fulfill the 
assumption of homogeneity for the reasons for the beverage choice in variance is not holding true in 
our respondents for taste, content, celebrity, suit my personality and availability. Hence, we 
conclude that the choice of preferred beverage (drink) significantly depends on the gender and the 
education streams (Engineering, Management, Medical and Others) they pursue. 


CONCLUSION 


Gender is now no more biological but a way of doing things. Social class and professions dictate the 
consumption. We redefine and portray identities associated with addictive substance consumptions. 
Consumption of tea, coffee, tobacco, energy drinks and smoking tends to be associated with utility 
(examination), hedonic and some time to define gender that is performative than biological. We 
equate Mountain-Dew consumption with the substance addiction of today and tomorrow. Students 
today influenced by performative gender assumes that they have earned mountain Dew in a college 
canteen on a daily or weekly basis and probably consuming more addictive and lethal cocktails in a 
pub, club and stag parties on a weekly or monthly basis. This behavior is common even in females 
studying with more male students in a stream like engineering. 


SCOPE FOR FURTHER RESEARCH 


Associating with the masculinity stereotype or normative male behavior is successful in creating 
arguably the most successful and acclaimed marketing sequel in the entertainment history of 
mankind, by making over 6 billion so far. Red Bull and Mountain Dew are also benefitting due to 
their association with normative male behavior (Risk taking) of adventure sport. Growth in 
Heineken, which is a 140 years old brand, is largely attributable to its placement and sponsorship of 
Skyfall and Olympics respectively. Our ability to isolate and evaluate these performative gender 
norms and associating them appropriately with right set of products is going to pay rich dividends. 


Our ability to see beyond the obvious will also determine whether we will be able to form a non 
addictive society. Most adults are capable of handling caffeine intake but children with less body 
mass and developing brain are likely to have exaggerated effect of caffeine. With caffeine being 
added to more and more products, impact of advertising of these caffeinated products need to be 
evaluated and addition of caffeine to be more strictly regulated. More and more people use energy 
drinks to infuse them in a cocktail. In order to perform females are likely to indulge more with 
cocktails that are sweeter, cuter, and fruitier than an alcoholic drink. Capabilities of Females to 
breakdown alcohol are less. It is assumed that addiction of one substance is likely to make one 
indulge in other risky consumption and behaviors. Energy drink users and substance users are more 
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likely to report specific physiologic and behavioral adverse effects and were more likely than 
caffeinated-only beverage users to report having “gotten into trouble at home, school, or work.” '° 


Consequences of our inability to control caffeine content in the beverages in the guise of energy 
drinks will result in many lethal social, legal and health related consequences and our inability to 
control their association with normative and performative functions within the society. 
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Abstract— 


Purpose: The present study extends existing research on involvement by systematically investigating it in the service context. 
The purpose of the study is to examine the dimensionality of involvement in banking services and validate the involvement 
scale into service sector. 


Design/methodology/approach: Present study adopts the multidimensional approach to measure consumer involvement 
with services. It involves three dimensions of customer involvement: familiarity, commitment, normative importance which 
was measured using the scale of Lastovicka and Gardner (1979). The data was collected from two hundred participants 
using banking services. To verify the dimensionality, factor analysis was computed. 


Findings: Results of the study confirmed the multidimensional nature of involvement in the service context. Results of FA 
validated Lastovicka and Gardner’s scale (1979) in the service sector by inclusion of some new dimensions. 


Managerial Implication: This study provides a new direction to the service marketers to understand the full dynamics of 
the relationship of consumers with services. Results of this research provide additional insight into the validity and 
dimensionality of the service involvement scale, and point out some clear directions for future research on consumer 
involvement with services 


Originality/value: This paper is unique in that it identifies the importance of multidimensional nature of involvement 
including familiarity, commitment and normative importance in the service context. 


Keywords: Commitment, Customer Satisfaction, Familiarity and Normative Importance 


INTRODUCTION 


Researchers use the concept of 'involvement' to understand how and why consumers form particular 
attachments with product classes, such as cars, music and books and football teams (Kapferer and 
Laurent, 1985a; Slama and Tashchian, 1985; Zaichkowsky, 1985; Richins and Bloch, 1986). 
Services, as distinctive product class, have characteristics which require a separate and unique line 
of investigation to better understand how individuals react and respond to service products (Day, 
Stafford, and Camacho 1995; Murray and Schlacter 1990). Although a number of researchers have 
explored consumer involvement with services, but less has directed their attention towards the 
multi-dimensional nature of involvement in service context. The purpose of this paper is to address 
this issue by systematically examining the dimensionality of involvement in the service context. This 
kind of knowledge is particularly valuable for service providers and advertising agencies. 
Involvement has been shown as a significant antecedent of purchase behavior for tangible product. 
It would be interesting to know whether the antecedents of involvement would be equally applicable 
for service purchase and an involvement scale applied to the tangible products would be applicable 
for services as well. Thus, the present study measures the multidimensional nature of involvement 
by using Lastovicka and Gardner’s scale in service sector. 


LITREATURE REVIEW 


Consumer researchers have given intensive attention to conceptualization and measurement of 
involvement in multiple contexts including product class, situation, events, advertising and services. 
This process generated contradictory findings which results in a great deal of confusion in defining 
the concept of involvement. In addition, concerns have also been raised regarding the issue of 
dimensionality of involvement. Different researchers have measured involvement using either 
unidimensional or multidimensional approaches (Laurent and Kepferer, 1985; Lastovicka and 
Gardner, 1979; Park and Moon, 2003; Quester and Lim, 2003). 


A Study on the Correlation between Mandatory Capital Adequacy Norm as per Basel II and Magnitude of Non-Performing / 577 


The significant contribution towards the conceptualizing involvement as multidimensional 
construct was done by Traylor and Joseph, (1984), Lastovicka and Gardner, (1979), Laurent and 
Kapferer, (1985). These researchers strongly argued that a single construct cannot 
individually/satisfactorily describe, explain and predict involvement (Rothschild, 1979; P.78). 
Laurent and Kapferer (1985) suggested that a full profile including involvement facets must be 
developed to understand consumers’ relationship with products. This is because different facets have 
different influences on selected aspects of consumer behavior. Moreover, a multidimensional 
approach provides the full picture of the relationship between the consumer and the product. 


INVOLVEMENT SCALES 


Six basic and widely disseminated involvement scale have been developed (Bloch 1981; Lastovicka 
& Gardner 1979; Laurent & Kapferer 1985; Slama & Tashchian 1985; Traylor & Joseph 1984; 
Zaichkowsky 1985). All of these scales have utilized Likert-type response using from 6 (Traylor & 
Joseph 1984) to 33 items (Slama & Tashchian 1985. Zaichkowsky (1985). Moreover, scales of 
involvement were originally developed to capture both enduring (e.g. Bloch, 1981; Lastovicka and 
Gardner, 1979; Laurent and Kapferer, 1985; Ratchford, 1987; Zaichkowsky, 1985) and situational 
involvement forms (e.g. Mittal, 1989; Slama and Tashchian, 1985). The number of empirically 
derived involvement dimensions using these scales has ranged from one (e.g., Zaichkowsky 1985; 
Traylor & Joseph 1984) to seven dimensions (Bloch 1981). 


Zaichkowsky (1994) has revised personal involvement inventory by reducing the original 
20-item scale to 10 items, eliminating redundancies, and slightly changing the scale items. In 
completing this process, both an affective and cognitive dimension was identified. The affective 
dimension included five items—interesting, appealing, fascinating, exciting, and involving. The 
cognitive dimension included five additional items—important, relevant, valuable, means a lot to 
me, and needed. Internal scale reliability was quite good (over 0.90), and initial validity tests were 
promising. 


Laurent and Kapferer (1985) identified and measured antecedents of involvement. Their results 
suggested four antecedent dimensions: the importance of the product and consequences of making a 
wrong purchase (imporisk), the probability of making a wrong purchase (risk probability), the 
symbolic value of the product (sign value), and the emotional value of the product (hedonic value). 


Slama and Tashchian's (1985) have designed their scale to tap general purchasing involvement 
as opposed to product involvement. These authors did not attempt to directly ascertain the empirical 
dimensions in their scale. Rather, they highlighted the attitudinal and behavioral components that 
might determine involvement. 


Lastovicka and Gardner (1979) reported three dimensions in their 22 item scale: familiarity, 
commitment, and normative importance (component of involvement; CP). The latter two 
dimensions appear to be consistent with Shimp and Sharma's (1983) emotional/ personal and social 
status involvement, respectively. Lastovicka and Gardner (1979) suggested that "familiarity is 
independent of the components of involvement" (p. 68). Unfortunately, Lastovicka and Gardner did 
not compare the factor loadings of their items across the 14 products they investigated as did 
Zaichkowsky (1985) and Traylor and Joseph (1984). Hence, the notion of unidimensional, 
multidimensional, or multidimensional with only a single common dimension across products 
could not be ascertained. 


Many researchers replicated and validated these existing scales (Celuch and Evans, 1989; 
Jensen, et al., 1989; Jain and Srinivasan, 1990; Mittal, 1995; Shimp and Sharma, 1983). This 
practice has generated numerous versions of a relatively small number of original scales. The new 
versions of these scales include many items which are either similar to, or the same as, those in 
earlier works. For example Shimp and Sharma (1983) suggested that Bloch's 17 item, six-dimension 
scale could be reliably reduced to eight items with two dimensions representative of emotional/ 
personal (enduring) and social status (situational) involvement. 
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REPLICATION OF INVOLVEMENT SCALES IN SERVICE CONTEXT 


Researchers have replicated and validated the existing scales of involvement in service contexts. For 
example, Celuch and Taylor (1999) and Stafford and Day (1995a) utilized Zaichkowsky’s PII to 
investigate involvement in a consumer services context. Celuch and Taylor demonstrated a strong 
support for a reduced set of eight items from Zaichkowsky’s (1994) modified scale. The proposed 
scale has captured both affective and cognitive dimensions of involvement in a reliable and valid 
manner within service contexts. Stafford and Day also found that, with minor modifications, 
Zaichkowsky’s reduced scale is applicable to the service industry. Flynn and Goldsmith (1993) 
explored the applicability of the PII for two consumer services—travel services and clothing 
purchases—and reported differences in behaviors between low-and high-involvement services, 
offering support for using the PII in service research. 


Bienstock and Stafford (2006) extended these earlier work (Flynn and Goldsmith, 1993; Celuch 
and Taylor, 1999; Stafford and Day, 1995a) by exploring the dimensionality of Zaichkowsky’s 
(1994) PII across a variety of service contexts (male-versus female-dominated, utilitarian versus 
hedonic, and professional versus retail), specifically with respect to consumers’ cognitive versus 
affective involvement with a service. Their results showed consistency in items across many service 
contexts, however, suggesting the additional exploration to further understand the complex role that 
service type plays with respect to measuring involvement with the PII. 


Gabbott and Hogg (1999) utilized Laurent and Kapferer’s (1985) consumer involvement profile 
(CIP) to investigate antecedents to involvement for service customers. Gabbott and Hogg concluded 
that additional research is needed to “explore consumers’ cognitive reactions to service products 
dimensions,” (1999, p. 164), suggesting that the CIP was a tenuous tool to apply to a service 
context. 


Abdullah H. Aldlaigan and Fransis A Buttle (2001) explored the nature of involvement in 
financial services by empirically testing two measures of consumer involvement: Consumer 
Involvement Profile (CIP) (Laurent and Kepferer, 1985) and Personal Involvement Inventory (PI) 
Zaichkowsky’s (1985). They found support for some of the financial services which suggest the need 
for more exploratory research to measure consumer involvement in financial services. 


The above literature showed the replication of CIP and PII in the service context. However, no 
research so far has been done using Lastovicka and Gardner's (1979) three dimensions scale of 
involvement in service context. Therefore, the present study attempts to replicate Lastovicka and 
Gardner's (1979) three dimensions involvement scale in service context. 


LASTOVICKA AND GARDNER'S SCALE (CP) 


Lastovicka and Gardner (1979) view involvement as having two major components: normative 
importance and commitment. Normative importance refers to how connected or engaged a product 
class/ service is to an individual’s values. It is maintained in consumer behavior literature that a 
person always try to connect his values, beliefs and ethics with the products he/ she is going to use. 
The strength of this connection affects customer involvement while he is going to use that particular 
service. Commitment refers to the pledging or binding of an individual to his/ her brand choice. It 
also connotes trusts and loyalty to a particular product/ brand. The original CP is composed of 
three factors that encompass the two major components. These factors have labeled familiarity, 
commitment, and normative importance. 


Lastovicka and Gardner's (1979) involvement scale was selected in the present study for a 
variety of reasons. First, as suggested by Jenson, Carlson and Tripp (1989) that it is appropriate to 
utilize a scale originally developed to not be product specific rather than converting a scale to 
encompass multiple products. Thus, CP is not a product specific scale thus suggesting that the scale 
may be useful in service oriented research. Moreover, CP was conceptually based on the 
foundations of involvement (cited in Jenson et al., 1989). 
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RESEARCH METHOD 
SAMPLE 


Participants of the study consisted of students enrolled for undergraduate and postgraduate 
programs in a premium technology institute. The non probability convenient sampling method was 
used to collect the data. The sample consisted of 78% of male. Sample mean age was 25 years. A 
structured questionnaire was administered to a sample of 225 students who were using banking 
services. Out of which 200 complete questionnaires were returned. 


QUESTIONNAIRE AND DATA COLLECTION 


A structured questionnaire was prepared using Lastovicka and Gardner’s involvement scale (1979). 
The first section of questionnaire included demographics information of the sample. The questions 
related to the frequency of using banking services in a month were also asked in this section. The 
other section contained 22 questions where seven were related to the “familiarity” component, eight 
questions were related to “commitment” component and eleven questions were asked for 
“normative importance” component of involvement. Each subject responded to 22 involvement 
items using 5-point Likert scale where “1” represents “strongly disagree” and 5 represent “strongly 
agree”. Consumer satisfaction level with banking services was also measures using three items taken 
from the study of Lee, Lee and Yoo (2000). 


RESULTS 


The first objective of the study was to validate the three involvement dimensions in the service 
context. An exploratory factor analysis with varimax rotation was conducted to find out the 
underlying dimensions. A KMO statistics of 0.70 and a significant Bartlett test (p < 0.005) indicated 
the acceptability of the factor analysis technique. The Scree test and the Kaiser (1960) eigenvalue- 
one criterion were used to identify the number of factors. Items that were loaded at.50 were 
included in the analysis. Results (presented in Table 1) indicated a five dimension solution which 
was different from Lastovicka and Gardner’s study (three dimensional solutions). The five 
dimensions together explained 73% of the total variance with the first two factors accounting for 
31% and 13% of the total variance, and factor three and factor four explained 12% and 11% of the 
total variance. Factor five only explained 6% of the total variance. These findings suggest that 
involvement is a multidimensional concept. 


The pattern of factor loadings was somewhat different from that suggested by Lastovicka and 
Gardner. The difference in the solution was also observed in the ordering of factors and the ordering 
of explained variances. Their study revealed “familiarity” as first component explaining more 
variance in involvement concept, whereas in the present study “normative importance” is the factor 
1 which individually accounted 31% of the variance in involvement concept. In the present case, the 
“familiarity” factor appears to have split into factor 2 and factor 3. Factor 2 contains items 1, 2 5, 
and 6 whereas factor 3 includes items 3, 4 and 7 from Lastovicka and Gardner’s familiarity factor. 
These results suggest that “familiarity” may be multidimensional. 


Factor 4 is composed of items defined Lastovicka and Gardner’s “commitment” factor except 
item 2 which was individually loaded on factor 5. 


The Cronbach alpha was further computed to check the internal consistency of components of 
involvement (Lastovicka and Garner did not report reliability). For “importance” factor consisting 
11 items, Cronbach alpha was.93 indicating a good reliability. The Cronbach alpha of factor 2 
was.82 for which item total correlation showed that if item 1 is deleted from factor 2 the reliability 
would increase up to.84. Therefore, item 1 was deleted from factor 2. Reliability of factor 3 
including item 3, 4 and 7 was.85. Item total correlation suggest that if item 3 is deleted it would 
increase up to.89. Therefore item 3 was deleted from factor 3. The item total correlation of 
“commitment” indicates that reliability would increase from.70 to.76, if item 2 is deleted from 
the analysis. 


The next step was to further check the factor structure after deletion of items. 
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Table 1: Results of Initial Factor Analysis 


Dimension Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
N. Impol 508 
N. Impo 2 .824 
N. Impo 3 836 
N. Impo 4 .864 
N. Impo 5 622 
N. Impo 6 .760 
N. Impo 7 .840 
N. Impo 8 .752 
N. Impo 9 859 
N. Impo 10 780 
N. Impo 11 741 
Fam 1 741 
Fam 2 .747 
Fam 3 .688 
Fam 4 .876 
Fam 5 830 
Fam 6 .839 
Fam 7 925 
Commit 1 622 
Commit 2 .866 
Commit 3 .842 
Commit 4 .863 
Eigen value 7.052 3.53 2.37 2.00 1.14 
% of Variance 30.76 13.43 11.83 10.64 6.55 
N = 200; N. Impo = Normative Importance; Fam = Familiarity, Commit = Commitment 


An exploratory Factor analysis was conducted again with 19 items. Results given in Table 2 
indicated a four factor solution explaining 71% of the variance. Results revealed similar factor 
solutions for “familiarity” split into two factors namely, “knowledge” and service “brand 
preference”. 


Table 2: Results of Final Factor Analysis 


Dimension Factor 1 Factor 2 Factor 3 Factor 4 Cronbach Alpha 
N. Impol 490 93 
N. Impo 2 822 
N. Impo 3 .847 
N. Impo 4 .869 
N. Impo 5 640 
N. Impo 6 .752 
N. Impo 7 .837 
N. Impo 8 .734 
N. Impo 9 854 
N. Impo 10 .765 
N. Impo 11 741 
Commit 1 .668 76 
Commit 3 .847 
Commit 4 834 
Knowled 2 .748 .84 
Knowled 5 .907 
Knowled 6 917 
Preferen 4 .898 89 
Preferen 7 .906 
Eigen value 7.010 2.718 2.125 1.678 
% of Variance 35.08 12.79 12.48 10.85 
N = 200; N. Impo = Normative Importance; Fam = Familiarity; Commit = Commitment; Knowled = Knowledge; 
Prefer = Brand Preference 


DISCUSSION 


The present study examines consumer involvement with banking service using Lastovicka and 
Gardner’s involvement scale which included three component of involvement. Factor analysis 
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results support the multidimensional nature of involvement in service context. However, in the 
present case, different factor structure is retained. It is notable that the factor in our solution with the 
highest eignevalue is “importance” which is different from Lastovicka and Gardner’s study. This 
indicates that by using banking services consumers are highly connected with their values. Our 
results support the notion that a consumer always try to connect with his values, beliefs and ethics 
through the product or service that they use. Moreover, how much importance consumer is giving 
to their norms and values by using product and services is a main antecedent of involvement. Thus, 
consumer norms and values and are essential factor to engage in any product and services. 
Furthermore, their “familiarity” factor appears to split into two factors namely, “knowledge” and 
service “brand preference”. In case of services, knowledge about the service attributes and benefits is 
very important as services are associated with high risk (Murray and Schalter). Thus how much 
knowledge consumers have about the service features is an essential antecedent of involvement. 
Consumer familiarity can also be seen in brand preference thus an important antecedent of 
involvement. The last factor retained is “commitment” which directly affects consumer trust and 
loyalty to a particular product/brand. Factor analysis results suggest that out of four items of 
“commitment”, only three items loaded on this factor useful for service context. 


Overall the results suggest that the Lastovicka and Gardner’ scale should be modified to be used 
in service context. Involvement as a multidimensional construct can be empirically replicated using 
service products; therefore, we can usefully conceive of service involvement as a dimension of 
consumer behavior in services. 


LIMITATIONS 


The present study also has some limitations such as only one service has been taken to replicate the 
scale. Future research may replicate the scale with different services such as telecom and restaurant 
services. Second, confirmatory factor analysis should be used to validate the scale in different setting 
by checking the discriminant validity of the scale. 
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Abstract—The 2012 approval of 51% foreign ownership in Multi Brand Retail in India is expected to tremendously 
impact the incomes of farmers, intermediaries and retailers in the agricultural sector given the inevitable inclusion of fresh 
produce in the supermarkets’ portfolios. Focusing on the Indian context, this paper looks at the positive and negative aspects 
of retail FDI and explores multidimensional reforms that could be taken in order to increase the inclusivity of growth in 
agriculture. The paper argues that if the retail FDI growth story in India is to be inclusive, three pathways are necessary: 
first, reforming labour laws, education systems, business environment and trade regimes, second, systematically reducing 
agricultural subsidies and third, improving the agricultural supply chain. 
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INTRODUCTION 


In 2012, the Indian government liberalized Foreign Direct Investment (FDI) by allowing 51% 
foreign ownership for Multi Brand Retailers (MBR) entering India. This development is positive 
news to the agricultural sector, which employs roughly 52% of employable workforce and comprises 
around 10% of total exports for 2011-2012 (Sharan 2013). Fresh food retail—particularly fruits and 
vegetables—is the single most dominant and lucrative structure in the Indian retail market, owning 
a market share of over 60% and an estimated worth of over US$200 billion in 2009 (Sarkar 2012). 
Owing to the special importance of fruits and vegetables for Asian consumers, this policy change is 
expected to impact the agriculture sector tremendously. 


This paper will propose reforms to help India make the new FDI policy translate to more 
inclusive growth for the agricultural sector. It is divided as follows. Section II compares the old and 
new FDI policy and discusses strands of literature for and against the entry of multinationals in 
India. Section III discusses four reforms that need to be undertaken to increase general growth 
inclusivity. Section IV proposes specific reforms towards increasing inclusive growth in agriculture. 
Section V concludes. 


INDIAN RETAIL LIBERALISATION: OLD VERSUS NEW 


In the old FDI policy, only minority share among foreign multinational retailers in India is allowed. 
Germany’s Metro entered the Indian market through Cash and Carry agreement. Other entry 
methods include franchise agreements (Pizza Hut), strategic licensing agreements (SPAR with 
Radhakrishna Foodlands Pvt Ldt), as well as manufacturing and wholly owned subsidiary 
agreements (Nike) (Rajput, Kesharwani et al., 2012). 


In the new FDI policy, majority foreign ownership for MBR is allowed with few conditions. 
Among these conditions are a minimum investment of US$100 million (of which 50% is backend 
infrastructure), sourcing at least 30% of manufactured goods from Indian micro small and medium 
enterprises and limiting retailing activities to cities with a population over 1 million. 


The government hopes that opening up its economy will inject energy into the agricultural 
sector currently struggling with up to 35% post-harvest losses. However, opponents of the new 
liberalisation policy argue that multinational supermarket chains would drive out micro, small and 
medium sized retailers and destroy the existence of small farmers and traditional intermediaries. 
Intermediaries fear that farmers might be offered better remuneration for their produce by 
multinationals, ultimately cutting them off (Sindhu 2011). Retailers also fear that convenience, 
service and variety of products offered by supermarket chains will lure consumers away and drive 
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them out of business. The following will discuss FDI liberalisation in India according to two strands 
of current literature: as a positive and as a negative development for the economy. 


Researchers that view retail FDI liberalisation as a positive development argued that the policy 
change would allow India to integrate into the global economy. Nandal (20/3) added that the Indian 
economy would gain technology transfers and management practices, local adaption of modern 
supply chains and improved price signals. Gupta (20/2) added that FDI is necessary to modernize 
agricultural sector, bring in much-needed investments in post harvest infrastructure and decrease 
unemployment. 


Badrinath and Chitra (20/2) argued that Indian consumers’ preferences will be compromised 
with the entry of multinationals due to the introduction of foreign commodities. Traditional 
mom-and-pop stores will die out. Researchers also argued that supermarkets will be the new 
middlemen who will purchase only from medium and large growers leaving out small-holder 
farmers who constitute 83% of total farms in India (Baskaran 2012). Singh and Singh (2012) stated 
that the new FDI policy has no provision for protecting farmers’ interest and the increasingly 
centralized supply chain will end up being more inefficient and disadvantageous for growers. With 
regard to employment multinationals will destroy more livelihoods than jobs, estimating the balance 
to be around 2 million new jobs versus 40 million lost jobs in the first few years of FDI 
(Uttam and Kumar 2013). 


Arguments for and against new retail FDI are rooted on whether poverty could be alleviated 
(or made worse) through FDI and poverty is most evident in the Indian rural agricultural sector. 
Literature suggests several reform pathways for retail FDI to be inclusive to the poor as discussed in 
Section II. 


INCLUSIVE GROWTH: WTO VERSUS OECD 


With 33.8% rural and 20% of its urban population living below the Government’s official poverty 
line of 29INR per day (Government of India 2011), wealth distribution and growth in India has not 
been inclusive. Spatial inequality—in incomes, consumption expenditures and investments—has 
been rising in India since the 1990s (Kundu and Varghese 2010). Within and between rural/ urban 
areas, inequality is also rising. 


There are several policy instruments for governments to independently address poverty, 
inequality and income gaps. So far, Indian liberalisation experience has helped create new wealth, 
but the process has actually widened the rich/ poor divide. Until now, Indian reform effects have 
not trickled down and seem to have made essentials such as food, clothing and shelter becoming 
more expensive. 


Evidence suggests that reforms towards inclusivity must be coherent, coordinated and 
multidimensional in order to succeed (Deloitte 2011, Grewal, Malhotra et al., 2011). The following will 
show the interconnection of four of 13 OECD-identified areas for reform which are necessary for 
inclusive growth in the economy. 


REFORMING LABOUR LAWS 


According to the OECD (2012), although the Indian economy successfully created jobs, 85% of total 
employment is still in the informal sector. Due to low participation rates of prime-age women 
(36%), youth (37%) and older workers (43%), India exhibits one of the highest incidences of 
informal employment compared to other emerging economies. Labour market segmentation 
impacts income distribution and earnings equality. Moreover, strict dismissal laws have been the 
raison d'étre behind the reluctance of large manufacturing firms in creating more jobs and the 
prevalence of contract labour and non-permanent employment (ibid). 


Streamlining administrative procedures and lowering tax burdens for firms are ways to address 
social segmentation in the labour market (Hampel-Milagrosa 2008). OECD (2012) also recommends 
relaxing strict employment protection rules and complementing labour law reform with reforms in 
the educational system. 
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REFORMING EDUCATION 


Studies have shown a link between inclusive growth and public expenditures on education 
(Habito 2009). Better education is a means to better employment, increased income, and poverty 
reduction. However, quality-and access to education in India continues to be a problem. 
Investments in higher education institutions which have boosted India’s IT sector have not been 
reciprocated in mass education. Literacy rates vary across States, genders and rural-urban areas, 
resulting in inequality and social exclusion (OECD 2012). 


India needs to widen its education base radically by increasing access to education for girls, 
schedules castes, scheduled tribes, minorities and the disabled. Benchmarking activities that 
evaluate capacities of Indian students across States will lead to a better understanding of strengths 
and weaknesses of the educational system. In the long term these reforms will allow India to align 
its educational system to skill requirements of a globalizing economy. 


CREATING AN ENABLING BUSINESS ENVIRONMENT 


The Indian business environment is still restrictive despite major reforms in the early 1990s. 
Mukherjee and Patel (2005) found that the retail sector is regulated by a large number of ministries 
and departments at Central, State and local level leading to multiple regulations and clearance 
requirements. Trade and investment laws are mostly outdated, with varying definitions across 
States. 


For inclusive growth, same authors recommend streamlining clearances processes, streamlining 
domestic policy regimes and amending outdated business regulations. OECD (2012) concurs that 
more transparency and accountability in public sector governance is necessary. It is also necessary 
to adapt a “whole-government” approach that signals a coherent effort of the government in 
improving the regulatory business environment. 


EASING BARRIERS TO TRADE AND FDI 


According to Reardon (20/1), the entry of multinationals could provide needed boost to the 
agricultural sector. Reardon noted that unlike the United States and Mexico, where it took 40 and 
15 years respectively before the share of vegetable produce among total product portfolios rose to 
10-15%, Vietnam, China and Malaysia took only a few years to achieve the same level. The quick 
penetration of fresh foods in retail would positively impact growers and the whole supply chain. 


OECD (2012) recommends easing FDI barriers in goods and services sector with strong links to 
manufacturing, such as retail. Easing barriers allows for learning quality standards and regulations 
of export markets, helping in the global integration process. 


For India, easing barriers to trade need to be approached with caution due to the large 
population whose livelihoods are dependent on agriculture. One of the key points of disagreement 
in the 2008 WTO Mini-Ministerial in Geneva was the “trigger” level for Special Safeguard 
Mechanism (SSM) in agriculture which would allow India to protect its farmers by temporarily 
raising tariffs to address sudden surges in imports and price decreases (Centre for WTO Studies 2008). 
India found the proposed 40% trigger level too high' and would have rendered the SSM useless for 
protection. It is beyond this paper to deal with exact policies the country should take in terms of 
easing trade barriers vis a vis protecting people in agricultural sector, but this paper emphasizes that 
commercial interest should not take primacy over the livelihoods of millions of poor in agriculture. 


MAKING INDIAN RETAIL LIBERALISATION INCLUSIVE FOR AGRICULTURE 


Evidence suggests that poverty reduction in developing countries have been supported by rapid 
growth in agriculture together with expenditures on education and health, infrastructure and 
governance quality. Ravallion (2008) found that promoting agriculture and rural economy is 
imperative to inclusive growth, due to the high potential of small-holder farming to absorb unskilled 


'This means, imports should have reached an excess of 40% of the average of the previous three year’s import levels before 
protectionist measures could be invoked. 
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labour. Since poverty is prevalent in rural areas, growth in the agricultural sector is instrumental in 
reducing rural poverty (Ravallion and Datt 2002). In addition, De Janvry and Sadoulet (20/0) found 
that growth from agriculture is nearly twice more poverty-reducing than of growth originating in 
construction and nearly three times that of growth originating from manufacturing. Evidence on the 
relationship between improvements in agriculture and decline in poverty rates in the Indian context 
has also been forwarded by Topalova (2008). 


Inclusive growth stems from boosting growth in agriculture. Unfortunately, the contribution of 
agriculture to Indian GDP has been decreasing from 26% in 1989 to 18% in 2007, to 17% in 2012 
(OECD, 2012). Increasing agricultural productivity is difficult because Indian agriculture is 
non-competitive. There are three reasons: first, dependence of farmers on staple crops second, 
government provision of price support/ subsidies and third, poor supply chain management. 


Indian farmers continue to rely on low-value staple crops such as rice and wheat due to 
government’s guaranteed prices. Minimum support price for rice for example, was raised from 570 
INR per quintal (2005-2006) to 1080 INR (2011) while minimum support price for wheat was 
raised from 700 INR to 1285 INR in the same period (Government of India 2011). Such price 
guarantees distort market prices and interfere with farmers’ responsiveness to market signals. 
Instead of aligning production with market prices, price guarantees warps farmers’ production 
decisions, trapping them into a cycle of inefficient production. Price guarantees prevent farmers 
from diversifying production into higher value crops. 


The Indian government also supports agricultural production with fertilizers, seeds and 
irrigation (Sharma 2012). Fertilizer subsidy as percentage of GDP from agriculture increased from 
2% to 8.2% from 1994 to 2009 (Government of India 2011). Subsidizing production inputs prevents 
farmers from employing other factors of production that could similarly boost output such as new 
production technologies or high yielding varieties from non-subsidized types of seeds. Farmers tend 
to translate government input-price support into uncompetitive and inefficient production decisions. 


Maheshwar (2012) showed that due to poor supply chain management, around 40 million tons 
of fruits and vegetables, equivalent to US$13 billion, get wasted in India annually. Poor handling, 
storage and transportation account for roughly 90% of total postharvest losses. The rest accrue from 
the large number of middlemen and the lack of knowledge about better preservation techniques. 


In the light of the discussion above, there are three ways to make retail FDI more inclusive for 
agriculture. First, India needs to implement a range of reforms in the labour market, education, 
business environment and trade (previously discussed). Second, India needs to increase farmer 
competitiveness through a gradual reduction of subsidies. Third, India needs to improve supply 
chain management via appropriate investments market infrastructures and better practices. 


Increasing competitiveness increases farm productivity while increased farm productivity 
increases incomes. To increase competitiveness, distortions such as guarantee prices and subsidies 
should be systematically and gradually reduced. This means lowering protectionist barriers while 
balancing with trading partners’ own subsidies and tariffs, with an eye on the readiness of Indian 
farmers to compete. Sharma suggests (20/2) pegging Indian price support systems towards 
technological change and giving more support towards non-price factors. With regard to farm 
subsidies, they could be reformed to target the real poor. These suggested approaches would 
improve farmers’ reaction to market signals and lead to better market demand estimation, better 
crop planning, and overall improved production decisions. 


Supporting infrastructure to match increased productivity is also crucial. Local investments in 
back-end and post harvest infrastructure such as farm-to-market roads, (cold) storage facilities, 
primary and secondary processing infrastructure is needed to reduce wastage. With the necessary 
supply chain investments in place, better supply chain management practices could be implemented. 


CONCLUSION 


Despite being one of the world’s fastest growing economies, India struggles to translate economic 
growth into inclusive outcomes. Income gaps between rich and poor have widened inequalities. The 
entry of multinational supermarket chains through the recent approval of 51% foreign ownership in 
Multi Brand Retailing is expected to impact the socio-economic structure of Indian society. 
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Particularly, the agricultural sector will be tremendously affected since fruits and vegetables are 
expected to take a major role in supermarkets’ product portfolios. 


There are two conflicting strands of research with regard to retail FDI in India. On the one 
hand, researchers argued that retail FDI will bring in needed technology, management practices and 
infrastructural investments. On the other hand, entry of multinationals is argued to drive out the 
livelihood of many, result in powerful supermarket-middlemen and leave out millions of 
small-holder farmers. 


This paper argued that if the growth story in India is to be inclusive, three pathways are 
necessary: first, reforming labour laws, education systems, business environment and trade regimes, 
second, systematically reducing agricultural subsidies and third, improving the supply chain. 
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Abstract— With the economic growth of the country, the income of the people is continuously on rise. Thus, continuously 
increasing surplus funds for purposes other than necessities is continuously putting pressure on the mind of the people to 
make best possible use of such surplus money. The mall culture in the country is opening avenues for the people to put 
themselves into all together different lifestyle. There are various social implications of such scenario. The purpose of this 
study is to find out the role of selected social factors in the life style of people due to the growing mall culture in our country. 
The study is empirical in nature and is based on survey to be conducted of the people doing window-shopping in malls and 
the social implications of such window-shopping. 
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INTRODUCTION 


With the continuous increase in popularity of shopping malls, a new culture is being developed 
known as Mall culture. This culture is being welcomed open handed by the society. Shopping malls 
are appreciated because of its dual aspect of providing shopping and entertainment at a particular 
place and time. Malls are causing a drastic change in the nature of shoppers, they are now very 
much interested in changing their status from shoppers to window shoppers. Window shoppers can 
be easily considered the potential or future shoppers. Mall culture through window-shopping is 
appreciating the popular phrase of marketing, ‘caveat emptor’ i.e. “Let the buyer be aware”. 
Through the process of window-shopping shoppers are updating and making themselves aware of 
the ever changing market scenario. So consequently, their lifestyle is also affected directly or 
indirectly. There are various determinants of lifestyle but out of them four being considered unique 
and having more impact on lifestyle of window shoppers are studied in this paper. These four 
parameters are: 


a) Unsought products. 
b) Fashion trends. 
c) Habit of trials, and 
d) Display impact. 


Window-shopping helps in positioning the products in the mind of the consumer by using the 
above-mentioned parameters as tool. Unsought goods are those for which the consumers have not 
done any planning to purchase. In fact, the consumer is unaware of its utility in his life until he 
comes across the product. It is through window-shopping that people come to know about unsought 
products. Window-shopping is said not only to be the best presenter of the changing fashion and 
trends of society but also inculcates the habit of purchasing certain products just to try for once. The 
USP of malls is considered fabulous, attractive, organized presentation and display, which lure the 
window shoppers to purchase. This survey explores the impact of window-shopping in malls on 
lifestyle of window shoppers through the above-mentioned four parameters. This impact has been 
studied from the people-appreciating window-shopping in the malls of holy city of Allahabad in 
Uttar Pradesh. 


REVIEW OF LITERATURE 


Piyush Kumar Sinha, Snajay Kumar Kar |”! researched and found that the trend of Indian retail 
industry is in a transformative stage. The new organized retail is emerging and opening areas for 
growth and investment in this sector. Malls are the popular formats among various organized 
formats. Consumers are shifting their purchasing behavior and moving to these formats and so the 
responsibility of the organized retailers increases to give more and more value services to 
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consumers. Srishti Joshi '! explored in her research article that it is window-shopping, which triggers 
the buying decision in the mind of shoppers. It is window-shopping, which promotes the revisit in 
malls. Oz Shy ""! brought forward the difference in window-shopping in malls and online window- 
shopping. It was found that people prefer window shopping in malls rather than online. 


P. Purushotham Rao and Arti Jadhav ™! identified that consumers have shifted to corporate 
retail formats from small kirana shops. The reason for this shift was found that consumers are 
influenced by various other factors and features that only organized retail can provide such as wide 
range of products, various discount offers, pleasant ambience, quality which the small shops are 
unable to provide. Amandeep Kaur "! analyzed the various factors that lead to the increasing 
popularity of shopping malls in cities of Ludhiana and Chandigarh. The factors were protection 
from extreme weather, convenience in terms of escalators and lifts, shopping plus entertainment, 
range of food options through food court, pleasant ambience and wide range of variety all around. 
Mrs. Meenakshi Choudhary ®! found that mall culture is changing the lifestyle of shoppers as the 
mall promises to merchandise from ‘pin to pyramid’. It was also considered a ‘shopaholic paradise’ 
for a number of reasons. Maria Pereira, Susana Azevedo ®! studied the influence of visual 
merchandising with special reference to shop window on buying behavior of consumers and 
conclusion was derived that the buying behavior of women are more affected as compared to male. 
Sandeep Singh Virdi "*! found out the shopper’s retailing attitude in shopping malls and 
hypermarket along with the perception of mall developers and mall managers. 


RESEARCH METHODOLOGY 


This paper is based on primary data collected through survey done by questionnaire. Questionnaire 
was specially administered to window shoppers in malls of Allahabad, Uttar Pradesh. Three malls 
of Allahabad (Big Bazaar, Vishal Mega Mart and Vinayak City) were taken into consideration for 
the purpose of survey keeping in mind their popularity in the city. The Questionnaire was 
distributed among 60 window shoppers, 20 in each mall, out of which only 50 responded. 


PROFILE OF WINDOW SHOPPERS RESPONDENTS 


In order to analyze the responses factually, it becomes necessary to understand thoroughly the 
profile of respondents i.e. window shoppers. 


e Taking age primarily, 


Table 1: Age 
Age Percentage 
18-27 46% 
28-37 26% 
38-47 12% 
48-57 14% 
Above 57 2% 


Pie Chart 1 


590 / Research and Sustainable Business 


Taking professional status into account, 
Table 2: Professional Status 


Status Percentage 
Employed 46% 
Students 34% 
Other 20% 


Professional Status 


= Employed 


0 
oe = Students 


= Other 


Pie Chart 2 


e Incase of Academic Qualification, 
Table 3: Academic Qualification 


Status Percentage 
Below Graduate 4% 
Graduate 34% 
Post Graduate 62% 


Academic Qualification 


4% = Below 
Graduate 


= Graduate 


= Post Graduate 


Pie Chart 3 


e Average Monthly income 
Table 4: Average Monthly Income 


Range Percentage 
Below ‘5000 18% 
*5000-'20000 40% 
*20000-'40000 20% 
Above *40000 22% 


Average Monthly income 


18% 
= Below Rs.5000 
= Rs.5000-20000 


= Rs.20000-40000 
= Above Rs.40000 


Pie Chart 4 
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e Having an E-mail ID 
Table 5: E-mail ID 


E-mail ID Percentage 
Yes 92% 
No 8% 


E-Mail ID 


8% 


Pie Chart 5 
e Lastly, in terms of sex, 
Table 6: Respondents 


Respondents Percentage 
Female 50% 
Male 50% 


Respondents 


mu Female 


= Male 


Pie Chart 6 


DATA ANALYSIS AND INTERPRETATION 


The tables given below present the respondents with reference to various parameters and the 
analysis in relation thereto (percentage is shown in brackets). The analysis of data has been done on 
the basis of 


a) Objective of Window Shoppers. 
b) Time Spent by Window shoppers. 
c) Influence on Purchases. 
d) Product Category. 
e) Analysis of new product. 
f) Reasons for purchase. 
Table 7: Objective of Window Shoppers 


Objectives Female Male Total 
Knowledge of rates 3(12%) 2(8%) 5 (10%) 
Knowledge of products 14(56%) 13(52%) 27 (54%) 
Time Pass 3(12%) 3 (12%) 6(18%) 
All of them 5(20%) 7 (28%) 12 (32%) 


Source: Primary 
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Interpretation 


The data reveals that among the objectives, the score of knowledge of products (54%) is more 
among females than in males. The lowest score among the objectives is the knowledge of rates 
(10%). Thus, we can conclude that gaining knowledge about products is more important in the 
minds of the window shoppers. 


Table 8: Time Spent by Window Shoppers 


Time spent Female Male Total 
Casual 13 (52%) 13 (52%) 26 (52%) 
Regular 4 (16%) 1 (4%) 5 (10%) 
Objectively 7 (28%) 9 (36%) 16 (32%) 
Don’t Spent time 1 (4%) 2 (8%) 3 (6%) 


Source: Primary 


Interpretation 


It was found that most (52%) of the people are casual window shoppers in malls of Allahabad. Least 
value was recorded in Regular window shoppers i.e. (4%). It can be derived from table that people 
visit malls occasionally and window-shopping is not in their habit. 


Table 9: Influence on Purchases 


% Influence Female Male 
20% 4 12(48%) 
40% 6 5 
60% 10(40%) 3 
80% 5 4 
100% 0 1 

TOTAL 25 25 


Source: Primary 


Interpretation 


40% of the female window shopper is of the opinion that 60% of their shopping is affected by 
window-shopping where as on other hand males are not very much influenced by window- 
shopping. This indicates that females are influenced easily through window-shopping as compared 
to males. 


Table 10: Product Category 


Category Female Male Total 
Branded Products 25 25 50 
Unbranded Products 6 7 13 
Mall Developed Products 6 13 17 


Source: Primary 


Interpretation 


Now a day people are more conscious purchaser and their purchased decision are influenced by 
brand positioning and that is why the malls also prefer to keep branded products because of sale of 
branded products are easier. This can be easily understood by the above table, which records 
maximum number of people for favoring branded products. 


Table 11: Analysis of New Product 


Options Female Male Total 
Compare Features 17 13 30 
Check Quality 16 10 26 
Warranty/Guarantee 6 11 17 
After Sale Service 6 9 15 


Source: Primary 
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Interpretation 


The data reveals that when people come across new product or brand they start evaluating the 
product. In their evaluation process, the sequence goes as: 


1. Comparing the features of new product with that of old one. 
2. Examine the quality of the product. 

3. Checking for warranty or guarantee available and lastly, 

4. Checking for after sale service. 


Majority of respondents supported this order of priority. 


Table 12: Reasons for Purchase 


Price Female Male Total 
Offer price 20 14 34(68%) 
Normal price 5 11 16(32%) 
Total 25 25 50 


Source: Primary 


Interpretation 


68% of the respondents accepted the fact that discounts prompt them to buy products during 
window-shopping that means the offers, which are provided by malls with the intention of 
increasing their sales is successful as mostly people are attracted towards purchase while 32% denied 
this fact. 


FOUR PRIME FACTORS TO ASSESS THE IMPACT ON LIFE STYLE 

Unsought Products 

Unsought products are those products for which consumer has not done any planning to purchase. 
Its window-shopping that brings people in front of such product. In the survey, it was gathered that 
respondents in malls were mostly educated and this lead to rationalize their purchasing decision. 


Therefore, whenever they come across unsought products they just want to collect the information 
about that product rather than spending on it. 


Table 13: Reaction on Unsought Products 


Reaction Female Male Total 
Purchase 6(24%) 6(24%) 12(24%) 
Gather Information 14 (56% ) 15(60%) 29(58%) 
No Reaction 5(20%) 416%) 9(18%) 
Total 25 25 50 


Source: Primary 


58% of the respondents opined that they would like to just gather information about the product 
and skip the buying decision. So, it can be said that window-shoppers at mall are rational buyers 
of product. 


Fashion Trends 


Window-shopping in malls reflect the trend and changing fashion of the society. 60% of the total 
respondents were ready to purchase the trendy items available in malls during window-shopping 
(out of which 64% were females and 56% were males), followed by 18% who were ready to adopt 
the fashion rest just want to gather information and move forward. 


Table 14: Window Shopping Educates about Changing Trends and Fashion that Encourages to 


Reactions Female Male Total 
Adopt 3 6 9 
Purchase It 16(64%) 14(56%) 30(60%) 
Gather Information 6 5 11 
Total 25 25 50 


Source: Primary 
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= Adopt 


@ Purchase it 


™@ Gather 
Information 


Female 


Bar Graph 1: Reaction on Knowing Trendy Things 


Source: Primary 


Repondents Reaction When They Come To 
Know About The Changing Fashion And Trends 


@ Adopt them @ Purchase it ® Gather Information and walk away 


Pie Chart 7 


Source: Primary 


Habit of Trials 


Window-shopping in malls develops the habit of trials among people. Habit of trials means habit of 
purchasing products just because they want to try it once. In terms of percentage, about 80% of the 
female respondents are in favor of trials. On the contrary, only 56% males are of opinion of trials. 
Therefore, the data reveal that females are emotional shoppers whereas males are rational. Females 
are more enterprising and they can be easily convinced as compared to males. 


Table 15: Habit of Trials 


Options Female Male Total 
Yes 20(80%) 14 34 
No =) 11 16 
Total 25 25 50 


Source: Primary 
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Bar Graph 2: Habit of Trails 


Source: Primary 


Habit of Trial 


m= Yes @No 


Pie Chart 8 


Source: Primary 


Display Impact 


Hybrid response from respondents was gathered when asked that how they will grade the display 
and presentation in malls on the scale ranging from 1-5. 26% found it highly effective while 34% 
found it to be effective followed by 30% who were of opinion that it is neutral. 


Table 16: Display and Presentation in Malls is 


Grade Female Male Total 
1 5 6 11(26%) 
2 9 9 18(34%) 
3 10 RY 15(30%) 
4 1 4 5 
5 0 1 1 
Total 25 25 50 


Source: Primary 


Display and presentation in malls is 


ml m2 63 94 5 2% 


8% 
26% 


30% 


Pie Chart 9 


Source: Primary 
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Presentation lures window shoppers to purchase Shopping goods, followed by convenience and 
specialty goods. This was the order of priority of people as 38% opted for shopping goods, followed 
by 28% who opted for convenience goods, and then 22% opted for specialty goods. 


Table 17: Display in Malls Lure to Buy 


Products Female Male 
Convenience Goods 6 8 
Shopping Goods 11 8 
Specialty Goods 6 3 
Unsought Goods 2 3 
Doesn’t Prompt 0 il 


Source: Primary 


m= Convenience 
Goods 


= Shopping Goods 


= Speciality 


Goods 


= Unsoughts 
Goods 


= Doesn’t Prompt 
Female Male 


Bar Graph 3: Display in Malls Lure to Buy 
Source: Primary 


Presentation could lure people to invest amount between 500-1000. People were less 
comfortable in spending amount more than Rs. 1000. 


Presentation Lure To Invest In 


Product Upto 
4%_ 0% 
Below Rs.500 


® Rs.500-1000 

® Rs.1000-3000 
@ Rs.3000-5000 
m Above Rs.5000 


Pie Chart 10 


Source: Primary 


FINDINGS 


e Window-shopping is educational. Primary motive of people of Allahabad to do window- 
shopping in malls is to know about the range of products. 


e People are casual visitors in mall. Window-shopping is not a part and parcel of their lives. 


e Female of Allahabad are found to be emotional purchasers as compared to males who are 
found to be rational one as females are more influenced by the window display as compared 
to males. 


e People are becoming brand conscious and so branded products are easy to sell in malls. 


e People like to compare features of products first and then check for quality before 
purchasing any new product from malls. 


Impact of Mall Culture through Window Shopping on Lifestyle / 597 


e Discounts and various offers prompt female window shoppers more to purchase products. 


e Apparels, footwear and home need products are mostly preferred products at malls in 
Allahabad. 


e Contribution of window shopping in total average monthly purchase was found to be 
around 20% 


e Window shoppers found presentation and displays in Allahabad malls to be effective. 


e Window-shopping has a positive impact on the shopping, convenience and specialty goods 
as people lured by presentation in malls get attracted to such type of products. 


e It was found that items up to certain limit on the basis of purchasing capacity of consumer 
are purchased and not very costly items. For very costly items, we can thus say that 
consumers prefer to go to specialty shops. 


e Window-shopping also educates about the fashion and trendy items, which motivates 
people to buy the products and adopt the new trends in their life style. 


e For unsought products found during window-shopping people like to gather information 
about it rather than purchasing it. 


e Window-shopping in malls develop the habit of trial among people. 


LIMITAION 


This being an effort of a single research scholar without the support of any agency. Hence, I could 
only survey the malls of Allahabad and because of the paucity of time and resources the number of 
questionnaire is small. 


CONCLUSION 


In order to sum up, this mall culture is creating a positive impact on the lifestyle of people. Window 
shoppers are more of rational shoppers rather than emotional shoppers. Although presentation in 
malls are effective but people of Allahabad are less impulsive and would like to adopt things rather 
than purchasing it and if they go for purchasing that would be a nominal amount. It appears in 
order to rationalize their purchase decision, the consumer take the help of window-shopping. 
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Abstract—This case study attempts to review the current scenario in the field of viral marketing (VM) and tries to 
understand the importance of the VM and its effectiveness. It takes the help of current caselets and the literary work from the 
different secondary research sources. The study attempts to provide an overview to the marketers and customers about VM 
for better understanding. Also it lays foundation for further empirical research in the said field. 
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INTRODUCTION 


In recent years, marketers have increasingly focused on word-of-mouth (WoM) as an effective 
source of new customer acquisition (Godes et al., 2005; Smith et al., 2007; Hartmann et a/., 2008). By 
having the masses spread the promotional message through Word-of-Mouth (WoM), marketers 
have been able to reach out more to the probable customers; also, they are able to keep reminding of 
their presence to the existing ones. With time, WoM started to incorporate Internet tools and 
techniques (emails and Internet messaging), making it easier to execute and implement. Now, WoM 
has introduced a new form-viral marketing, which can be regarded as a critical electronic extension 
of WoM communication (Bickart and Schindler, 2001). 


The term “viral marketing” was coined in 1997 (Juvertson and Draper, 1997). It was used to 
describe the free advertising through email service which Hotmail was providing. Viral marketing 
refers to marketing techniques that use social networking services and other technologies to generate 
or increase the awareness about the product or service to increase sales or for promotion, through 
processes which may resemble the spread of viruses (Juvertson & Draper, 1997). It can be delivered 
by word of mouth or enhanced by the networking ability due to the Internet and mobile networks 
(Howard, 2005). It also utilizes video clips, images, text messages, email messages, or web pages for 
its propagation. 


NEW TREND IN THE BLOCK 


In today’s competitive market scenario, it is imperative for marketers to keep themselves visible to 
their respective customers/ consumers, so as to be in their visible field of perception. With the onset 
of new marketing trends and promotional strategies being introduced; it has become important for 
the marketers to have a strong marketing strategy which would help them in attracting new 
customers and also to retain the existing ones. 


Viral Marketing is now latest of the promotional strategies, which has been adopted by many 
marketers in recent years, to influence the customer and draw their attention to the product/ service 
they are providing (Woernd1] et a/., 2008). Viral marketing (VM) is based on the idea, that consumer 
discussions about a product or a brand are more valuable and powerful than traditional advertising 
(Kurultay, 2012). It is the faster, easier and inexpensive mode of promotion for spreading a message 
among the widest possible number of people (Carida and Colurcio 2013). It uses the method of 
utilizing the pre-existing connections in order to spread the desired message. Nowadays there are so 
many tools and channels through which a viral marketing campaign can be realised; Internet and 
social media being few of many such tools. Following diagram shows some of the channels which 
are widely used for the purpose of viral marketing. 
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Fig. 1: Various Viral Marketing Channels 
Source: Own Analysis 


Viral marketing follows a very unconventional approach of promotion (Cova et a/., 2008) unlike 
the traditional approaches which has the main objective of catching the audience’s attention. In the 
recent past many advertisements (both print and media), videos and posts on social networking sites 
have become viral, pertaining to some product or service or just entertainment. People have used 
these mentioned channels (Fig. 1), by sharing the info with their peers, family members, colleagues 
and acquaintances. 


With Smartphone being one of the essentials these days, these channels are easily accessed by 
users and which has led to more exposure and increase in word to mouth (Persaud and Azhar, 
2011), thus making viral marketing a new field to explore when it comes to capturing the attention 
of the masses. With a touch of a screen one can access and spread the info easily, making it a new 
field for marketers to focus where they can establish a campaign at a very low cost (Persaud and 
Azhar, 2011) which is effective if planned according to the needs; but it will only be deemed 
successful only if the cost of passing the message forward is lesser than the incentives/ benefits a 
person is having (Fadhley, 2000). 


WHAT MAKES A CAMPAIGN VIRAL? 


Information spreads through the Internet, like biological viruses and that too with an exponential 
character. Any advertisement (print or media), video, text message, image, etc. has a probable virus 
(viral advertisement). The virus develops in three stages viz. “Infection (acceptance of the 
information), development (familiarization with the information) and spread (the information is 
passed to other users)” (Kwiatkowska, 2009). 


Keeping in mind the above mechanism we can say, that, to make viral marketing campaign 
work, three basic criteria must be met; 1.e., “giving the right message to the right messengers in the 
right environment” (Kaplan and Haenlein, 2011): 


MESSENGER 
To make any message viral three types of messengers are required: 


a) Market mavens are the individuals who are first among the masses to get exposed to the 
messages and they have the habit of transmitting it in their social network. e.g. bloggers/ 
online community administrators who look for recent trends and unique content for their 
blog/ site. 


b) Social hubs are people who have very large number social connections; they generally have 
hundreds of people in their social circle and they act as connecting bridge to different 
subcultures. e.g. any celebrity who is popular and active online through websites or social 
networking sites. 


c) Salespeople might be needed who receive the message from the market works to amplify the 
messages received, and try to make it more relevant and persuasive for distribution to the 
masses. It might be due to the fact that they might not be able to transmitting the 
information convincingly. e.g. People who create content or share info in a more detailed 
and understandable manner and act as a bridge between source and the masses. 
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MESSAGE 


Only those messages that are both memorable and interesting to be passed on to others, have the 
potential to initiate a viral marketing phenomenon. Making a message more interesting as well as 
memorable or simply infectious, is often a matter of hitting the right chord with the masses, with the 
appropriate message. e.g. Video ad for Dixcy Scott featuring Actor Salman Khan, where he is shown 
to lose deliberately to a weak opponent so that he (the opponent) could win the prize money for his 
physically challenged son’s operation. The advertisement strongly stands upon its latest message 
Jeeto...lekin dil’. The ad was well focused on the message it was trying to convey (Naidu, 2013). 


ENVIRONMENT 


The environment has great effects on the success of a viral campaign—Changes in the environment 
due to situations or any such stimuli makes people sensitive to their surrounding environment. The 
timing and the context of the campaign should be in sync with the environment. e.g. Virgin mobile 
came up with its ‘Indian Panga League’ campaign during the IPL matches, in the year 2010. It was 
a series of 100 videos which depicted two people engaged in playful banter just before a match was 
scheduled between the teams from which they both belonged. The campaign captured the attention 
of cricket enthusiasts and was a hit among the masses (Prasad, 2010). 


STRATEGIES USED IN VIRAL MARKETING 


Major part of any marketing campaign is to create awareness about the product or the service and 
disseminating it to the masses to a large extent as soon as possible. Few Authors (Ferguson, 2008; 
Prakash, 2012) have identified certain strategies which speak of creating such awareness by 
attracting the masses: 


1. Using something that is already popular. Riding on a campaign/ advertisement/ situation 
which is already popular and is garnering positive reviews and popularity from masses can 
really give a boost to market a product or service. But it should be done in a creative and 
clever way to appeal to the masses. 


2. Creating a buzz by convince others about the product: Showing what unique speciality is there in 
the product or service which might interest people. This might lead to creation of “Buzz” 
(Thomas Jr., 2006) about the product and might lead to a marketing wildfire. 


3. Package your product or service tightly. The package here refers to the attributes of the product 
or service which are well defined and correct to the letter. Having a product or service which 
delivers to what has been promised is something which garners positive word of mouth 
marketing. 


4. Focusing on timing and the target population: Identifying the masses that have the tendency of 
dissipating new found information or news and focusing the message to this population of 
people can be really helpful. The message can be sent out at a time or situation, which is apt 
for the message to be absorbed with a positive outlook. 


5. Offer something “free” to create the “buzz”: People would spread the word for the “free” 
component that is being offered and might be helpful in making it viral. At times the free 
component might be very simple or very basic but it might be able to strike a chord with the 
masses and generating positive reviews. 


6. Looking beyond the transactional: The top spend customer whom we can consider the best 
customers, at times may not be the best marketers. Still there might be people who have not 
purchased any product, but may have passed the info on the product to their peer groups. 
The important thing here is to keep these people engaged with the info or innovation about 
the product or service. 


7. Connecting your advocates to product development: Taking feedbacks from the people who are 
using the product and advocate it to other people. Even if no good suggestions are received, 
the people feel that they are involved, and therefore, they are brand advocates and would 
spread good word about the product or service. 


Going Viral: An Effective Strategy for Marketing / 601 


8. Viral marketing a part of relationship strategy: Where other strategies might only give metrics to, 
what a campaign was able to gain in terms of population who became interested to the 
product or service. Viral campaigns reflect back on the impact the campaign is having on the 
masses. Positive and negative reviews about the campaign shows the impact it has on 
population and how they are linked to the product and service. 


CASELETS: VIRAL MARKETING 
ABUSED GODDESS CAMPAIGN 


Abused Goddesses, was a print campaign, created to raise awareness about domestic violence. The 
posters re-imagined the popular images of gods, exchanging them with real life models dressed as 
Saraswati-the goddess of knowledge and wisdom, Lakshmi-the goddess of wealth, and Durga-the 
goddess of strength and invincibility, depicted with bruised and battered faces (Fig. 2). On left side 
of the main image, smaller images display the making of the whole setup, complete with the 
makeup of models to the preparation of the background. The text under the image reads: “Pray that 
we never see this day. Today, more than 68 per cent of women in India are victims of domestic 
violence. Tomorrow, it seems like no woman shall be spared. Not even the ones we pray to.” 
(Jha, 2013). 


Fig. 2: Poster Image from the Campaign 


Source: www.buzzfeed.com 


Buzzfeed, a media company that tracks the latest social media news and entertainment was the 
first one to acknowledge the print campaign since its inception in the year 2010. They uploaded an 
article about the campaign on their site on September 5 and within 11 days generated over 0.83 
Million views, and close to 400 comments. The campaign was conceptualised by Taproot for Save 
our Sisters, a project initiated by an NGO, Save the Children India. The campaign was awarded 
Spike Asia award in the Design category, two years ago; as it focuses on prevention of 
sex-trafficking (Jha, 2013). 


GOOGLE SEARCH “REUNION”? VIDEO 


Ogilvy created a three-and-a-half minute ad for Google, which has gone viral. It shows Baldev, a 
Partition displaced Punjabi living in Delhi telling his grand-daughter Suman about his childhood 
friend Yousaf when he was in Lahore. Suman then reunites him with his childhood friend using 
Google Search and its applications, from the vague details her grandfather gave her (Fig. 3). 


The ad emphasises on the usability of Google Search on desktop and mobile, as well as use of 
applications integrated in Google Search. The video shows how different Google Search apps are 
being used at various point of time. The ad titled as “Google Search: Reunion” has got 0.3 Million 
hits within 16 hours after being posted on YouTube’s Google India channel. The video has gone 
viral with more than 4 Million views on YouTube. It has received more than 665,000 Facebook 
shares and 11,400 Twitter shares, till writing of this paper (Gesenhues, 2013). 
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Fig. 3: Long Lost Friends Unite in the Video 


Source: The Financial Express 


CONCLUSION & STRATEGIC IMPLICATIONS 


From the above caselets one can see that the campaigns were introduced at suitable time and were 
focused on the message they were supposed to convey. Following some of the stated strategies, they 
targeted that side of the masses through which they (target audience) were able to identify 
themselves or their environment with the message conveyed; thus, making the campaign a success. 


When marketers employ viral marketing they focus on maximising their reach (Helm, 2000). 
While creating campaign, marketers have a clearly defined role for it so that when it is integrated 
with other marketing communication approaches, it can become a powerful tool, since it has the 
capacity to spread a message as far or as fast. There might be some product or services which are 
more easily marketed by VM (Woerndl et al., 2008), but the VM channels (e.g. blogs, social 
networks, video, etc.), the message features (e.g. creativity, originality, irony, fun, entertainment,) 
allow marketers to redefine some aspect of the product concept, making it more suitable for this 
new, fast, relatively inexpensive way to approach customers and to market in a better way (Carida 
and Colurcio, 2013). 


The study provides a framework which recognizes viral marketing as an emerging tool in 
modern promotional practices. It also provides an opportunity to the researchers involved with 
marketing communications to understand the said field and to test the theoretical and conceptual 
framework of the study by conducting empirical research and to establish a stronger exploratory 
base to viral marketing as a marketing strategy. 
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Abstract—Consumers are found to be more interested in packaging at the time of making their purchase decisions. They 
form various preferences towards packaging of food products. These preferences are developed through the graphics displayed 
on the package and hence catch their interest. Therefore, the key objective of the paper is to study the preferences of consumer 
towards packaging of food products. For this purpose, a sample of one hundred respondents was taken from Amritsar city of 
Punjab and their responses were gauged through a structured questionnaire which was administered personally. Data have 
been analyzed through Factor analysis. The present study shows that participants based their preferences on the basis of five 
users i.e. environmentally conscious user, convenience product user, information seeker user, price conscious user and new 
product tryer. Additionally, the findings are important for marketers as they can create better packaging design to provide 
the required information to consumers and fulfill their needs. 
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INTRODUCTION 


In today’s competitive environment, understanding the importance of food packaging has become 
an important concern (Estiri et al., 2010). Packaging is considered to be one of the significant factors 
in making purchase decisions (Prendergast and Pitt, 1996) as it not only influences the consumer 
purchase decisions but also helps the manufacturers to know the responses regarding changing 
consumer preferences. Consumers perceive packaging as a key element of food product. Therefore, 
it is very important that food packaging must attract the attention of consumers’ and be able to 
communicate them correct message concerning the product (Silayoi and Speece, 2007) as 
consumers only pay attention to that product where they find packaging to be more attractive and 
engrossed (Underwood and Klein, 2002). 


A product’s advantages are communicated through its packaging as it forms the first and last 
impression in the minds of the consumers (Creusen and Schoormans, 2005). The consumers 
primarily prefer those food products that are found to be healthy, environmentally friendly and safe 
(Selsoe Sorensen, 2008) and also emphasized that packaging of their food product looks more 
eye-catching. The importance of packaging increases as it not only communicates the consumers 
about the product advantages but also influence them to take accurate decisions (Ahmed et al, 
2005). Therefore, it is very important for food companies to provide the consumers with required 
information on the packaging of their products. 


During the last decades in food consumption there have been observed several trends that have 
to do with changes in social and economic environment as well as in lifestyle of consumers. The 
consumers have moved away from primary production and they obtain the necessary food products 
from supermarkets, grocery stores and various kinds of large and small food stores, in cities where 
they reside. Thus urbanization has resulted in increased consumption of packaged and processed 
food. The consumers are now looking for their food in packages on the shelves of food stores. In 
developed countries, packaged foods have the largest share in the food market and also there is 
rising trend in the market share of developing countries as the income of consumers’ increases 
(USDA, 2011). 


The way the consumers’ perceive products and product attributes is a growing importance for 
retailers, product designers and marketers alike. Marketers should determine which product 
attributes are more important to consumers’ and the main focus should be made on these attributes 
in order to make the product appearance more appealing (Creusen and Schoormans, 2005). 
Therefore, the present study was undertaken to gain information about the preferences of the 
consumers regarding packaging of food products. 
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REVIEW OF LITERATURE 


There are several studies which have been conducted to study the consumer preferences towards 
food products packaging. Some of the reviews of those studies are as follows: 


Lennard et al., (2001) revealed that consumers need relevant and impartial package information 
in order to make choice about the product. Consumers are unaware about the quantity indicators as 
they are overloaded with the information. Kozup et al., (2003) found that if the products’ nutritional 
information and health claims are presented in the favourable manner, the consumers have positive 
attitude towards those products as they identify that the risks of heart diseases and strokes tends to 
be lower. Prathiraja and Ariyawardana (2003) revealed that consumers considered nutritional 
labeling at the time of making purchase decisions because of health consciousness. It was found that 
out of 90 respondents, 52.2% of the respondents were willing to pay for the products that provide 
nutritional information. Rokka and Uusitalo (2008) studied the importance of green packaging by 
comparing it with other product attributes. It was found that environment-friendly was identified as 
an important attribute in product choice followed by brand, price and convenience. Kelly et al., 
(2009) found front-of- pack food labeling as an efficient method that enables the consumer in 
distinguishing the food products in an easy way and also helps them to identify the healthy food 
products. Selsoe Sorensen et a/., (2012) found that numerous information elements found on food 
packages vary not only in shapes and sizes but also presupposes a good deal for pre-existing 
cognitive skills on the consumer side. Ucar et aJ., (2012) indicated that consumers have to be well 
informed about the contents of food products like nutritional value, labeling, hygiene and safety 
before making their purchase decision. 


NEED OF THE STUDY 


Consumer behaviour studies the complexities involved in decisions regarding the purchase of 
various products in the market. It is seen that consumers are very cautious in their spending and 
perceived risks if he/ she were asked to purchase a new product in the market. The consumer is 
influenced in many ways when making a purchase of product. Besides, wants that originate from 
within, consumers are influenced by their educational background, economic means, advertising 
and social pressure. They respond to symbols, pictures and colours in addition to the written words. 
Conscious deliberation as well as subconscious influence play a part in product and brand selection. 


Therefore, to evaluate which packaging attributes influence consumer’s purchase decision and 
their preferences, the present study aims to study the preferences of consumers regarding packaging 
of food products. 


OBJECTIVE OF THE STUDY 
The objective of my study is to examine consumer preferences towards food packaging. 


RESEARCH METHODOLOGY 


Data have been collected from Amritsar city of Punjab. A sample of one hundred respondents has 
been taken by using convenience sampling method. Data was collected through a structured 
questionnaire. The respondents were given a set of 15 statements concerning their preferences about 
the food packaging. These statements have been drawn from the scale developed by Bonilla (2010) 
as shown in Table 2. The respondents were asked to respond on a five point scale, 1 = strongly 
disagree to 5 = strongly agree. Factor analysis has been used to analyze the data. 


DEMOGRAPHIC PROFILE OF THE RESPONDENTS 


In this study, demographic factors of the respondents have been studied. It includes the age, gender, 
marital status, work status, qualification and income of the respondents. 
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Table 1: Demographic Profile of the Respondents 


Characteristics Distribution Percentage 
Age Below30 82% 
30-40 17% 
40-50 1% 
Gender Male 37% 
Female 63% 
Marital status Married 43% 
Unmarried 57% 
Work status Working 81% 
Non-Working 19% 
Educational level of respondents Graduation 25% 
Post-Graduation 75% 
Monthly Income of the respondents 10,000—20,000 10% 
21,000-30,000 32% 
31,000—40,000 28% 
Above 40,000 30% 


Source: Primary data 


Interpretation 


From the above table, it is inferred that majority of gender of the respondents furnishes, 63% 
respondents are females. Age of the respondents furnishes that 82% of the respondents are below 30. 
Monthly income of the respondents has been checked, it evidences 32% respondents earnings falls 
under 21,000—30,000. Educational qualification of the respondents shows that majority of the 
respondents i.e. 75% are post-graduates and they are working. Marital status of the respondents has 
been checked and it shows that 57% of the respondents are unmarried. 


Table 2: The Following Statements are Designed to Know the Preferences of 
Consumers Regarding Packaging of Food Items 


Statements 
Product information is of high importance. I need to know what the food product contains. 
I compare product information labels to decide which brand to buy. 
I compare labels to select the most nutritious food. 
I notice when products I buy regularly there is change in price. 
I look for ads coupons in the newspaper and plan to take advantage of them when I go shopping. 
I find myself checking the prices in the store even for small items. 
lam a kind of person who would try any new product once. 
When I see a new brand on the shelf. I often buy it just to see what it’s like. 
[like the challenge of doing something I have never done before. 
I prefer consuming recycled products. 
I throw garbage in selective containers. 
Ihave switched products for ecological reasons. 
We use a lot of ready-to-eat foods in our household. 
Frozen foods account for a large part of food products I use in our household. 
[have at least one meal away from home daily. 


DATA ANALYSIS AND INTERPRETATION 


To study the preferences of consumers regarding packaging of food products, Factor analysis has 
been applied on 15 statements. Reliability of the scale (Cronbach Alpha) is 0.745 and is acceptable. 
Measures of sampling such as correlation matrix, Bartlett’s test of Sphericity and KMO value 
(0.670) showed that data is fit for Factor analysis. Principal component analysis has been used for 
extracting the factors and the number of factors to be retained is based on total variance explained. 
The result of factor analysis over 15 statements shows that there are 5 factors which are used by the 
consumers in deciding their preferences on food packaging. Preferences with Eigen values greater 
than one were extracted and all factor loadings greater than 0.5 were retained. The name of the 
factors, the statement labels and factor loadings are summarized in Table 3. It shows the respective 
percentage of variance of all the factors derived from the factor analysis. Each statement 
corresponding to the factor loading is correlated with the factor corresponding to that factor loading. 
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Higher the factor loading, stronger is the correlation between the factors and statements. The 
statements are categorized under respective factors which are explained as follows: 


FACTOR 1: ENVIRONMENTALLY CONSCIOUS USER 


This is the first and most important factor that accounts for 19.477 percent of the total variance. 
Three statements load on to this factor. The statements include X10 (consuming recycled products), 
X11(garbage in selective containers) and X12 (switched products for ecological reasons) with 
corresponding factor loading of.725,.860 and.727 respectively. The factor 1 shows that as consumers 
are environment conscious they prefer to consume recycled products and use to throw the garbage 
in selective containers. 


FACTOR 2: CONVENIENCE PRODUCT USER 


The second factor accounts for 14.178 percent of the total variance and includes the statements X13 
(ready-to-eat foods), X14 (frozen foods account for a large part of food products) and X15 (one meal 
away from home) with corresponding factor loading of.787,.785 and.725 respectively. The factor 2 
suggest that due to change in the lifestyle and increased income, consumers prefer to have ready-to- 
eat food products in their household, and they prefer to have at least one meal away from their 
home as they found it to be more convenient. Also frozen food becomes an important part of their 
daily life. 


Table 3: Factor Extraction Table Showing Communalities, Eigen Values, Per cent Variance and Cumulative Variance 


Statement Fl F2 F3 F4 F5 Communalities 
Label Environmentally | Convenience | Information Price New 
Conscious Product Seeker Conscious | Product 
User User tryer 
X1- | Product .668 455 
information 
importance 
X2_~= | Product .802 .699 
information 
label 
X3__| Compare labels .754 589 
X4_| Change in price .786 710 
X5_ | Ad coupons in 550 590 
the newspaper 
X6_ | Checking prices .605 593 
of food items 
X7_| Try new product 525 580 
X8_ | New brand on 642 .670 
shelf 
X9 | Challenge of .677 .733 
doing something 
new 
X10 | Consuming 725 605 
recycled product 
X11 | Garbage in .860 817 
selective 
container. 
X12 | Switched 727 .680 
products for 
ecological 
reasons 
X13 | Ready-to-eat 787 733 
foods 
X14 | Frozen foods 785 -740 
X15 | One meal away 125 697 
from home 
Eigen Values 2.922 2.127 1.749 1.557 1.536 > 9.891 
Percent variance 19.477 14.178 11.660 10.381 10.237 
Cumulative 19.477 33.655 45.314 55.696 65.932 
variance 
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FACTOR 3: INFORMATION SEEKER USER 


The third factor accounts for 11.660 per cent of the total variance and includes the statements X1 
(product information importance), X2 (product information labels) and X3 (compare labels) with 
factor loading of.668,.802 and.754 respectively. The factor 3 explains that information on the food 
product is of high importance to the consumers as they perceive that this information is correct to 
their knowledge. They use to compare product information labels to decide which brand they can 
buy and select the most nutritious food. 


FACTOR 4: PRICE CONSCIOUS USER 


Factor fourth accounts for 10.381 percent of the total variance and the statements under this factor 
are X4 (change in price), X5 (ad coupons in the newspaper) and X6 (check prices of food items) 
with the corresponding factor loading of.786,.550 and.605 respectively. The factor 4 shows that 
consumers usually notice change in the price every time they are purchasing the products and they 
also check the prices of food items from time to time. 


FACTOR 5: NEW PRODUCT TRYER 


Fifth factor accounts for 10.237 per cent of the total variance with the statements X7 (try new 
products), X8 (new brand on the shelf) and X9 (challenge of doing something new) with 
corresponding factor loading of.525,.642 and.677 respectively. The factor 5 explains that consumers 
always like to try new products, they try new brand on the shelf and like the challenge of doing 
something new which they have never done before. 


LIMITATIONS OF THE STUDY 


The study has been confined to Amritsar city only, so the findings of the study may not be 
applicable to the entire population of other areas. Both the time and cost factors have been the 
constraints while conducting of the study. The sample size is quite small that may not be a true 
indictor of the whole universe. 


CONCLUSION 


Changing lifestyles, higher incomes and increasing importance of health and nutritional information 
has made the consumers more cautious and informed, as before making any purchase decision they 
gathered complete information about the product through various sources. The present study reveals 
that consumers prefer to consume recycled products as they consider themselves as environmentally 
conscious user and they prefer to throw the garbage in the containers. They think that this could be 
helpful in creating healthy environment. Another finding is that the consumers have less time to 
spend so they prefer to make use of convenience food products. Ready to eat food becomes a part of 
their household. Therefore the complete information is required to be provided on these food items. 
More so, ever the study also indicates that consumers are very price conscious at the time of their 
spending and they always try new products once in the lifetime in order to compare them with the 
older ones. 


Marketers should also concentrate on the attributes of food packaging like bright colours, shapes 
and various images on packages in order to attract more consumers. They should provide adequate 
information to consumers by creating better packaging designs. Thus, findings of the study would be 
beneficial to the marketers as they fulfill the required desires of the consumers. 
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Abstract—ZJn today’s highly competitive market, customer has evolved as the sovereign force governing the entire set-up. 
None of the sectors can negate the impact of customer relationship management (CRM) in enhancing customer satisfaction, 
including the banking sector. Banks can no longer afford to leave it to customers’ initiative for their loyalty towards them. 
Customers are switching over from inherited relationships to managed relationships, from face-to-face to virtual banking 
and from branch specific to anywhere banking. 


This study examines the CRM efforts, importance and policies in the Indian banking sector. 


The study is based on the secondary data techniques & is exploratory in nature. Some of the techniques used are internet, 
refereed journals & books. 
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INTRODUCTION 


Today, most of the businesses realise the importance of CRM in retaining customers’ loyalty and 
acquiring the new ones. In present era of cut-throat competition, customer has evolved as the 
sovereign force governing the market. Every sector is making all possible efforts to attract the 
customers. The impact of Customer Relationship Management (CRM) in the banking sector cannot 
be undervalued. This paper deals with studying the CRM efforts, policies and importance in the 
Indian Banking sector. 


CRM refers to a model for managing a company’s relationship with its present and future 
customers. With the help of CRM, the interactions of the customer service, marketing and sales 
teams are managed at one place and in an efficient manner. CRM enables the companies to make 
better and informed decisions as they have accurate and updated information about the customers. 
With CRM, contacts, leads, accounts and sales opportunities can be stored in one location and is 
readily accessible in real time. CRM systems are built around people and relationships. This is the 
reason why it proves to be so valuable and important in the present scenario. For small businesses, 
CRM may be used just to store the data in cloud and make it accessible any time. But as it grows, 
the scope of CRM can expand to include more advanced features to help the teams to collaborate 
with customers and colleagues, send customised mails, gather information from social media 
conversations and get a comprehensive picture of the business in real time. 


The origin of CRM lies in early 1970s when the business units realised that it would be 
beneficial to become ‘customer centric’ than ‘product centric’. Birth of CRM was due to the 
development of this perception. Peter Drucker wrote, “The true business of every company is to 
make and keep customers”. Traditionally, every transaction was on paper and depended upon 
goodwill which hindered customer creation. People used to work hard for pleasing customers by 
presenting new products with innovative features. They worked for extra hours for creating more 
and more customers in order to expand their business. This too resulted in customer loyalty and 
satisfaction to a certain extent but it did not create such relation between the two parties to facilitate 
smoothness of future business i.e. customer retention was not satisfactory. 


Previously, business was quite easy as it was conducted on one-to-one basis without any specific 
process. But with the advent of new technologies, communication processes and the compounding 
increase in the level in competition, it started facing great difficulties. The need of the hour was to 
change over to proactive approach rather than reactive. CRM emerged as a process which dealt 
with customer relationship overriding the whole business. Originally, CRM focussed on three 
factors: creating new customers, retaining the existing ones and increasing the asset value of the 
customers. But with the advent of advanced technology, CRM system eventually emerged as a 
complete database of all the information which is depicted in an organised manner to increase the 
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profitability as well as enhance customer satisfaction and loyalty. In addition, it also helps in 
reducing business cost and investment. The approach changed from focussing on self satisfaction 
and profit to focussing on customer satisfaction and loyalty. 
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CRM is an IT driven term for techniques (usually internet capabilities) that help an enterprise in 
managing relationships with customers in an organised manner. There can be many ways for 
implementing it. For example, an enterprise might create a database about the information of its 
customers so that it can be directly accessed, match customer needs with product features, take care 
of the service requirements, and know the buying behaviour of the customer and so on. 


CRM is the most efficient and a very powerful tool for fostering and nurturing close 
relationships with the customers, understanding their requirements and serving them in a better 
manner. This leads to increase in customer base and the sales. Once a company builds good 
relationship with clients, it may speed up the process of purchasing. 
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IMPLEMENTATION OF CRM 


The success of any CRM policy is greatly affected by the implementation of the policy. Adequate 
implementation is very instrumental in enhancing the value of a firm. The details of the process 
differ according to the system selected for implementing the CRM policy designed by the company. 
Most of the selection and implementation processes involve the following factors and steps: 


1. CRM review and selection. 

2. Project management. 

3. Vendor contracting and software licensing. 
4. CRM system and customization. 

5. Data migration. 


6. Training and support. 


CRM OBJECTIVES IN BANKING SECTOR 


In the current competitive environment the goal of marketing strategy in the banking industry is not 
only to find the best customers, but also to build the long-term relation with them and to bring about 
customer satisfaction. The use of CRM in banking industry as a tool of growth and coordination 
presupposes the relationships with the customers. This tool can be loaded with many applications 
with a view to achieve growth in customer base and financial profit. 


The use of CRM in the banking industry is to adapt the bank to financial performance (the high 
profit and quality/ price ratio) in a determinant environment. For this, CRM components are 
related with accurate information about the customers, their habits, their profiles and the types of 
products and services they prefer. The cultural component of services is another component that 
orientates continuously the knowledge of customers’ needs. All components can contribute on the 
opportunities and the filling of gaps for a durable and profitable life-long relationship. The 
opportunities and problems of CRM implementation are also related to the asymmetry information 
and the level of technology used. 


Nowadays, most of the businesses realize the importance of CRM in acquiring new customers 
and retaining the existing ones. In this process, close relationship with customers requires a strong 
coordination between IT and marketing departments to provide a long-term loyalty of the selected 
customers. This paper deals with the importance of CRM in banking sector and its role in increasing 
customer value by using the analytical methods of CRM applications. The perspective of the 
customers is taken as the base, not of the company. 


RESEARCH METHODOLOGY 


On the basis of literature review, various issues have been identified, which requires further 
attention. This paper does not focus on any single problem but is only an extension to the previous 
researches. The paper is purely based on secondary data collection techniques and the sources 
referred to are internet, refereed journals, research papers and books. The objective of the paper and 
the gap which was identified after review is that very few studies have focused specifically on the 
customers’ perspective towards CRM practices in the Banking Sector. 


ANALYSIS 


The most important step for an efficient CRM solution is the construction of a customer database. 
This is the basic requirement for any CRM activity. For IT based businesses, this should be a 
relatively automatic task as the customer transaction and contact information is stored as a natural 
part of the interaction with customers. For the companies which have not accumulated such 
information already seek to collect such data from the accounting records and customers’ behavior. 
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An ideal database should contain following information: 
e Transactions: detail information about the buying behavior of the customers. 


e Customer contacts: Today, there are numerous sources of customer contacts. Even the minute 
sources should be utilized for gathering such information. 


e Descriptive information: It is utilized for market segmentation and other analysis purposes. 


e Response to marketing impetus: This part of the data tells whether the customer responded to 
any changes in the marketing strategy and the initiatives for gathering contacts and 
information about the customers. 


e The data should be updated. 


A study covering the CRM in SBI analyzed from its findings that a large number of customers 
are strongly attracted by the visual appeal of the facilities at the bank, guidance signs of the counters, 
timely services provided by the bank, the security measures taken, prompt services provided, safety 
of the transactions, convenience of operating hours, parking facilities and sending of transaction 
information through SMS. (Primary Data Source- SBI Customers perception on CRM: A Study by 
M. Malla Reddy & A. Suresh) 


CRM IN BANK OF BARODA 


Bank of Baroda is an Indian bank based in Vadodara. It is the largest lender of the public sector in 
India, in terms of annual profit. It provides a large variety of products and services to its retail and 
corporate customers. It carries out a large number of CRM practices like technology based banking, 
customer loyalty programs and data warehouse and data mining. 


CRM IN BOB FROM CUSTOMERS’ PERSPECTIVE 


A study shows that out of the total customers, 32% of the respondents have their accounts in BOB 
for more than four years, 28% are for 2-3 years. This shows that BOB is doing well and is able to 
retain its customers through its services. 


Most of the customers are having the core facility of the bank i.e. saving a/c and 22% are also 
using credit card of the bank. All other facilities constitute a very small percentage and none of the 
customers use mobile banking. Thus, BOB should come up with attractive features to encourage 
mobile banking. 


Most importantly, the results of the level of satisfaction of the customers show that 68% of the 
respondents are satisfied with BOB and 16% are highly satisfied. 12% are dissatisfied but none of the 
respondents are highly dissatisfied with the services of the bank. Thus, it should focus on these 12% 
dissatisfied customers because dissatisfaction leads to an increase in dissatisfied customers. 


It is also seen that 56% have complains with the bank but they are satisfied i.e. they do not want 
to switch to other service providers due to their loyalty towards the bank. But it is able to make 68% 
of the respondents feel that their complaints are resolved effectively and 56% feel that they are given 
personalized treatment. This is the reason for their loyalty towards the bank. 72% would like to 
avail more products of BOB and 60% of the respondents would recommend this bank to be known. 
(Primary Data Source- Customer Relationship Management: Assignment on CRM practices in 
Bank of India and ING Vysya Bank by Feroz Ahmad, Ankit Pandey, Ashish Saxena & Bhola 
Bhakta). This shows that the bank should come up with more innovative, attractive and affordable 
products and services to target these potential cum loyal customers. 


CRM IN ING VYSYA BANK 

ING Vysya Bank is a Bangalore-based retail, commercial/wholesale, and private bank formed from the 
merger of the Dutch ING Group and Indian Vysya Bank in 2002, following a seven-year strategic alliance 
between Vysya Bank and now-ING Group subsidiary Belgian Bank Bruxelles Lambert. 
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CRM PRACTICES IN VYSYA FROM CUSTOMER PERSPECTIVE 


A study shows that 16% of the total customers are having an account in the bank for more than 4 
years and 24% are using its services from 3-4 years while 20% are having an account from 1-2 years. 
This shows that it is able to attract new customers. The bank is doing well in ATM services, credit 
card and locker facility but mobile banking and demat a/c are rated lower. Thus, the company 
should extend its strength to this new generation facilities. 40% customers are satisfied with the 
services but 8% are highly dissatisfied. This shows that it needs to improve and take measures to 
satisfy the dissatisfied customers. 31% customers have complaints regarding rude behaviour of the 
employees and 20% have complains about insecure services. Thus, bank needs to train its 
employees that they should not behave rudely with the customers. (Primary Data Source- Customer 
Relationship Management: Assignment on CRM practices in Bank of India and ING Vysya Bank 
by Feroz Ahmad, Ankit Pandey, Ashish Saxena & Bhola Bhakta). 


INTERPRETATION 


The above data shows that the banks should understand the needs of their customers and formulate 
their strategies accordingly. The solutions offered to them should be user friendly and easy to 
understand. BOB should hire such employees who can increase the comfort level and trust of the 
customers. It should also conduct researches to measure the satisfaction level of the customers and 
use the findings to improve its services. Similarly, ING Vysya should recognise the needs of 
different types of customers and should build the trust and faith of the people by taking help of 
media, newspapers etc. It shall make efforts to build mutual confidence with the stakeholders and 
educate the customers about bank’s procedures and increase comfort levels. 


CONCLUSION 


Banks need to implement CRM as a complete concept. It should not depend only on the current 
balance between the discretionary and advisory services of the bank. CRM is beneficial for all the 
stakeholders. Due to deregulation, privatisation and globalisation, competition has increased. This 
has led to the growth in the use of CRM. The use of CRM results into a many advantages. The most 
important benefit is cost reduction. CRM helps the banks to come closer to their customers and 
understand their needs in a better manner. This helps them to develop the products in accordance 
with the needs and preferences of the customers. It should be involved in all the areas of the bank to 
facilitate the achievement of the goal of strong and long-term customer relationship. 


REFERENCES AND REVIEW OF LITERATURE 


The phrase CRM appeared for the first time after the evolution of marketing practices based on 
relationships. The studies of Berry (1983), Brown (2000), Mylonakis (2009), Panda (2003), Sheth 
and Sisodia (1995), Chitanya (2005), Girdhar (2009) and Kumar & Rajesh (2009) described CRM in 
different ways. Above studies provide the conclusion that CRM is a process of creating new and 
maintaining old customers, based on relationships to create long term relations and gain customers’ 
trust and loyalty. Customers expectations are not easy to fulfil but their dissatisfaction can lead to 
loss of customer base. The goal of CRM is to manage their expectations and build a customer 
centric organisation by mutual cooperation and collaboration of the organisation and its customers. 
If appropriate CRM strategies are applied in the banking sector, it can prove to be instrumental in 
maintaining customer base, customer loyalty and customer quality. Some studies also say that if the 
internal customers are satisfied it would automatically lead to satisfied external customers. If any 
bank wants to increase its scope of operations or improve its profitability, it should overcome the 
barriers to customer relationships. 
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Abstract—The purpose of the paper is to take stock of various state initiatives and the present Green Marketing policy in 
India. It is an exploratory and a descriptive study with information drawn from various secondary sources. The analysis is 
likely to reveal attitude of the government and industries towards sustainable development. The study shall also look into 
the degree of compliance with the policy initiation, reason behind the nature of compliance and their linkage with the 
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like industry specific practices with respect to Green Marketing and a survey on behavioural aspects of Indian consumers 
towards Green Marketing. 
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INTRODUCTION 


“The environmental problems of developing countries are not the side effects of excessive industrialization but 
reflect the inadequacy of development” 


— Indira Gandhi 


The above lines embody the spirit underlying the present research paper which is about the 
approach of Indian government & industries towards sustainable development through green 
marketing initiatives. 


The original concept of Green Marketing emerged in the 1970’s in the form of Ecological 
Marketing. As the marketing has evolved, the concept of Green Marketing has also undergone 
several modifications. In the initial stages of its emergence AMA defined Green Marketing as the 
marketing of products that are presumed to be environmentally safe. Now a days the approach 
towards marketing is holistic in nature which incorporates environment protection while striving for 
consumer satisfaction. Thus Green Marketing in terms of holistic marketing environment is directed 
towards sustainable development and addresses broader issues. Green Marketing is not limited to 
merely manufacturers, wholesalers, retailer, consumer and services. Government and Non- 
government organizations also have the ethical responsibility to contribute to green marketing. 
Recognizing this need, Indian government in 1970’s realised the need for environmental protection 
as an integral part of industrial policy. Since then Indian government took a number of measures in 
the form of legislative and regulatory measures. 


On the other hand corporate sector has adopted ‘survival while sustaining’ philosophy in the 
current business environment in their efforts to ensure sustainability through reduced waste 
generation & energy usage while attempting to deliver environment friendly products & services. 
Thus, Green Marketing is driving lot of business strategies today & industrial sector has 
incorporated ‘green’ as a part of their corporate DNA.’ 


STUDY OBJECTIVES 
The study has been taken up considering the following main objectives; 


1. To study various policy initiatives introduced by the Indian government and corporates for 
sustainable development and for promoting Green Marketing culture in the Industrial 
Sector; and, 


2. Critically evaluate the policies and initiatives of government and Industrial sector which are 
directed towards environment protection. 
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RESEARCH METHODOLOGY 


The present research paper is an exploratory and descriptive study with Informations drawn from 
various secondary sources. 


GOVERNMENT POLICIES AND INITIATIVES TOWARDS SUSTAINABLE 
DEVELOPMENT 


Economic activities of any country depend on its natural and environmental resources. On the 
contrary, an Economic activity decides the fate of natural resources in terms of its quantity and 
quality. Economic growth without environmental consideration can cause serious damage to the 
quality of life of the present and future generations” and to regulate this mechanism government 
strict laws and regulation are indispensable. 


CONSTITUTIONAL PROVISIONS 
Part IV of the constitution of India contains Directive Principles of State Policy. Article 48A of 
constitution under Part IV states” 


“The state shall endeavour to protect and improve the environment and to safeguard the forests 


and wildlife of the country”.’ 


Similarly, Part IV A of the constitution as introduced by the constitution (42° Amendment) 
Act, 1976, contains Fundamental Duties of every citizen of India. Article 51A (g) of the constitution 
under Part IVA states.” 


“Tt shall be the duty of every citizen of India to protect and improve the natural environment 


including forests, lakes, rivers and wildlife, and to have compassion for living creatures”. 


LEGISLATIVE MEASURES 

Environmental policy of Indian government during first three five year plan was almost negligible 
on environment protection point issues. The concern for sustainable development on the part of 
government was stressed for the first time in fourth plan (1969-70 to 1973-74)’ Legislative measures 
for environment protection taken during that period are: 

The Wildlife (Protection) Act, 1972 


This act was enacted to protect recorded species of flora & fauna & create a nexus of ecologically 
important protected areas. Under this it is not allowed to carry out industrial activity under 
prohibited area.° 

Water (Prevention and Control of Pollution) WPC Act, 1974 

This act forbid the release of pollutant into water bodies over & above the green standards & stated 
penalties for non compliance.’ 

Water (Control of Pollution) Cess Act, 1977 


This act was enacted to impose & collect a cess on water expend by industrial unit & other bodies.’ 


The Water (Prevention and Control of Pollution) Cess Rules 1978 


Such rules were formulated to define standard & to indicate the kind of & location of meters that 
every user of water is required to install. 


Sixth and Seventh five year plan carried the pace of development of environment protection 
laws and policy. The basic approach to the seventh plan has been “Sustainable development in 
harmony with the environment” .'° The two important enactments in Sixth plan were: 
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The Forest Conservation Act, 1980 


The objective of this act is to preserve & sustain forests. The act limit the powers of state in respect 
of de-reservation of forests & use of forests land for non-forest purposes.* 


The Air (Prevention and Control of Pollution) APC Act, 1981 
Introduced to regulate & abate air pollution. The power to enforce this act is rest with the CPCB.’ 


In support of the above acts. The Atomic Energy Act of 1982 was enacted to counter radioactive 
waste. In 1988, the Motor Vehicle Act was introduced to control vehicular traffic, apart from 
ensuring proper packaging, labelling & transportation of the hazardous wastes.’ 


But the some of the steps which were taken during this period were only reactions to the certain 
deadliest action. The deadliest action among them was Bhopal Gas Tragedy of 1984 which 
compelled policy maker to enact Environment Protection Act, 1986. This Act is an umbrella 
legislation designed to frame a structure for the synchronization of authorities established under 
WPC Act & APC Act *.This act permitted the central government to safeguard and ameliorate 
environmental quality, regulate and lower pollution from all sources, and prohibit or disallowed the 
running & installing of any industrial facility on environmental grounds.‘ 


And from time to time various rules and policies were made under EPA to regulate corporate. 
Towards this end under EPA rules were framed & introduced for the use, manufacture, storage, 
export & import of Hazardous Micro-Organism / Genetically Engineered Organisms or Cell in 
1989°. Similarly, In 1991 government introduced ECOMARK scheme as a national label scheme 
for environmental friendly product’. The scheme attempts to provide incentives and to reward them 
for their genuine initiatives*. Apart from the above efforts, Environment (Protection) Act 1986 also 
incorporated notification relating Recycled Plastics Manufactured and Usage Rules, 1999°. The 
initiative towards conservation of natural resources came up with the enactment of Coal Mines 
(Conservation and Development) Act (1974) for conservation of coal’. Similarly, in 1959 legislation 
was enacted for conservation and development of oil and natural gas resources.° 


Relating to Hazardous waste of Industrial sector several legislation were enacted. Some of the 
important legislation are as follows: 
Factories Act, 1948 (Amendment in 1987) 


The primary aim of this act was to ensure health and safety of worker and also contribute towards 
environment protection through enlisting 29 categories of industries where hazardous processes 
carried on. * 


Public Liability Insurance Act, 1991 


This act embody accidents entailing hazardous matter and insurance security relating to it. In case 
of death or injury resulting due to accident, as per the schedule of the act, owner is responsible for 
providing relief to the victim.* 


National Environment Tribunal Act, 1995 


To speed up the mechanism of disposal of cases relating to damages occurred due to accidents 
involving hazardous substance, this act was introduced to give the relief & compensation to 
the victims.’ 


As a part of sustainability, MoEF under the EPA 1986 has issued several notifications to deal 
with issue of hazardous waste management particularly in relation to Industrial sector. 
These include: 


Hazardous Wastes (Management and Handling) Rules, 1989 


These rules provided a direction for manufacture, import & storage of hazardous chemicals & for 
hazardous waste management.’ 
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Biomedical Waste (Management and Handling) Rules, 1998 


These rules were framed side by side for appropriate disposal, separation, transport etc. of virulent 
wastes.° 


Hazardous Wastes (Management and Handling) Amendment Rules, 2000 


This is a notification which is issued basically with the aim to guide the country for the import and 
export of hazardous wastes.* 


FINANCIAL ASSISTANCE 


Central government is running the scheme of providing financial assistance for promoting setting up 
of projects in the area of waste minimization, clean technologies and waste recycling. 


FISCAL INCENTIVES 
Income Tax 


Income tax concessions for environmental purposes are provided under section 35 CCB of the 
Indian Income Tax Act, 1961. These concessions are available to taxpayers carrying on business or 
profession. ” 


e Long-Term Capital Gain: Under section 54 G of the Indian income tax act, 1961, long term 
capital gains made from the transfer of machinery, plant, land and building etc. Forming 
part of an industrial undertaking are exempt from taxation.The aim of these exemption is to 
motivate industries to shift out of congested urban areas to reduced pollution and other 
hazards.” 


e Depreciation Allowance: Depreciation allowance at the rate of 100 per cent is granted for 
installing pollution control equipments.” 


Excise Duty Concessions 


Excise duty concessions are provided for using environmental friendly material in the production of 
building material. Low rate of excise duty is levied on manufactured goods that are used for 
pollution control.’ 


Customs Duty Concessions 


Customs waive off is given by the government to motivate the setting up of suitable pollution 
abatement equipment.” 


CRITICAL EVALUATION OF GOVERNMENT ENVIRONMENT PROTECTION 
MEASURES-(FINDINGS) 


1. Proper enforcement of existing laws is lagging behind in giving desired results. This criticism 
can be approved by the fact that even today plastic bags are used by buyer and seller whereas 
it has been banned some years ago.* On the other hand, PCB’s are having limited authority 
or power over environment administration and that’s why leads to over reliance on the 
judiciary for enforcement of environment protection laws. 


2. Environmental Impact Assessment report which is to be submitted before the MoEF for 
getting clearance certificate has been alleged for not following the norms and is biased. It is 
alleged that EIA reports are prepared just to get environment clearance certificate without 
undergoing proper enquiry. 


3. Number of legislation and measures are in force but still gaps persists which is evidenced 
from the frequency of cases registering in country’s High Court and Supreme Court in 
relation to environment norms violation. Environment ministry which is supposed to take 
up the role of administrator of these Acts has moulded itself into a clearing agency.” 
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4. Sometimes non cooperation between Central and State Government leads to insufficient 
coordination between CPCB and SPCB on environmental issues. Political interest restricts 
the proper implementation of environment protection laws. 


5. Environment norms are generally violated by industrial world, through their influential 
character they turn the working of pollution regulating authority in their favour. According 
to one of the Union Minister, objectionable MPs were approaching him and pleading for or 
against projects that are neither in their state nor in their constituency’. It is also alleged that 
officials of PCB’s works under the influence of big corporate giants.* 


GREEN MARKETING SITUATION IN INDIAN INDUSTRIES 


Industrialization is vital for economic development & growth of an economy but adoption of 
resource efficient strategy as an integral part of the development process has become an overriding 
concern of the current business scenario. This ideology was also expressed by the Henion and 
Kinnear (1976) he stated that the ecological concerns would be integrated into the strategies, 
policies, and processes critical to the organization. Now a days the working philosophy of 
corporates is based on third generation CSR practice where companies look to ensure that their 
basic business operation deliver sustainable development outcomes. Sustainable development is the 
end product of green marketing practices.'' Despite this sustainability approach of corporate world, 
gaps still persist in their commitment towards environment protection. 


GREEN MARKETING INITIATIVES IN INDIAN COMPANIES-SOME CASES 

In today’s business environment industries are now striving to achieve sustainable development 
objectives and build corporate image distinct from rivals in terms of environment conservation. 
Towards this end, some of the Green Marketing initiatives by Indian corporates are given 
as follows: 


Oil and Natural Gas Corporation (ONGC) 


ONGC is installing a wind farm project of 102 MW in Rajasthan in addition to a 51 MW unit 
already running efficiently in Bhuj, Gujarat. It is also taking initiatives to conserve biodiversity in 
various regions. ONGC was also awarded several times for environmental initiatives.” 


TATA Chemicals 


Tata Chemicals at its innovation centre in Pune developed a range of product that will support to 
reduce environmental impact such as the nano-metal oxides, nano-silver water purifier, 
nutraceuticals, etc. Initiatives towards natural resource management such as mangrove 
rehabilitation is running under the Dharti Ko Arpan initiative.° 


Indian Oil Corporation (IOC) 


In April 1996 IOC had introduced Low Sulphur (0.5 %) in metros. Extra-low Sulphur (0.25%). 
Since February 1, 2000 IOC made available Unleaded Motor Spirit (petrol or gasoline) all over the 
country. At its refineries also in various green fuel projects IOC has invested about Rs. 7000 crore.’ 


PRESENT SCENARIO OF GREEN INITIATIVES 
On the issue of environment consciousness, seriousness can be traced from the following oxymoron: 


1. As per CII study-In India many companies are not involved in ensuring “sustainable and 
inclusive innovations" as they do not recognize with green growth or sustainable 
development.® 


2. In Odisha ten miners are in the dock for violating Environment Protection Act, 1986. 
Among them are Essel Mining, Hindalco Industries & Industries, Serajuddin & Company 
and B C Dagra.® 
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3. Show cause notice to Vedanta unit for violating environment norms-Show cause notice has 


been served by Jharsuguda district administration of Odisha to the alumina smelting and 
power generation unit of Vedanta Aluminium Ltd (VAL) for contra venting the conditions 
as stated in Environment Protection Act, 1986.° 


World Wide Fund for Nature (WWF) report—According to the report on the study ‘Indian 
Industry in 21“ Century’ which was conducted on 192 Indian companies, revealed that out 
of 192 companies approximately 18 companies do not comply with environmental laws and 
68 per cent companies who declare that environment consideration is a part of their core 
business, out of that 63 per cent do not have proper waste management system in place.’ 


Under reacting nature of regulatory authority is evident from the fact that in reply to a RTI 
application, MoEFF region office at Chandigarh accepted that it hardly manages to supervise 
project once a year. As per the provision they should supervise them on half yearly basis.* 


CRITICAL EVALUATION OF GREEN MARKETING INITIATIVES OF INDIAN 
INDUSTRIES-(FINDINGS) 


Le 


The study shows that in India green marketing initiatives are generally perceived more as 
compliance issue. As per CII study also, green is still not the part of companies core value 
rather it has become just a compelling reason for them. Thus, strict environmental 
legislations in India, want for affirmation of environmental friendly character by 
international buyers, creation of new markets for green products etc. are the prime 
inducements for companies to go green.* As per WWF report on 192 Indian companies, 
68% companies stated that environmental consideration is the part of core values. 
Ultimately 32% companies do not take environmental consideration as the part of core 
values and are influenced by other reasons. 31% companies take it as a part of market 
strategy, 18% companies go for environmental consideration because of demand from 
key customer.” 


Green initiatives are still at infancy stage because many Indian companies lag behind in 
product innovation. As per CII study, Indian companies are primarily concentrating on 
existing product which ultimately leads to self-approval & absence of innovation.* 


Indian corporates give low priority to green campaign as a part of Green Marketing 
initiatives. They make public aware only about environment friendly contents of their 
product which ultimately supersedes the importance of environmental issues. 


Through Green Washing policy Indian companies are moving the development wheel 
against the principles of CSR. For instance, Coca Cola company, which boasts of Green 
Marketing strategies is also a accused of drawing large quantities of water from regions of 
Rajasthan which is prone to scarcity of water & occasional drought. As a result nearby wells 
are drying up & water level has also been lowered considerably.® 


‘Green’ as a agenda is still not forming the part of leading industry association and chamber 
of commerce. As pointed out by Ravi Chaudhary Chairman, CeNext Consulting & 
Investment Pvt Ltd “they need to take the decisive step forward from being merely 


‘industry’s voice’ to becoming ‘nation’s voice’.”® 


CONCLUSION 


Green Marketing practices endeavour to achieve balance between economic development and 
environment protection. Government should go for strict regulation and proper enforcement of 
laws. Industries should adopt Green Marketing as a part of core business strategy and strictly follow 
government environmental protection norms. But gaps exist in government regulation and 
industries commitment towards environment protection. Green Marketing is feasible only if 
government & business units start recognizing that country’s economy is the subsidiary unit 
of nature.® 
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A Study of Moderators Influencing Impact of 
Store Image on Repurchase Intention 


Smita Singh' and Sanjeev Verma’ 
"2 Institute of Management Sciences, University of Lucknow, Lucknow 


Abstract—The purpose is to understand the linkage between store image, perceived quality, store loyalty and customer 
satisfaction. Data of 654 respondents was collected through structured questionnaires from customers of two hypermarts in 
Lucknow and Allahabad and analysed using SEM. The results reveal that store image influences perceived quality, 
customer satisfaction and his loyalty. Retail outlet owners should build, maintain and communicate a carefully thought out 
image for their store to seek a competitive advantage. Include actual repurchase rather than just intention of repurchase and 
compare the difference that makes to the outcome of the study. Research on similar lines can include other retail verticals 
as well. 


Keywords: Store Image, Quality, Loyalty, Satisfaction, Repurchase 


INTRODUCTION 


The most effective advertising tool for a retailer today is his own store. The concept of creating a 
brand around the retail store which was popularised by stores like Macys, Harrods, Marks and 
Spencer, in developed countries, has caught up in developing countries as well given the pace of 
competition in the marketplace. A store’s name, has a longer effect as compared to the other 
elements of the marketing mix [1] and can be effectively used as a communication tool as brand 
image, customer satisfaction and the perceived quality all contribute towards giving the marketer a 
competitive edge [2]. 


The economic and symbolic value communicated by the store helps the consumer in reducing 
the decision making risk he associates with the cost of a wrong decision [3]. This is because the 
customer links the value of the product and services to the store image perceived by him and would 
use the same for decision making [4]. Brand image of the store can lend a strong identity to it and 
can enhance its market value by increasing product, lifestyle association in the minds of the 
customers. Previous researches have revealed that the store branding is linked to store loyalty [5] as 
well as to customer satisfaction. 


LITERATURE REVIEW 


Store Image and Quality: Store branding is an exercise in building the brand image of the store. 
Brand image of the store is more of a mental construct. According to Aaker [1], the consumer 
establishes the value of a brand on the basis of this mental connection. The associations 
remembered by the consumer lead to the synthesis and later the identification of the store brand 
image. Store image has been defined as “store personality or image-the way in which the store is 
defined in the shopper’s mind...” [6, pg. 47], which in part is a function of store qualities and 
projection of psychological attributes. Store image is used by consumers to reduce the risk perceived 
in buying a brand. When comparing a national brand with store brand, it is the store image that 
works as the endorser of the private label. If the store enjoys a good image, then the perceived risk of 
purchasing the private brand is reduced and value is added to the product. Similarly a negative store 
image can have a negative impact. Some studies [7]; [8] have found a positive linkage connecting 
store image with perceived quality, while others have reported mixed or slight association between 
store image and perceived product quality. Thus, 


H,: STORE IMAGE POSITIVELY AFFECTS PERCEIVED QUALITY 


Loyalty can variously be understood as loyalty to brand, loyalty towards vendor, service loyalty and 
loyalty for store. Continued patronage of a specific firm for a certain time range by a customer can 
be used to define customer store loyalty. Store loyalty has alternatively been regarded as a tendency 
of the consumer to develop a favourable attitude towards a store and store image identified as one of 
the main factors influencing store loyalty [10]. Store image and store loyalty are linked both directly 
as well as indirectly through satisfaction [9]. Further, customer loyalty has been shown to directly 
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influence satisfaction. Osman [11] p. 135) stresses that “a customer who is loyal to a certain retail 
establishment will give this store his or her priority visit in any shopping event”. However, the 
nature of relationship between store image and loyalty remains inconclusive. In light of the above 
assertion, the following hypothesis is framed: 


H,: STORE IMAGE POSITIVELY AFFECTS STORE LOYALTY 


Satisfaction may be regarded as a psychological/emotional condition which results from the feeling 
linked with expectations and consumption experience. It might have nothing to do with the 
preferences for products, services, brands or store outlets [12]. While some have equated satisfaction 
to the fulfilment response perceived by the consumer [10], other researchers have considered 
satisfaction/dissatisfaction as a manifestation of the marketers’ ability/inability to cater to the 
expectations of the consumers. Kotler (2009) sums it up as the customer’s evaluation of the products 
and services after buying in context with his expectations prior to buying. Previous researches [13]; 
[9] exploring the dynamics between store image and satisfaction have found a positive link. 


Literature provides sufficient studies highlighting the positive link between satisfaction and 
loyalty and satisfaction and store image as well as between store loyalty and store image [14]; [11]. 
While some studies have brought forth a clear relationship between store image and satisfaction [9], 
there are others, which have only partially accepted the influence of store image on customer 
satisfaction. However, it is strongly felt that a better store image might contribute to a higher 
customer satisfaction. 


Thus, the following hypothesis: 


H;: STORE IMAGE POSITIVELY AFFECTS SATISFACTION 


It can be seen that previous research has linked loyalty and store image, both directly as well as 
indirectly and has also shown that there are linkages between loyalty and satisfaction as also 
between loyalty and quality perception. While there are quite a few studies which have explored the 
influence on store image on store loyalty, there are relatively few studies highlighting the impact of 
store image on loyalty with the mediating effect of quality, loyalty and satisfaction. This study seeks 
to understand the effect of these mediators as well, leading to the formulation to another set 
of hypotheses: 


H,: STORE IMAGE INDIRECTLY POSITIVELY AFFECTS STORE LOYALTY MEDIATED BY 
PERCEIVED QUALITY 


H;: STORE IMAGE INDIRECTLY POSITIVELY AFFECTS STORE LOYALTY MEDIATED BY 
SATISFACTION 


Repurchase 
Intention 


Satisfaction 


Fig. 1: Hypothesised Model 


A model was conceptualised on the basis of the literature reviewed (Fig. 1). The model 
considers store image, perceived quality (referred to as ‘quality’ in some places in the text), 
satisfaction, loyalty and repurchase intention. 
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METHODOLOGY 


Research Instrument: The questionnaire used for the study was a modified version of validated 
instruments used in previous researches. Items related to loyalty, perceived quality, satisfaction and 
repurchase intention were adapted from Cronin and Taylor, [15] and Selnes, [13], for store image 
and certain questions for loyalty from Bloemer and Kasper, [16]. The responses were recorded using 
a Likert scale having values from 1(fully agree) to 5 (fully disagree) and pre-tested on a group of 
academicians for resolving inconsistencies. A small sample to 45 respondents were administered the 
questionnaire to test its reliability. The Cronbach’s alpha value of 0.89, confirmed that the 
instrument could be used. 


Data collection technique was purposive sampling. 70 second year management students 
(40 in Lucknow; 30 in Allahabad) were selected and assigned the task of identifying 10 individuals 
from among their family, friends and neighbours who had visited and shopped from any one of the 
two designated stores in their city and administer the questionnaire. 673 responses thus collected 
yielded 654 questionnaires fit for analysis. Table 1 has the Demographic profile of respondents. 


FINDINGS 


The study used structural equation modeling (SEM) to evaluate the hypothesised model 
(AMOS 16). The results (Figure 2), support the adequacy of the model. A statistically good fit 
between the model and the data (”? = 4.535, p =.104; CMIN/df = 2.268) could be seen. Similarly 
other statistics (RMSEA =.044; NFI=.998; CFI =.999) fulfilled the required criteria for model fit. 
(Tables 2 and 3). The path coefficients having statistical significance helped identify the following 
causal connections: 


1. Store Image influences quality which in turn influences repurchase decision. 


2. Store Image leads to satisfaction which impact loyalty and finally leads to repurchase 
intention. 


Store Image creates loyalty, thereby leading to repurchase decision. 


4. Store Image impacts Quality which leads to Loyalty and thus, influences repurchase. 


‘ Le Repurchase 
60 yw Quality 
StoreImage 


Sy P Ge) F 0 39 


4 49 


Satisfaction 66 > Loyalty 


Fig. 2: Result of Structural Modeling 
Based on the different indices shown below, the overall fit of the model was found acceptable. 


Table: 2: Summary of Fit Indices 


Fit Indices Results Recommended Criteria Sources 
Chi-square/d.f 4.535/2 = 2.27 Less than 3.00 Hair et al.(1995) 
GFI 0.997 Greater than 0.90 Hair et al.(1995) 
AGFI 0.979 Greater than 0.80 Scott (1994) 
RMSEA 0.044 Less than 0.08 Browne and Cudeck (1993) 


The effect of store image on loyalty has been explored directly as well as indirectly through 
perceived quality and satisfaction. Three paths have been traced (Fig. 2) and the results revealed: 
Store image significantly effects Perceived quality (B=0.597, p<0.05, Fig. 2). It supports the first 
hypothesis. The possible reason behind the significant influence of Store Image on Perceived 
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Quality is that customer today is more conscious of brands in the current scenario and often ends up 
judging the quality of merchandise on the basis of the image projected by the store rather than the 
actual product itself. 


Table: 3: Summary of Model Parameters 


Model Parameters Unstandartised SE t-value Result 
Estimates 
Store Image Loyalty 0.070 0.037 1.882 NS* 
Store Image Quality 0.660 0.037 17.702 ot 
Store Image Satisfaction 0.239 0.043 5.587 NS 
Quality Loyalty 0.320 0.025 12.831 S 
Satisfaction Loyalty 0.486 0.026 18.984 S 
Satisfaction Repurchase 0.046 0.023 2.034 NS 


* NS-Not Satisfied ** S-Satisfied 


There is an insignificant relationship between loyalty and store image, when seen in terms of 
mediation (B=0.077, p>0.05, Fig.2). However, the independent variable Store Image, relates 
positively to the mediating variable of quality (B=0.597, p < 0.05, Fig.2) in path 1; Store Image — 
Quality—Loyalty-Repurchase decision. Further, when satisfaction is the mediating variable, the 
indirect effect which Store Image has on Loyalty is 0.125 (0.19 X 0.66; Fig. 2), which is significant 
as well as higher than the direct effect on store image on loyalty (B=0.077). 


The standardised regression weight exploring direct relationship between store image and 
satisfaction is also positive (B=0.194, p<0.05, Fig. 2) indicating support for the hypothesis where 
Store Image significantly impacts Satisfaction. Further, the customer’s loyalty is significantly 
impacted by satisfaction (B=0.657, p<0.05, Fig. 2). 


The second path traces the link Store Image and Repurchase intention have and the mediation 
by Perceived quality and Loyalty. The standardised regression weight with respect to hypothesised 
link in Store Image and Quality (B=0.597, p<0.05, Fig.2) as well as between Quality and Loyalty 
(B=0.388, p<0.05, Fig. 2) is positive and significant. The indirect influence Store Image has on 
repurchase intention is influenced by Quality and Loyalty emerges as 0.138 (0.60 X 0.39 X 0.59), 
which indicates a partial mediation. 


MANAGERIAL IMPLICATIONS 


The results of the study show that store image significantly influences customer satisfaction and 
perceived quality. This finding indicates that to develop a repurchase intention, the customer needs 
to have confidence on the store from which he is making the purchase. This confidence is generated 
from the image projected by the store. Generating confidence in the consumer is necessary since his 
purchase decision involves not just a financial risk but also social, emotional and at times physical 
risk. Since, the store image formed in the mind of the customer, influences to some extent his 
perception of quality. A consumer is likely to regard the purchase from Spencers or Pantaloons to be 
better in terms of quality as compared to one from a local store. Further, if his perception of quality 
is justified, he tends to display loyalty towards the store as well. 


Further, quality has a partial mediating effect on promoting loyalty consequently leading to 
repurchase intention. Store image, as can be seen alone has no significance in generating loyalty 
among the customers. However, with the mediating effect of perceived quality, it translates into 
effective repurchase intention. Given this result, if the stores ensure that they are stocking and 
selling good quality products, automatically the loyalty towards the store shall go up. Barring 16% 
of the customers, who form a relatively small part of innovators and early adopters, the rest 68% 
(leaving out the 16% laggards) are customers who are not going to experiment with new outlets 
unless they are dissatisfied with their current store’s product quality. It is retaining this majority that 
should be the focus of the marketers while critically appraising the quality and image of their store. 
The store has to strive for a superior and strong store image and this in consonance with quality and 
loyalty shall lead to effective repurchase intention. 


It can also be seen from the results that satisfaction directly does not result in a repurchase 
intention as the hypothesis is not accepted (Table 3). However, it forms a very effective mediator 
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with loyalty for repurchase intention. A well communicated positive store image is likely to produce 
more satisfied customers, which will eventually lead to loyalty and repurchase intention. Customers 
today explore methods to save time and to pack in as much as possible in 24 hours. Innovative 
approaches by stores to communicate how they can help the customer achieve this impossible target 
can very well please the customer. So, another effective way for enhancing the store image and 
retaining loyal customers is to constantly identify and seek to fill the gaps between customer needs 
and expectation. 


The store also needs to keep in mind certain factors while developing the image for itself. These 
relate to being customer friendly; not just in terms of the store assistants but also the way products 
are displayed and the layout of the store. Promptness in addressing customer complaints and 
attending to the customer add to the store image projected. These also reflect positively on the 
quality perception of the customers. 


LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH 


The study was conducted in two cities and for two hypermarts and hence, any generalisations 
should be undertaken with due caution. While the sample size was adequate for statistical purposes, 
given the combined population of these two cities, the sample was at best miniscule. A more 
elaborate survey would be appropriate. 


There are certain dimensions which, if, covered would have added to the richness of the study. 
While trying to understand the store image, it could be further broken down into sub-factors and the 
impact of each, viz., ambience, price, location, etc., could be evaluated for an in-depth 
understanding of what actually influences the customer more. Repurchase intention may not always 
result in actual repurchase. This may be seen both as a limitation as much as a gap which may be 
addressed in a later study, where actual repurchase is taken into account for understanding the 
dynamics between store image, loyalty, quality and satisfaction. 
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Abstract— With a sharp increase in Internet usage, people in India have started buying a product or service over the 
Internet, instead of going to a traditional store. “India has an online customer base of around 20 million buyers which is 
probable to increase as much as 1400% and touch 300 million mark within 10 years” says Mr. Avnish Bajaj, Co-founder of 
Matrix Partners India, an e-commerce venture capital firm. 


Owing to the above scenario, a need has arisen to understand the factors which promote people to make their purchases 
online and also the factors due to which still people are reluctant to buy online. A great deal of research work has already 
been done in this regard which reveals that convenience, accessibility are the prime factors which promote people to make 
purchase online while perceived risk in terms of financial risk, privacy, security and product guarantee/warrantee prevents 
the people to do online shopping. In the same regard, this paper attempts to reveal various factors underlying online 
shopping. In this study, survey was conducted and 160 questionnaires were distributed, out of which 150 filled 
questionnaires were returned back to us. These questionnaires were filled by the faculties of different private colleges in 
Bareilly city. The replies so obtained have been analyzed by means of factor analysis. 


Keywords: Online Shopping, Perceived Risk, Internet, E-tailing, Bareilly 


INTRODUCTION 


There is an immense increase in the number of internet users day by day thereby attracting people 
who have an option to buy online. Consumers are more rational nowadays and have ability to get 
the choices from the market Internet has really changed the way customers purchase goods and 
services, online shopping are phenomena worldwide. India is a popular hub for online shopping 
with maximum number of youth who live and breathe through internet. With shopping just a click 
away, online shopping is gaining popularity and has become latest trend of shopping. For sellers too 
online shopping is a good option as it requires less marketing cost and thus reducing the price of 
their goods and services, helping them to sustain in competitive world. 


India is the 5th country in world ecommerce and 2nd country in Asia. By the end of 2013 over 
300 million Indians will have access to the internet through mobile phones and through other 
mediums as well, Reports say. With the advent of technology having access to online shopping has 
made shopping convenient and easy especially for women. A survey result clearly showed that over 
70% of Indian Women are shopping at least 1-5 times a month and their favorite product categories 
include: Fashion, electronics and entertainment. 


30% 
25% 
20% 
15% 
10% 
- lal Leal 
0% 
Books/ Beauty and Home 
Electronics educational personal care products/ 
material products furnishings 
@ Series1 28% 15% 10% 6% 


Fig. 1: Statistical Data Related to Purchase of Different Commodities by Online Shopping 
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As evident from the above figure, it is clear that popularity of online shopping has increased in 
Indians and they are buying all sorts of products online, to utter surprise computers, laptops and 
mobile phones have become the most preferred and traded category. The industry is expected to 
reach a mark of 7,000 crore mark by 2015, reports say. 


Online shopping has its own advantages and disadvantages. Secure payments processing still 
remains a challenge. Others includes timely order fulfillment and package delivery especially when 
60% of the Indian population lives outside of metropolitan and cosmopolitan cities like Delhi, 
Bangalore, Mumbai etc. where delivery is a major problem, also India has a very less number of 
people with plastic money such as debit and credit cards in comparison to countries like USA, 
Europe. However On the positive side, consumers there is a sharp increase in the number of Indian 
consumers with a Smartphone connected to the mobile Internet and the number is rising every day. 


OBJECTIVE OF THE STUDY 


The basic objective behind conducting this study is to identify the factors which influence in varying 
degrees, online shopping behaviour of faculty members of higher-educational Institutes in 
Bareilly City. 


RESEARCH METHODOLOGY 


Population and Sample: As the universe of this study, we have considered higher educational 
Institutes faculty members in Bareilly who used internet for different purposes and were above the 
age of 20 years. A Self administered questionnaire was developed and was distributed to 150 faculty 
members of the selected Institutes. We have used non-probability Convenience Sampling. The 
collected data was analyzed with the help of Statistical Package for Social Sciences (SPSS 17.0) for 
windows. Factor Analysis is the basic tool that was considered for data analysis. 


Development of The Instrument: The data for the study was gathered through a questionnaire. 
The questionnaire was divided into two parts. The first part of the questionnaire included questions 
related to demographic profile of the respondents and the second part included questions related to 
various variables that may affect online shopping behaviour of individuals. All the variables were 
required to be marked on a likert scale in the range of 1-5,where 1 represented strongly disagree and 
5 represented strongly agree. The questionnaire was pre-tested and suggestions were incorporated, 
and the questionnaire was revised accordingly. 


As seen from Table 1, the KMO measure of sampling adequacy score is 0.758,well above the 
recommended 0.5 level, Kaiser(1974) recommended that to accept the KMO values of >0.5. 

Further, Bartlett’s test of Sphercity exhibited significance value of less than 0.05 (.000), thereby 
ensuring the appropriateness of factor analysis for this research work. 

The Table 2 has exhibited ten factors extracted by factor analysis. These factors have been 
extracted from 30 variables considered for this study. Each Factor has been defined by at least 2 
variables. These ten factors put together explain a total of 66.536% of the total variance. 

With regard to the results reported in Table 2, Factor 1 loaded on the first 4 variables. As seen 
from the Table 2, all these 4 variables relate to various types of problems associated with online 
shopping. In the light of the key attributes associated with these variables, this factor can be labelled 
as “Inconvenience Traits”. Consumers have to face various problems in terms of late delivery of 
products, non-return ability of products, inconvenient product-return process. factor 2 loaded on the 
next 2 variables. These 2 variables seem to be associated with the reliability of shopping related 
information available on the internet and hence the factor can be labelled as “Authencity of 
Information traits”. The third factor, which loaded upon next 2variables, can be labelled as 
“Comparability and Accessibility Traits”. The fourth factor can be labelled as “Perceived Risk 
traits” as the various variables associated with this factor highlight different kinds of risk that are 
perceived by the consumers regarding online shopping. The consumers perceive risk in terms of 
Chances of being cheated, Home delivery by a stranger, Risk of access to personal information, 
unsafe online banking usage. 
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The fifth factor can be labelled as “Sales Promotion Traits” as the various variables associated 
indicate various sales promotional offers that are provided to consumers in online shopping. The 
sixth factor can be labelled as” Convenience Traits” as the various variables associated with it 
highlight the different dimensions of convenience while online shopping. It indicates that the 
consumers like to use internet for the purpose of online purchases as it provides them rich and quick 
information about various products, reduces physical effort and is interactive in usage. The seventh 
factor can be labelled as “Buying Perception Traits”. The Eight factor can be labelled as “Functional 
Traits”. The tenth factor can be labelled as” Internet Traits”. 


LIMITATIONS OF THE STUDY 


This study suffers from certain limitations which need to be pointed over here. Firstly, in this study 
we have considered only faculty members of higher educational institutes. But apart from faculty 
members we can consider more diverse group of people who are online consumers. Moreover, 
although the sample size of this study is acceptable but it can be increased for future research works 
conducted in this area. 


CONCLUSION 


This Research work was an attempt to explore the factors that may affect the attitude of faculty 
members in Bareilly specifically those teaching in higher-educational institutes, towards online 
shopping. In this study a sample of 150 Respondents was selected. Relying on existing literature, 
variables were considered and distributed to respondents in the form of questionnaire to mark their 
responses on 5-point likert scale. The collected data was analyzed using Factor Analysis. The results 
revealed ten important factors such as Inconvenience Traits, Authencity of Information traits, 
Perceived risk traits, Convenience Traits, Sales Promotion traits etc. 


Table 1: Demographic Characteristics of the Respondents 


Variables and Categories N=150 % 
AGE 
Below 25 18 12% 
25-35 97 64.6% 
35-45 30 20% 
45 and Above > 3.3% 
GENDER 
Male 97 64.6% 
Female 53 35.3% 
MARITAL STATUS 
Married 87 58% 
Unmarried 63 42% 
INCOME 
Less than Rs. 3 Lakhs per annum 59 39.3% 
Rs. 3 Lakhs to Rs. 5 Lakhs per annum 70 46.6% 
Above Rs. 5 Lakhs per annum 21 14% 
Educational Qualification 
Graduation 22 14.6% 
Post Graduation 101 67.3% 
Doctorate 22; 14.6% 
Others 5 3.3% 


Data Analysis: The survey results are presented in the form of two different sections. In the first 
section, the demographic profile of the respondents is presented. The second section represents the 
perception of the respondents (faculty members teaching in higher educational institutes in Bareilly) 
regarding online shopping. 


RESULTS AND ANALYSIS 


e Demographic Characteristics: The table2 exhibits the demographic traits associated with the 
respondents considered for the purpose of this study. It can be observed from the table2 that 
a majority of respondents were males (64.6%) and were aged between 25 to 35 
years(64.6%).Also, majority of the respondents were married(58%) and 46.6% of 
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respondents were having income between Rs. 3 Lakhs to Rs. 5 Lakhs. A maximum of 
67.3% of the respondents were postgraduates and only 3.3% of the respondents were 
diploma holders. 


e Results: The consumer’s perception towards online shopping were examined in terms of 
perceived usefulness and perceived risk. Factor Analysis using SPSS for windows was 
conducted in order to identify the factors that affect the online shopping behaviour of 
consumers. Factors were identified using the Eigen value criteria that suggest extracting 
factors with an Eigen value of greater than 1.0.Principal component analysis and Varimax 
Rotation were considered for obtaining a component matrix. For confirming the adequacy 


and 
Table 2 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .758 
Bartlett's Test of Sphericity Approx. Chi-Square 1478.735 
df 435 
Sig. .000 


Sphercity of the data-set, Kaiser-Meyer-Olkin (KMO) and Bartlett’s Test values were also 
obtained. These results are displayed in the Table 3 and have been discussed thereafter. 


Table 3: Exploratory Factor Analysis 


Variables Fl F2 F3 F4 F5 F6 F7 F8 F9 F10 
Non Desirable Quality of .798 
product 
Late delivery of products .759 
Non-returnability of .729 
product 
Inconvenient product return] .660 
process 
Concise and precise online .758 
buying information 
Relaibility of online buying 754 
information 
Easy product comparison 497 
Anywhere,anytime 354 
shopping 
Chances of being cheated 177 
Unsafe online banking .723 
usage 
Home delivery by a .633 
stranger 
Risk of access to personal .620 
information 
Cheaper rates in online 718 
shopping 
More Availability of .740 
promotional offers 
Wide variety of products 226 
Interactive usage of internet 358 
for shopping 
reduced physical effort in .216 
online shopping 
Convenience and 174 
promptness of online 
shopping 
Tangibility of product while .702 
shopping 
Preference towards buying .639 
from shops 


Table 4 (Contd.)... 
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...Table 4 (Contd.) 
Non-availability of cash on .772 
delivery 
Non-serviceable areas 641 
Problem of out of stock 433 
Unavailability of products 331 
of desired size 
Invariability in levying of .755 
shipping charges 
Damage in transit -740 
Utility of internet as 829 
medium of communication 
Efficiency in net surfing 757 
Utility of internet for .699 
finding new products 
Utility of internet for 625 
searching information 
Source: Primary Data 
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Abstract— 


Purpose: This paper is an attempt to explore the factors of shopping experience and to study the variations in these factors 
across different demographic variables. 


Design/ Methodology: A convenience sampling of Lucknow mall shoppers (N=252) was surveyed using a self 
administered questionnaire. Descriptive and inferential statistical technique (ANOVA) and t-test was used to evaluate the 
data. Reliability and Validity of scale was checked using Cronbach alpha. The study is primary data base. 


Findings: Findings revealed that significant difference exist in the shopping experience of customers across age and retail 
merchandise, age and retail convenience and gender and retail convenience. 


Managerial Implication: This research provides the organized retailers that operate within Lucknow region specific 
knowledge of the attributes that consumer consider most influential while shopping. As competition in the organized retail 
sector continues to evolve and consumers demographic are changing it is necessary for the retailers to understand their 
consumers for better performance in the industry. 


Limitations/ Scope for Future Research: There are several limitations that warrant future research. The study was 
conducted in Lucknow city of Uttar Pradesh, India. The result of the same, if conducted in other part of the country may 
vary. Time and financial constraints made the researcher to select a limited sampling frame future research can be carried 
out by taking larger sample size. 


Keywords: Shopping Experience, Indian Retail, Shopping Malls, Organized Retail, Customer Satisfaction 


INTRODUCTION 


Retailing is considered as one of the oldest businesses since the existence of human civilization. It 
acts as as a link between the producer and consumer, by providing goods and services to its 
customers and rising the economy. For a growing economy an effective and organised retail sector 
is required. Most of the evolved and even emerging economies had adopted the upcoming 
economies have adopted the organized retail long ago and thereby, increasing the percentage share 
of organized retail in total retailing over the years. Despite self sufficient lands and villages in India, 
it continues to operate through small, close to home shops. The rising of urbanization and 
disposable incomes initiated that the country towards the organized retailing. 


In India, the retail sector is captured by unorganized entrepreneurs consisting of standalone 
stores, boutiques and Kirana stores, is drastically changing its face. New retail formats have been 
emerged in the form of life styles stores hypermarkets, supermarkets and malls. The spending power 
in the economy is growing fast this development has gain significance not only in the metropolitan 
cities but also in the Tier II and III towns. These upcoming formats are giving consumers a lot to 
spend. New retail formats are growing at a rapid pace in India. Also, due to the limited success of 
these outlets, it is important that the retailers should be aware of shoppers’ behaviour and to 
understand ways of attracting the consumers (Sinha and Banerjee, 2004). It would explore the 
purpose and motive behind the Indian consumers’ visit malls, the values they derive from the 
shopping trip and their shopping behaviour in terms of time and money spent at the shopping 
mall, etc. 


LITERATURE REVIEW 

Through literature review three main factors of shopping experience was selected. These factors 
were Aesthetics, Merchandize and Convenience. 

SHOPPING EXPERIENCE 


The Shopping environment means the type of environment and the way people shop; it has evolved 
with time from the primitive to the modern day retail shop to the online or virtual stores. It was 
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observed that consumer behaviour changes according to the shopping environment (Sinha & 
Uniyal, 2005). A detailed study of the subject related to shopping attitudes and the behaviours 
resulted in knowing the individuals shopping habit. 


This was further explored that the perceptions of individuals have influence on shopping 
behaviour which include choice of the store stores which depends upon the factors like consumer 
demographics and psychographics (Cheng, Yee-Man & Hui,2002; Darden & Ashton, 1974; Hansen 
& Deutscher, 1977), segmentation (Sinha, 2003) & need recognition(Bruner, 1986). It was also 
found that the product category also have varying impact on different consumers (Vijayasarathy & 
Jones, 2000). 


DIMENSIONS OF SHOPPING EXPERIENCE 


In order to understand shopping experience more expressly available researches have been grouped 
into three main dimensions namely Aesthetics, Merchandize and Convenience. All these available 
researches have been discussed below. 


AESTHETICS DIMENSION 


Wakefield and Baker (1998) found out that the architectural design of the mall created most to the 
mall excitement, while mall’s interior design influenced the customers desire to stay longer in the 
mall. Wakerfield and Baker (1998) also found that mall layout had positive and strong relationship 
which influenced desire to stay at mall and creating mall excitement. Customers not only evaluate 
the product inside the mall they also do look for the intangibles such as colours, music, light 
ambience, and fragrance 


Loudon and Britta (1993), found that image of the mall is created by its interior design over the 
periods of years. Findings of the study conducted by Lui (1997) revealed that today’s malls have 
been focussing on the interior designs providing with cool and relaxed environment with 
architecturally lavish, affluent and sophisticated design. Earlier researches suggest that use of light 
colours exhibits a sense of calmness and spaciousness whereas bright colours impart a sense of 
excitement among the minds of the consumers; moreover, even the use of warm colours along with 
serene music helped the customers to stay longer in the malls. (Solomon, 1994; Peter and Olson, 
1994). All in all, atmospheric characteristics are basically are extension to the product assortments 
and could be manipulated positively to enhance buyers mood and comprehension, hence affecting 
behaviour, and to elevate the mall image 


CONVENIENCE DIMENSION 


The main criteria which the consumers look upon while selecting a shopping outlet was its opening 
hours and time taken to reach the outlet. (Kaufman, 1996). Consumers preferred to shop from the 
shopping outlet which was nearby their homes. Loudon and Bitta (1993) also discovered that 
consumers seek high convenience; they despise spending time and effort finding parking space, 
department or a particular product; they also found that convenience is also an important criterion 
for customers who are either visiting or making purchase in a mall very infrequently. Also, 
according to Kaufmann (1996), consumers want a “one stop destination” where they can purchase 
everything under one roof. 


MERCHANDISE DIMENSION 


Linquist (1974) discovered nine different retail attributes that contributed to store image, that was 
merchandise, service, clientele, physical facilities, comfort, promotion, store atmosphere, 
institutional factors and post-transaction satisfaction. Bearden (1977) identified seven store 
characteristics that influenced consumer experience and patronage decisions concerning where to 
shop. Those attributes were price, quality of merchandise, selection, atmosphere, location, parking 
and salespeople. Bearden further stated that store atmosphere, location, parking facilities and 
friendliness of store people were the salient factors that influenced consumer store patronage. 
Vaughn and Hansotia (1977) opined that merchandise and convenience were two underlying 
dimensions which was important and consistently appeared every time. Merchandise quality, 
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merchandise variety, atmosphere of shopping area, availability of sale items and ease of shopping 
comparisons was all component parts of the dimension. Houston and Nevin (1980) from the 
marketing manager’s perspective three major dimensions of shopping mall image was found these 
were mall assortment, mall convenience and market posture. 


Jantan and Kamaruddin (1999) conducted a study in Malaysia to examine the factors towards 
store image that determined the choice of retail outlets. This was investigated through image 
attributes of store, which influenced shopping behaviour of consumers in Malaysia. The attributes 
studied were location, merchandise, price, physical facilities, promotion and advertising store 
atmosphere and service. The results revealed that out of seven attributes of store image, location 
merchandise, price and service emerged salient attributes affecting store patronage. Ahmad (2012) 
investigated the factor that influenced shoppers satisfaction, loyalty and word of mouth in Saudi 
mall centres. These factors were aesthetic, convenience, convenient and accessibility, product 
variety, entertainment, and service quality. It was found that the factors which had the positive 
effect on Saudi mall shoppers were aesthetic, convenience, convenient and accessibility product 
variety entertainment and service quality. The most significant factor was product variety that 
affected the most to the Saudi mall customers. 


OBJECTIVES 


The objective of the study is to investigate the attractiveness dimensions of the shopping mall in 
Lucknow city and to study the variations in these factors across different demographic variables. 


RESEARCH METHODOLOGY 


This study is a descriptive study as it describes the factors of shopping experience and consumer. 
Since the study is based on the shopping experience of the retail shoppers so the unit of analysis was 
retail consumers. The researcher collected the data only once, for a period of few months in order to 
answer the research objective thus the research is cross sectional. A sample of 254 consumers was 
collected through convenience sampling method from Lucknow region. A structured close ended 
questionnaire was designed and was personally administered by the researcher to the retail 
consumers. The data was collected from Lucknow region. 


The instrument used was questionnaire with 12 questions which employed a 5-Point Likert 
Scale (5-strongly agree, l-strongly disagree). The three dimensions which are Aesthetics, 
Convenience, Merchandise with its related statement and factor loadings has further been explained 
in Table 1. 


Table 1: Statement with its Factor Loadings 


Dimensions Statements Factor Loading 
Aesthetics The lighting and decoration of the mall attracts me 0.740 
The smell and air quality is pleasant 0.854 
It’s a clean place 0.634 
The music suits to my mood. 0.576 
Convenience I visit the mall because it is close to my house my house. 0.798 
One can shop for all needs at a time. 0.603 
It has convenient opening hours. 0.584 
Parking space is available at economy rate. 0.423 
It is safe and secure 0.573 
Merchandise The quality of the products available is high. 0.519 
Latest products are available 0.679 
Number of brands are available 0.829 


RELIABILITY AND VALIDITY OF SCALE 


The quality of an instrument can be determined by its reliability and validity. Reliability measures 
the consistency of measurement, results and the extent to which they are accurate, error free and 
stable. The reliability of the construct is determined by computing the alpha coefficient of internal 
consistency (Cronbach, 1951). 
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The Cronbach alpha value obtained is shown as under. 


The overall Cronbach alpha value obtained is 0.876, aesthetics 0.732, shopping convenience 
0.658, retail merchandise 0.623 (Table 2). 


Table 2: Overall Cronbach’s alpha value = 0.876 


Dimensions No of Items Cronbach’s Alpha Value 
Aesthetics 4 0.732 
Shopping Convenience 5 0.658 
Retail Merchandise 3 0.623 
DEMOGRAPHICS DETAILS 


From a total of 300 respondents, about 252 questionnaires were found completely usable for the 
analysis. The distribution of the respondents profile were constructed depicting the complete 
demographic characteristics of the sample as shown in Table 3. 


Table 3: Distribution of Demographic Profiles of the Respondents 


Frequency Percentage 
Gender 
Male 100 39.69 
Female 152 60.31 
Age 
<20 30 11.90 
20-30 110 43.65 
31-40 66 26.19 
41-50 25 9.92 
>50 21 8.32 
Marital Status 
Married 105 41.67 
Unmarried 147 58.33 
Educational Qualification 
Undergraduate 65 25.79 
Graduate 125 49.60 
Post Graduate 50 19.84 
Doctorate 12 4.76 
Monthly Income (Rs) 
<10000 40 15.87 
10000-20000 54 21.48 
20001-30000 62 24.60 
30001— 40000 64 25.39 
>40000 32 12.69 
Occupation 
Student 88 34.92 
Self employed 57 22.61 
Service 65 25.79 
Others 42 16.66 


Out of the sample collected 39.69 were males and 60.31 percent were females. Most of 
respondents belonged to the age group of 20-30 yrs (43.65 %), followed by 31-40 yrs (26.19%), less 
than 20 yrs (19.90 %), 41-50 yrs (9.92%) and more than 50 yrs (8.32%) respectively. Most of the 
respondents were unmarried i.e. 58.33 % and married respondents were about 41.67% of the total 
sample. With respect of qualification, maximum numbers of the respondents were graduates with 
49.60% followed by Under Graduates i.e. (25.79%). Post graduates respondents were 19.84% 
whereas very few only 1.e. 4.76% were Doctorate. 


Considering the monthly income most of the respondents belonged to the income group of Rs 
30,001—40,000, (25.39%) followed by respondents who had a monthly income of Rs 20001-—30,000 
(24.60 %), others who followed had Rs 10000-20000 (21.48%), below Rs 10,000 (15.87%) and 
above Rs 40,000 (12.69%). 34.92% of respondents were students, 25.79% were service man, 22.61% 
were self-employed and a low percent of respondents with 16.66% belonged to the other category 
of “Others”. 
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DEMOGRAPHIC CHARACTERISTIC AND SHOPPING EXPERIENCE 
DIMENSIONS 


This section explores how respondents vary in terms of their demographic characteristics across the 
dimensions of shopping experience. For this ANOVA and t-test were run. The summary of the 
result of these tests is shown in the Table 4.. Findings of the study revealed that male and female 
consumers had significantly different perception on the importance of the convenience. There were 
Statistically significant difference in the perceived importance of convenience and merchandise 
across age. The findings revealed that significant difference do not exist on the dimensions of 
aesthetics across gender, age and education. Another finding was that significant difference did not 
exist on the dimension of convenience across educational attainment. Significant difference was also 
found on the dimension of merchandise across gender and educational attainment. 


Table 4: Summary of Results 


Shopping Experience Dimensions 
Demographic Aesthetics Convenience Merchandise 
Variables F Sig F Sig F Sig 
Gender 0.14 .735 4.14 .041 1.47 0.248 
Age 0.45 727 10.40 .002 5.72 015 
Education 0.61 421 0.03 312 0.62 356 


MANAGERIAL IMPLICATIONS 


This research provides the organized retailers that operate within Lucknow region specific 
knowledge of the attributes that consumer consider most influential while shopping. As competition 
in the organized retail sector continues to evolve and consumers demographic are changing it is 
necessary for the retailers to understand their consumers for better performance in the industry. The 
results of this study provide retailers with information to help them to develop strategies to create 
unique shopping experience. 


LIMITATIONS/ SCOPE FOR FUTURE RESEARCH 


There are several limitations that warrant future research. The study was conducted in Lucknow 
city of Uttar Pradesh, India. The result of the same, if conducted in other part of the country may 
vary. Limited financial resources and time enabled the researcher to select a limited sampling frame. 
Future research can be carried out by taking large sample size. Finally, our results relate that the 
study adopted the convenience sampling, hence this directs for future research and generalization to 
a larger population. 


CONCLUSION 


This paper seeks to make an original contribution to knowledge to investigate the attractiveness 
dimensions of the shopping mall influencing shopping experience of the customers. The research 
contributes to the retail industry in finding out the role of attractiveness factors namely aesthetic, 
convenience and merchandise influencing shopping experience of the shopping mall customers. 
With the help of these factors a structured scale compromising of 12 items has been developed and 
properly validated by applying Exploratory Factor Analysis. Significant difference was found on the 
dimensions of convenience across gender and age. Respondents reported significant difference on 
the dimension of merchandise across age. Thus this study has the important implications for 
positioning product, target marketing, and market expansion for organised retail sector in India. 
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Abstract—The retail sector in India is growing at very fast pace with the entry of more and more private players including 
MNCs via FDI Route. With entry of new players the Competition in industry is becoming intense day by day. These 
players are putting more efforts to identify the factors affecting the choice of consumers while making selection about retail 
malls. The present study is an attempt to find out the consumer preferences towards upcoming malls in Udaipur. To fulfill 
this objective primary research of 300 respondents were conducted from the various areas of the Udaipur & its division 
including Chittorgarh, Rajsammand etc. From this research we came to know the condition of the present malls in Udaipur 
which are running successfully but still there are some problems which need to be addressed. The basic problems are paid 
parking, non availability of local food, expensive food, proximity & non availability of preferred brands. It was found that 
the consumers are more attracted towards the offers during festive seasons. The customers brand preference towards different 
products was also noted. 


Keywords: Consumer Behavior, Malls, Factors Influencing, Brand Selection 


INTRODUCTION 


The retail Sector in India is emerging as a one of the fastest growing sector of the economy. Retail 
sector account for more than 12 per cent of the country’s GDP and it is second largest employer 
after agriculture. It’s extremely dynamic and fast rising nature has put India on the threshold of a 
primary shake-up to become the next retail boom area. 


Retail industry is divided into unorganized and organized sectors. Here organized retailing 
means all those trading activities which are undertaken by licensed retailer, those who are registered 
for sales tax, income tax, etc. On the other hand unorganized retailing refers to the traditional 
formats of stumpy cost retailing like local kirana shop, convenience stores, pavement vendors, etc. 
Now by seeing its extreme escalation more and more foreign and private players are venturing into 
this sector with new and attractive formats such as supermarkets discount stores, malls, which are 
transforming altogether the traditional stores, chemist shops, and furnishing stores etc. And the big 
step of allowing the FDI in retail also offers the exclusive and pleasurable shopping experiences to 
the customers. This organized retail culture is not limited to few states or cities but is expanding far 
and wide to touch every facet of life. In this research we study consumer preferences towards the 
upcoming mall in Udaipur. 
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Though, there are already existing malls but through this research we are trying to analyse the 
questions which are yet to be addressed for better retail experience. The questions like respondents’s 
satisfaction with the brands, food court, parking facilities of existing malls, frequency of visit, 
distance traveled and factors influencing choice of consumers were asked. 


LITERATURE REVIEW 


Mr. Ramanathan & hari(2011) in their research on ‘A Study on Consumers Perception about 
Organized Vs Unorganized Retailers at Kanchipuram’ discussed the recent changes in the 
perception of consumers, and the awareness of quality, consumption, consumers prefer to buy 
different products. Other research work done by Joseph, Soundararajan, Gupta, & Sahu, 2008 on 
the ‘Impact of organized retailing on unorganized sector’, discussed their opinion that India should 
not be afraid to encourage modernization in the retail sector. They concluded that organized 
retailers have been negatively affected the unorganized retailers in terms of their volume of business 
and profit. Consumers are usually benefited with the emergence of organized outlets. With this 
consumer easily gets better quality products, lower prices, one-stop shopping, choice of additional 
brands and products, family shopping, and fresh stocks. The concept of store image was first 
introduced by Martineau in 1958. He said- “a store defined in customers’ mind partly based on 
functional and psychological attributes”. 


He says that store image have its own characteristic, attributes and it makes customers feel that 
the store is different from others. Another study done by ‘Sivaraman.P, 2011’, it is clear from his 
research study on ‘The future of unorganized retailing in Kanyakumari, district’ the impact of 
organized retailer can be clearly understood by looking at unorganized retailers business in terms of 
sales, profit and employment. According to ‘Munjal, Kumar, & Narwal, 2011’ under the research 
title “The Sustainability Of Modern Retail Via Comparative Analysis Of Organized and 
Unorganized Sector’ arrive at the conclusion that the organized retail has numerous opportunities to 
grow in India in spite of the unorganized local stores because these local shops will also get benefit 
of the growing economy. (Kearney, 2006) According to him traditional markets are changing 
themselves in new format such as supermarkets, hypermarkets, specialty stores and 
departmental stores. 


Many shoppers go into malls with the purpose of purchasing particular products. They are 
effective shoppers, looking for efficient product benefits (Tauber, 1972). 


Ben Paul B. Gutierrez investigated factors influencing intended and desire purchases in special 
care product categories by utilizing a behavioral compute, before an attitudinal quantify of 
deliberate purchase. Brand judgment, purchase regularity, Product class, and age are considerable 
factors influencing planned and impulse purchases. 


Gerard P. Cachon & A. Gurhan Kok discussed the assortment development dilemma with 
multiple products categories and basket shopping consumers i.e. consumers who want to purchase 
from multiple categories. Offered a duopoly model in which retailers select prices and variety level 
in each group and consumers make their store choice between retail stores and a no-purchase 
substitute based on their utilities from each type. 


RESEARCH OBJECTIVES 
e To find out the factors influencing the choice of Retail mall. 
e To know the opinion about the existing malls. 
e To find out eating & entertainment habits. 
e To find the preferences while making brand selection. 


e To find out the customer's preference towards upcoming shopping mall. 
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RESEARCH METHODOLOGY 


Research Methodology 


Research Design 


Descriptive Research 


Sample Design 


Sampling Frame 


Consumers who purchase from both organised as well as unorganised retailers at 
Udaipur, Rajsamand, Chittorgarh and others 


Sampling Unit Consumers from different age groups, gender, locations, income levels and educational 
backgrounds. 

Sampling Size 300 customers 

Sampling Methods Purposive sampling 

Sampling Design Data will be presented with the help of column graph, pie charts, doughnut etc. 

Data Collection Methods 

e Primary Data Survey Method(The entire schedule is standardized and formalized) 


Secondary data 


Data were collected from respondents and journals and from previous research related to 
the retailing sector. 


Type Of Schedule Structured Questionnaire with suitable scaling. 
Type of Questions Open ended, Close ended, Likert scale and multiple choice questions. 
Statistical Tool Used Factor Analysis, Weighted Average 

RESEARCH INSTRUMENT 


Research instruments, for the purpose of primary data collection were Questionnaires. The 
Schedule was divided into 2 parts. 


Part-A had questions 
Part-B was related to 


related to demographic information of respondents. 


some basic information regarding factors influencing the choice. 


DATA ANALYSIS & INTERPRETATION 


Table 1: Demographic Characteristics Of Sample Respondents 


Demographic No. of Respondents 
Gender Male 180 
Female 120 
Age-group Less than 20 yr 36 
20-30yr 141 
30-40yr 60 
40-50yr 45 
Above 50yr 18 
Marital Status Single 141 
Married 159 
Educational Qualification 12th 38 
Graduate 106 
Post Graduate 113 
Professional 43 
Occupation Student 114 
Private Employee 34 
Government Employee 27 
Business 75 
Housewife 30 
Family Nature Nuclear 183 
Joint 117 
Monthly Family Income less than 20000 Rs. 24 
20000-30000 Rs. 61 
30000-40000 Rs. 61 
40000-50000 Rs. 61 
50000-60000 Rs. 35 
Greater than 60000 Rs. 58 


To fulfill the objective of the study primary survey of 300 respondents were conducted with the 
help of area sampling including Udaipur, Chittorgarh, Rajsammand. 
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RESULT OF THE RESEARCH 


Purpose to Visit Mall 


This chart is showing that majority of respondents visit retail mall for shopping purpose (28%) 
and about one fourth of the total visit for leisure & recreation. Whereas only 20% visit for the food 
court and only 16% & 12% for meeting & gamming respectively. 


FOOTWEAR BRAND PREFERENCE 


Sparx 


49 
ig Others Addid 
Kappa 1% 1das 


1% 17% 
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In footwear the maximum respondents prefer addidas (17%) and woodland stands second with 
15%. Bata & liberty are preferred with 13% & 12% respectively. While other brands like Metro, 
Redtape and Converse have only 7, 5 and 5% respectively. 
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interest in festivals & events : 


ICECREAM BRANDS 


Others 
10% 


Happines 
s(vadilal) 
30% 


Happiness is the most preferred brand with 30% and havmor seconds with 28%. The other 
brands have comparatively a very small preference share between 10to12% each including Baskin 
Robin, Kwalitywalls, and Créme bell. 


LEAST : : 
BOTHE Paid Parking Matters MATTE 


RED RA 
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The respondents of Udaipur, Chittorgarh & Rajsamand wish to have free of cost parking facility 
to be made available to them. For approx 46% of respondents paid parking matters a lot & for 38% 
respondents it does not matter. 


Near about *%4 of respondent s show a keen interest into the events and festival bonanzas 
organized by the mall. Only 26% of respondents are not interested in it. 


Time Spent in mall 


The above chart explains that 34% of the respondent more than 90 minutes whereas only 29% 
spent between 60-90 min. still there are 37% of the respondents do not find too much time and 
spend less than 30 min. 


Distance Traveled to avail the facilities 


This Chart analyses that, how much distance respondent can travel from home to mall for 
availing the facilities of mall. It shows 28% respondents can travel 5-7 km, 26% less than 5 Km, 23% 
more than 11km, 15% 7-9 km and 8% can travel 9-11Km. 
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Frequency Family purchase 


Twice a 


Daily week 


2% 13% 


This chart analyses the frequency of family purchase. It shows that 32% families are willing to 
go for shopping monthly, 32% for shopping weekly, 21% fortnightly, 13% twice a week and only 2% 
families are daily go to the mall for shopping. 


FACTORS WHICH ATTRACTS THE MOST 


Variables Weighted score Rank 
1. location 3.983 12 
2. membership card 3.247 20 
3. parking lot 3.530 19 
4. baby area 3.163 21 
5. delivery of goods,Carry bag 3.857 16 
6. freshness of product 4.313 3 
7. durability 4.113 8 
8. product variety 4.197 6 
9. clean & specious 4.403 ik 
10. display/ decoration 3.947 13 
11. music/ interior 3.887 14 
12. accuracy of receipt 4.273 5 
13. correct prices 4.380 2 
14. no checkout counters 3.717 18 
15. operating hours 3.720 17 
16. queues waiting at counter 3.887 14 
17. competitive price 4.020 11 
18. promotion/ discount 4.080 10 
19. friendliness 4.083 9 
20. knowledgeable, quick performance 4.193 7 
21. staff to help/recognizing loyal customer 4.310 4 


This table shows that the atmosphere and correct prices attracts the maximum consumers to the 
mall. Baby areas and membership cards are less effective in attracting the consumer towards 
the mall. 


FACTOR ANALYSIS 
KMO and Bartlett's Test 
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.894907 
Approx. Chi-Square 2954.744 
df 210 


Bartlett's Test of Sphericity Sig. 0 
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Component 
Variables 1 2 3 4 5 
1. location 0.577 0.101 0.096 0.152 0.198 
2. membership card 0.202 -0.163 0.267 0.556 0.404 
3. parking lot 0.095 0.095 0.096 0.639 -0.038 
4. baby area 0.075 0.106 0.117 0.838 0.086 
5. delivery of goods, 
Carry bag 0.331 0.246 -0.098 0.685 0.136 
6. freshness of product 0.771 0.185 0.025 0.169 -0.044 
7. durability 0.634 0.2 0.135 0.308 0.242 
8. product variety 0.782 0.128 0.11 0.167 0.283 
9. clean & specious 0.769 0.109 0.071 0.124 0.234 
10. display/ decoration 0.462 0.244 0.507 0.145 0.136 
11. music / interior 0.424 0.221 0.611 0.128 0.067 
12. accuracy of receipt 0.588 0.427 0.312 -0.033 -0.001 
13. correct prices 0.583 0.428 0.255 -0.053 -0.105 
14. no checkout counters 0.06 0.096 0.85, 0.003 0.062 
15. operating hours 0.055 0.192 0.72 0.222 0.307 
16. queues waiting at 
counter 0.072 -0.005 0.212 0.095 0.624 
17. competitive price 0.372 0.342 0.199 0.093 0.571 
18. promotion/ discount 0.242 0.429 -0.059 0.028 0.704 
19. friendliness 0.331 0.689 0.236 0.102 0.237 
20. knowledge, 
performance 0.186 0.809 0.156 0.163 0.207 
21. staff to 
help/recognizing loyal 
customer 0.204 0.753 0.129 0.162 0.036 
Factor % of Variance Cumulative % 
Place & product 19.864 19.864 
Staff 13.0416 32.906 
Interior & Convenience 11.271 44.177 
Easy Retail Benefits 10.72 54.897 
Courtesy 8.9015 63.799 


The appropriateness of factor analysis was assessed by checking the significance of Bartlett test 
of Sphericity and by examining sampling adequacy through Kaiser-Meyer- Olkin (KMO) measure 
of sampling adequacy (MSA) at an overall and individual item level. The KMO value of the data at 
an overall level of 0.894 is considered good, indicating that the entire variables can be considered for 
factor analysis i.e., some of the items are inter-correlated. 


By using principle component analysis (PCA) and Varimax with Kaiser normalization rotation 
method, 21 variables were grouped to 5 factors explaining 63.79% of variation. The factors are Place 
& product, Staff, Interior & Convenience, Easy Retail Benefits, Courtesy which explains 19.864%, 
13.0416%, 11.271%, 10.72% and 8.9015% of variations respectively. 


For the respondents Place & product offered in the mall is the most important factor which 
includes location, ambiance, product variety & prices. The behavior and knowledge of staff 
members also play the vital role while making the decision. The third important factor is the layout 
of the stores and their operating hours because everybody wants to make selections as fast as 
possible and as per theirs timings so that their work should not suffer. The Easy Retail Benefits & 
Courtesy are other two major factors which deals with the competitive pricing, discounts & offers, 
membership (loyalty) benefits & availability and charges of parking space. 
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THE FAMILY USUALLY GO FOR SHOPPING SHOWS BY THIS DIGRAM 


Frequently family purchase from malls 


_  Twicea 
Quartely Daily week 
16% 0% 5% Weekly 


14% 


This graph shows that 5% family’s are willing to buy twice a week from malls,14% family’s are 
willing to buy weekly,18% family’s are buying fortnightly,16% family are buying quarterly and 47% 
family’s are willing to buy on monthly basis. 


READY TO WEAR BRANDS PREFERENCE 
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BRANDS PREFER FOR KIDS 
WEAR 


Catmoss 
12% 


This pie chart shows that 38% respondents prefer Liliput brand, 24% prefer Ginny & Jony, 15% 
go for others, 12% prefer Catmoss, 11% respondents prefer First Cry for kids wear. 


CONCLUSION 


lis 


10. 


The existing shopping mall like R kay and celebration are good, but as the Udaipur is 
growing metropolitan city the expectations of respondents are much higher than current. 


Parking is not up to the mark in current shopping malls. There should be at least four 
grounds parking as the numbers of per capita four wheelers are very high in Udaipur. 


Built relation with the industry to promote the sales. 


Research indicated that Customers feel conservative to buy fruits & Vegetable from air- 
conditioned supermarkets. They still prefer to buy these kinds of products either from the 
local mobile vegetables sellers or from the nearest sabji market. 


Customers have become more sensitive to quality, customer service and status. 


The customers want to see more outlets being opened therefore it clearly states the amount 
of growth that is prevailing out here. There is a huge potential and growth opportunities that 
lie for the organised sector, but it would not lead a major impact on the unorganised because 
the mindset of the Indian consumer is such that we can’t think our life’s without having a 
kirana store near our locality. 


Majority of respondents prefer Levi’s as ready to wear, for kids wear they prefer Lilliput. 
The offer in festive season and promotion activities increases the footfall. 


Udaipur is an industrial hub for mining industry having a large employee base and these 
industries provide huge bonuses to their employees so that can be converted into coupons. 


In current shopping mall local food is unavailable and as the respondents like local food 
from the local vendors so there should be some stalls and corners for local food in upcoming 
shopping malls. 
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Abstract— This paper seeks to find out that how the work situation factors that affect the customer orientation of 
employees in context to Bharat Sanchar Nigam Limited as a Cellular Service Provider in a competitive environment. 


Methodology: The BSNL employees were approached through email and in person (417 out of 1361) by considering factors 
like: frontline employee customer orientation, team service climate, empowerment, participation, organizational 
identification and self-efficiency. The study is correlational and data collected is analyzed by scale reliability for 
questionnaire scaling validity, factor analysis and regression analysis descriptive statistics, and measurement of items, with 
a view to investigate the relationship between variables and make predictions regarding which antecedents lead to frontline 
employee. IBMSPSS.20 is used for data analysis as a statistical tool. 


Findings: The collected data explores on positive relationship between frontline employees and organizational 
identification, self-efficacy and service climate. 


Research Implications/ Limitations This study identifies several factors that managers focus on if they want to increase 
the customer orientation of frontline employees. In future the research can be extended with larger samples and including 
more areas of research 


Keywords: Customer Orientation, Team Service, Participation, Organizational Identification, Self-efficiency 


INTRODUCTION 


India is celebrating 21st century as "century of service economy" and has booming on 
telecommunication services. No doubt, the issue of managing service brand at priority level to the 
cellular mobile service providers (CMSPs). Majority of the cellular mobile service providers face a 
problem on customer dissatisfactory interactions with frontline employees. Bharat Sanchar Nigam 
limited is one of them and has challenges on retaining the customers. As the downsizing and aging 
workforce of such a leading state-owned public sector unit is facing tough competition with the 
rivals, especially in the area of cellular services, its human power planning needs on increasing 
employee behavior, attitude and performance of frontline employees by converting their potentiality 
into profitability. This paper seeks to find out that how the work situation factors that affect the 
customer orientation of employees in context to Bharat Sanchar Nigam Limited as a Cellular 
Service Provider in a competitive environment. The BSNL employees were approached through 
email and in person (417 out of 1361) by considering factors like: frontline employee customer 
orientation, team service climate, empowerment, participation, organizational identification and 
self-efficiency. Data collected is analyzed by scale reliability for questionnaire scaling validity, factor 
analysis and regression analysis descriptive factor analysis and regression analysis with a view to 
investigate the relationship between variables and make predictions regarding which antecedents 
lead to frontline employee. IBMSPSS.20 is used for data analysis as a statistical tool. The collected 
data explores on positive relationship between frontline employees and organizational 
identification, self-efficacy and service climate. This study identifies several factors that managers 
focus on if they want to increase the customer orientation of frontline employees. Further research 
can be extended with larger samples and including more areas of research 


OBJECTIVES OF STUDY 


1. To study the role of frontline employees towards improvement of customer orientation with 
reference to BSNL, Vadodara Telecom District. 


2. To study the effects of work situation factors that affects the customer orientation of 
employees in context to BSNL, Vadodara Telecom District. 
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3. To determine the most influential factor of work situation with customer orientation in 
context to BSNL, Vadodara Telecom District. 


RESEARCH QUESTIONS 


1. Is there any relationship between frontline employee customer orientations and team service 
climate in context to BSNL, Vadodara Telecom District? 


2. Is there any relationship between frontline employee customer orientations and participation 
in context to BSNL, Vadodara Telecom District? 


3. Is there any relationship between frontline employee customer orientations and 
empowerment in context to BSNL, Vadodara Telecom District? 


4. Is there any relationship between frontline employee customer orientations and 
organizational identification in context to BSNL, Vadodara Telecom District? 


5. Is there any relationship between frontline employee customer orientations and self 
efficiency in context to BSNL, Vadodara Telecom District? 


SIGNIFICANCE OF STUDY 


This study may contribute to the knowledge of the researchers as well as provide much needed 
information to the framers of human power planning in Bharat Sanchar Nigam Limited. The 
outcomes of the present study would be useful to the BSNL management as they search for ways to 
increase organizational performance and maximizing market share by strengthening its human 
resource planning department. Observing and documenting the factors which influence the role of 
frontline employee customer orientation will form a data bank of information that will be useful to 
the organization. Knowledge of such information will facilitate a better method of human resource 
planning and service delivery to the customers. Indeed, this case study, defines how frontline 
employee customer orientation influenced by team service climate, empowerment, participation, 
organizational identification and self-efficiency. 


REVIEW OF LITERATURE 


Customer orientation is the principle that addresses the importance of considering customer needs 
and wishes throughout the organization (Hennig-Thurau & Thurau 2003). The earliest advances on 
the topic examined the overall customer orientation of entire organizations, usually referred to as 
market orientation (cf. Day, 1994; Kohli & Jaworski, 1990; Narver & Slater, 1990; Ruekert, 1992; 
Shapiro, 1988). However, for a company to be customer oriented, their employees must be customer 
oriented (Kennedy et al., 2002; Donavan et al., 2004). The increased interest in individuals, rather 
than organizations, is aligned with the early argument of Schneider (1987): firms do nothing; it is 
the sum of employee behavior that determines the organizational direction. Definitions of employee 
customer orientation usually fall into one of two perspectives: one focuses on attitudes and beliefs, 
and the other focuses on actual behavior (Stock & Hoyer2005). Using the attitudinal perspective, 
Brown et al. (2002) defines customer orientation as “an employee’s tendency or predisposition to 
meet customer needs in an on-the-job context.” researchers also present customer orientation as a 
belief (Kennedy et a/., 2002) or value (Wieseke et al., 2007) held by an employee concerning the 
importance of satisfying customer needs. The behavioral perspective of customer orientation in the 
context of frontline employees can be credited to Saxe & Weitz (1982), who developed a scale to 
measure the customer orientation of salespeople (the SOCO scale).. With a similar behavioral 
perspective of customer orientation, Peccei & Rosenthal (1997) focus on employees’ day-to-day 
engagement and effort in serving customers. An important point by Hennig-Thurau & Thurau 
(2003) is that customer oriented beliefs and attitudes can be seen as an antecedent to related 
behaviors, thus the perspectives are connected. A recent study found that both customer oriented 
attitudes and customer oriented behaviors influenced customer satisfaction, but the behavior- 
satisfaction link was the strongest (Stock & Hoyer 2005). Employee beliefs will make a difference to 
delivered service quality only when they result in actual employee behavior (Peccei & Rosenthal 
1997). In fact, organizational barriers such as lack of empowerment may prevent an employee with 
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customer oriented attitudes from behaving in a customer oriented way (Hennig-Thurau & 
Thurau2003). On these grounds, we employ the behavioral perspective, even though we 
acknowledge the relevance and contributions from both perspectives. More specifically, we will use 
the definition of Peccei & Rosenthal (1997). To quote Peccei & Rosenthal (1997, p. 69), customer 
orientation is:" The relative propensity of an individual to engage in continuous improvement and 
to exert effort on the job for the benefit of customers." Proposed positive outcomes include 
improved service quality (Peccei & Rosenthal 1997), increased customer satisfaction (Hennig- 
Thurau 2004) and strong, long-lasting relationships with customers (Bove & Johnson 2000). In a 
meta-analytical review, Zablah et a/., (2012) found that employee customer orientation has positive 
effects on employee performance (self rated performance and manager-rated performance) and 
psychological outcomes (e.g. increased employee satisfaction and decreased intention to leave the 
organization). Furthermore, a strong link has been found between self-reported customer oriented 
behaviors and customers’ perceptions of service quality (Grénfeldt & Strother 2006). These findings 
have been supported in a variety of contexts, including hotels (Hartline et al. 2000), travel agencies 
(Hennig-Thurau 2004; Wieseke et al, 2007), and restaurants (Grizzle et al., 2009; Farrell & 
Oczkowski 2009) and financial institutions (Donavan et al. 2004). 


Research into service quality relates to the actual service delivery (Mukherjee & Malhotra 2006) 
by measuring consumer perceptions with scales such as SERVQUAL (Parasuraman et al., 1988). As 
these studies often focus on the role of frontline employees in delivering service quality, they will 
allow us to gain a more complete picture of the ability of a service organization to meet customer 
needs and exceed expectations. Externally, service quality leads to more satisfied customers (Cronin 
& Taylor 1992), and increased profits due to new customers, higher retention rates of existing 
customers, protection from price competition, and fewer service repairs (Berry et al., 1994). 
Internally, motivation is enhanced because employees are challenged to perform to their full 
potential (Berry et al., 1994 Frontline employee-specific antecedents commonly found to positively 
predict service quality are often related to HR practices, including empowerment (Gilmore 2001; 
Hartline & Ferrell 1996; Boshoff & Allen 2000), management evaluation of frontline employees 
based on positive customer outcomes (Hartline & Ferrell 1996; Boshoff & Allen 2000; Dean & 
Rainnie 2009) training of frontline employees (Ellinger et al. 2007; Dean & Rainnie 2009), and 
managerial coaching (Elmadag et a/., 2008). Other factors found to significantly influence service 
quality are management commitment to service quality (Hartline & Ferrell 1996; Dean & Rainnie 
2009), the internal support of team members (Jong et al. 2004; Mukherjee & Malhotra 2006; Dean 
& Rainnie 2009) and employee commitment to the organization (Boshoff & Allen 2000). 


Schneider et al., (2006, p. 117) defines organizational climate as “a summary impression 
employees have about ‘how we do things around here’ or ‘what we focus on around here’ or ‘what 
we direct our efforts to around here.’” This climate is created through formal HRM systems and the 
day to day experiences with co-workers and supervisors. Service organizations should create a 
climate for service (or service climate) where employees are encouraged to give good customer 
service (Schneider 1980). Peccei & Rosenthal (2001) conceptualized a climate for customer service 
as comprising of perceived commitment to customer orientation by 1) management, 2) the 
immediate supervisor, 3) co-workers, and 4) the organization. They also note that two other 
important elements are recognition for customer service and training in service excellence. In the 
HRM literature, the use of teams is regarded as a best practice and element of high performance 
work systems (Lepak et a/., 2006). For the purpose of our study, teams are formal work groups led 
by a designated supervisor. Teams are named as a job design factor that can increase motivation and 
provide employees an opportunity to contribute (Lepak et al., 2006). We believe two team 
dimensions are especially important in predicting frontline employee CO: team support and 
team CO. 


Empowerment is “giving employees the power to act in the interest of serving customers better” 
(Boshoff & Allen 2000, p. 73). Such employee discretion is particularly appropriate for service 
organizations because of the heterogeneity in customer requests and the need to deal with every 
customer as an individual (Gilmore 2001). Additionally, empowerment (similar to perceived 
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autonomy), can increase both intrinsic and extrinsic motivation (Ryan & Deci 2000), which is 
important for increased customer orientation of frontline employees (Peccei & Rosenthal 1997). In 
fact, giving frontline employees the opportunity to use discretion in customer interactions has been 
found to increase service quality (Ueno 2010;Boshoff & Allen 2000). Hartline & Ferrell (1996), 
however, found that empowerment is a two-edged sword because it may also increase employee 
frustration and stress in their attempt to balance role demands. Still, we concur with the argument of 
Hennig-Thurau & Thurau (2003, p. 32), who argue that “if an employee has the ability and 
motivation required to perform in a customer-oriented way, but feels that he or she does not have 
the legitimization to do so, then his or her behavior will not be perceived as truly customer oriented 
by the customer.” 


Participation refers to an employee’s ability to influence decisions regarding his or her job 
(Teas 1983). Participation has been found to positively influence the clarity of employees’ work 
responsibilities, and thereby service quality (Mukherjee & Malhotra 2006). It may also increase both 
employee motivation and customer satisfaction (Gilmore 2001). Dean & Rainnie (2009) propose 
that a lack of opportunity to pass on customer insights leads to lower service quality. Similarly, it 
has been found that the involvement of employees through empowerment and participation 
improves the employee service performance (Liao & Chuang 2004). Although the link between 
participation and customer orientation of frontline employees is scarcely researched (Sun et al., 
2011), we propose that frontline employee participation will increase customer orientation because 
it increases motivation and enables them to share their customer insights Self-efficacy is the extent 
to which an employee believes in his or her ability to carry out work related tasks (Gist & Mitchell 
1992), and is closely related to employees’ perceived job competence (Peccei & Rosenthal 2001). 
Hennig-Thurau (2004) consider the competence of employees an important prerequisite for 
customer oriented behavior, as more competent employees will better understand and meet 
customer needs. Similarly, greater self-efficacy has been found to positively influence customers’ 
perceptions of service quality (Hartline & Ferrell 1996). Other theoretical fields also focus on the 
importance of competent employees: competence will positively affect the motivation of employees 
(Ryan & Deci 2000). It is also considered to be a key factor among HRM practitioners to improve 
employee performance (Lepak et al., 2006). The positive impact of perceived job competence on 
customer oriented behavior has also been found in the setting of supermarkets (Peccei & Rosenthal 
1997). Further, considering evidence that employees with higher self-efficacy exert more effort on 
the job (Gist 1987) and perform at a higher level (Hartline & Ferrell 1996), 


Organizational identification is defined as “the perception of oneness with or belongingness to 
an organization and the experience of the organization’s successes and failures as one’s own” 
(Mael & Ashforth 1992, p. 103). The term stems from Social Identity Theory, which proposes that 
salient group memberships are important in how the individual defines him or herself (Ashforth & 
Mael 1989). The power of organizational identification lies in its ability to align employee attitudes 
and behavior with the core characteristics of the company (Wieseke et a/., 2007; van Knippenberg 
2000; Ellemers et al. 2004). Since they take on the values of the company, employees who identify 
with the organization are more likely to engage in customer oriented behavior when customer 
orientation is emphasized in the organization (Peccei & Rosenthal 1997; Wieseke et al., 2007). On 
these grounds, and based on the premise that the case company is strongly committed to becoming 
customer oriented, we propose that the organizational identification of frontline employees is 
positively associated with customer orientation. 


RESEARCH METHODOLOGY 


The BSNL employees were approached through email and in person (417 out of 1361) by 
considering factors like: frontline employee customer orientation, team service climate, 
empowerment, participation, organizational identification and self-efficiency. The study is cross- 
sectional and collected data are analyzed by scale reliability for questionnaire scaling validity, 
descriptive statistics, and measurement of items, factor analysis and regression analysis with a view 
to investigate the relationship between variables and make predictions regarding which antecedents 
lead to frontline employee. IBMSPSS.20 is used for data analysis as a statistical tool. 
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The sample size is determined with the help of following formula: 


eee Sa) 
s= (1-p) 


fond 


Where: Z=Z value 

p = percentage picking a choice, expressed as decimal 
c = confidence interval, 

The hypotheses developed for the study are as follows: 


Hy: No significant positive relationship exists between frontline employee customer 
orientations and team service climate 


Hy: No significant positive relationship exists between frontline employee customer 
orientations and participant 


M3: No significant positive relationship exists between frontline employee customer 
orientations and empowerment 


Hy: No significant positive relationship exists between frontline employee customer 
orientations and organizational identification 


Ms: No significant positive relationship exists between frontline employee customer 
orientations and self efficiency 


RESULTS AND DISCUSSION 


The results derived on the analysis of the collected data are presented in tabular from as follows. 
(Tables are presented in the annexure) 


Out of the total administered questionnaire through email and in person, 417 filled 
questionnaires were received back and were considered valid for analysis and interpretation. Table-1 
indicates the demographic profile of respondents. According to the demographic distribution of 
respondents, in gender wise frequency the males respondents are 377(90.4%) and the female 
respondents are 40(9.6%). The age wise frequency indicated respondents within age group of 21-35 
years are 19(4.5%) whereas in the age group of 36-50 years are 96(23.0%) while respondents in the 
age group of 50-59 years are 302(72.4%). All the respondents are married. The respondents having 
job profile with direct contact with customers on BSNL point of sales or touch points of BSNL 
service delivery. All the respondents have experience of BSNL service delivery where the most of 
the frontline employees have exclusively or inclusively duties of selling the BSNL services/products 
in Vadodara Telecom District. 


According to the results for Table -2 for scale reliability test of factors the range of Cronbach 
alpha of factors is 0.707-0.833.The association looks enough good on the basis of Cronbach alpha. 
value. That is why; the observed range of Cronbach alpha values validates the scaling in such a 
manner and moved for the further investigation. 


The results on descriptive statistics as reflected in Table -3 for mean, standard deviation and 
number of respondents areas follows: The range of mean value of all three factors is 2.89 to 3.39. 
The range of standard deviation for all three factors is 1.62 to 1.64 Mode value for all the factors is 
observed as 5.. The values of mean, standard deviation and mode are noticing on considerable 
variance in response received from respondents 


The results on measurement of items as given in Table-4 showas that; all the items are 
considered for further investigation because response validates the norms on valid respondents. The 
population source of investigation is frontline employees of Vadodara Telecom District; BSNL.The 
scaling technique is 5-point Likert scale for primary data collection. 
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For factor analysis as presented in Table-5a for the collected primary data. The KMO value of 
all the factors is observed to be between 0.682(Frontline Employee Customer Orientation, FECO) 
to 0.752(organizational identification, I). This gives us scope for further investigation (Kaiser 
1974a). indicates that The p- value (sig <0.05)as per Bartlett's Test of Sphericity for all the factors is 
0.000, and so it can be said that all the variables are perfectly correlated with themselves and for 
other items they have some level of correlation. 


For the results on total variance explained in Table-5b, Kaiser's rule was used in this analysis as 
the default of retaining factors with Eigen values larger than 1.00. The Eigen values for the first two 
principal components with Eigen values of 1.229(SE) to 3.306 were retained. (In the principal 
component and common factor analysis no distinction is made in deciding dimensionality by SPSS) 
Table-5c indicates the results on communalities, component matrix and rotated component matrix. 
Communalities indicate the amount of variance in each variable that is accounted for by the factors. 
The range of the same in our study is 0.534(FECO3 i.e." I work hard to satisfy the BSNL 
customers") to 0.950 (SE1 1.e."I know how to solve customer problems in BSNL"). The other values 
being less than 0.6 were not considered for further study. The closed relationships among the quoted 
items are also supported by Extractions Sums of Squared Loadings. The observations on having 
closed correlation among the items are also supported by the results on component matrix (PCA) 
and rotated component matrix. KMO values reflect on moving further investigation of collected 
data. The regression analysis is conducted and the results are discussed as follows. 


The results of regression analysis are shown in table-6. The results received from the factor 
analysis are considered for possibility of correlations between criterion variables of frontline 
employee customer orientation and predictor. (FECO) is considered as dependent variable (DV) 
and the rest of the factors are considered as independent variables (IDV). FECO has six variables 
and the rest of the predictors too have six variables to each factors. The results on regression 
analysis between DV FECO) and IDVs (TSCi-6, PART 1-6, EMP1-5 Oli-6,, SEi-. ) presents on testing 
of hypothesis. It can be presented as follows: 


Hol: No significant positive relationship exists between frontline employee customer 
orientations and team service climate 


H1: Significant positive relationship exists between frontline employee customer orientations 
and team service climate 


The value of R, R’ and adjusted R is shown in Table-6. The correlation between the observed 
value and the predicted value of the dependent variable is a measure of R. (R=0.780, R°=0.609, 
adjusted R* =0.603 for FECO,and TSC,.,). The measure of correlation is the square, R Square (R’) 
and exhibits the extent of variance in the criterion variable which is considered in this research 
paper. All the observations and variables are considered for the calculation of adjusted R square 
value. A highly useful insight is given by this R Square value. In this case, adjusted R’ is 0.603 
which indicates that 60.3% of the variance is found to between FECO, and TSC. 


The observation on the significance of Hol is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO,and TSC,... The results between FECO; and tsci.6 
indicate correlations. (R=0.821, R’=0.675, adjusted R* =0.670 for FECO;and TSC,.,) In this case, 
adjusted R’ is 0.670 which interpret that 67.0% of the variance is observed between FECO; and 
TSCi.. 


The observation on the significance of Hol is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
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dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO,and TSC,.. The results between FECO; and 
TSC. indicate correlations. (R=0.848, R?=0.719, adjusted R* =0.715 for FECO;and TSC,..) In this 
case, adjusted R’ is 0.715 which interpret that 71.5% of the variance is observed between FECO; and 
TSCi6. 


The observation on the significance of HO1 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO,and TSC,.¢. 


The above discussion and results of table-6 concludes that the correlations between 
FECO1*TSC1, EFCO3*TSC3 as well as FECO5*TSC5 have significant positive relationship. That 
means Hol is not acceptable and as a result, H,1 is accepted and Hol is rejected. It can be concluded 
that there is significance relationship between frontline employee customer orientation and team 
service climate in context to frontline employees of Bharat Sanchar Nigam Limited; Vadodara 
Telecom District. 


The results on H02 are as follows on its testing. 


Hy: No significant positive relationship exists between frontline employee customer 
orientations and participant 


Hy: Significant positive relationship exists between frontline employee customer orientations 
and participant 


The value of R, R’ and adjusted R is shown in Table-6. The correlation between the observed 
value and the predicted value of the dependent variable is a measure of R. (R=0.799, R’=0.638, 
adjusted R’? =0.633 for EFCO;and PART,.«,). This Adjusted R Square value gives the most useful 
measure. In this case, adjusted R’ is 0.633 which interpret that 63.3% of the variance is observed 
between EFCO; and TSC,.. 


The observation on the significance of H02 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO; and TSC, The results between FECO; and parti. 
«indicate correlations. (R=0.828, R’=0.685, adjusted R* =0.681 for FECO; and TSC,.) In this case, 
adjusted R’ is 0.681 which interpret that 68.1% of the variance is observed between FECO; and 
TSCi6. 


The observation on the significance of HO2 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO;and PART)... The above discussion and results 
of table-6 concludes that the correlations between FECO3*PART3 as well as FECO5*PARTS 
FECOS5*TSCS have significant positive relationship.. That means Ho2 is not acceptable and as a 
result, H;2 is accepted and Hp2 is rejected. It can be concluded that there is significance relationship 
between frontline employee customer orientation and participation in context to frontline 
employees of Bharat Sanchar Nigam Limited; Vadodara Telecom District. The results on H03 are 
discussed as follows on its testing. 


Customer Orientation of Frontline Employees: A Case Study of Bharat Sanchar Nigam Limited / 657 


M3: There is no significant positive relationship between frontline employee customer 
orientations and empowerment in context to BSNL, Vadodara Telecom District 


Hj;: There is significant positive relationship between frontline employee customer 
orientations and empowerment in context to BSNL, Vadodara Telecom District 


The value of R, R’ and adjusted R is shown in Table-6. The correlation between the observed 
value and the predicted value of the dependent variable is a measure of R (R=0.786, R’=0.617, 
adjusted R* =0.612 for FECO;and EMP,.). This Adjusted R Square value gives the most useful 
measure. In this case, adjusted R’ is 0.612which interpreted that 61.2% of the variance is observed 
between FECO; and EMP) .. 


The observation on the significance of HO3 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO; and EMP, The above discussion and results of 
table-6 concludes that the correlations between FECO3*EMP6.. That means H)3 is not acceptable 
and as a result, H)3is accepted and H)3 is rejected. It can be concluded that there is significance 
relationship between frontline employee customer orientation and empowerment in context to 
frontline employees of Bharat Sanchar Nigam Limited; Vadodara Telecom District. The results on 
H04 are discussed as follows on its testing. 


Hy: No significant positive relationship exists between frontline employee customer 
orientations and organizational identification 


Hz Significant positive relationship exists between frontline employee customer orientations 
and organizational identification 


The value of R, R’ and adjusted R is shown in Table-6. The correlation between the observed 
value and the predicted value of the dependent variable is a measure of R (R=0.791, R’=0.625, 
adjusted R* =0.620 for EFCOs and OI,«). This Adjusted R Square value gives the most useful 
measure. In this case, adjusted R’ is 0.620 which interpreted that 62.0% of the variance is observed 
between EFCO; and OI... 


The observation on the significance of H04 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO, and OI,.. The results on FECO6 and OI6 are 
also gives significant positive relation to each other. (R=0.845, R’=0.714, adjusted R? =0.710 for 
EFCO, and OI,..). n this case, adjusted R’ is 0.710 which interpreted that 71.0% of the variance is 
observed between FECO,and OI). 


The observation on the significance of H04 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for FECO, and OI... 


The above discussion and results of table-6 concludes that the correlations between 
FECO6*OI6. That means H4 is not acceptable and as a result, H,4is accepted and H4 is rejected. 
It can be concluded that there is significance relationship between frontline employee customer 
orientation and organizational identification in context to frontline employees of Bharat Sanchar 
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Nigam Limited; Vadodara Telecom District. The results on HOSare discussed as follows on its 
testing. 


Ms: No significant positive relationship exists between frontline employee customer 
orientations and self efficiency 


Ai;: Significant positive relationship exists between frontline employee customer 
orientations and self efficiency 


The value of R, R* and adjusted R is shown in Table-6. The correlation between the observed 
value and the predicted value of the dependent variable is a measure of R (R=0.792, R’=0.627, 
adjusted R* =0.622 for FECO; and SE,.). This Adjusted R Square value gives the most useful 
measure. In this case, adjusted R’ is 0.622which interpreted that62.2% of the variance is observed 
between FECO; and SE1 «. 


The observation on the significance of H05 is presented in ANOVA part of table-6. Significant 
value (p) is 0.000 and can be said sig.0.000, where p<0.05. The extent of contribution of the 
variables can be observed by studying the standardized beta coefficient. Being large value it can be 
commented that as the independent variable has a unit change, it has a significant impact on the 
dependent variable. This gives us the insight in to the effect of independent variable. Sig (p) value is 
observed as 0.00 which is less than 0.05 for EFCO; and OI,.. The above discussion and results of 
table-6 concludes that the correlations between FECOS5*SE2.. That means H)5 is not acceptable and 
as a result, H,5is accepted and Hp) is rejected. It can be concluded that there is significance 
relationship between frontline employee customer orientation and organizational identification in 
context to frontline employees of Bharat Sanchar Nigam Limited; Vadodara Telecom District 


It can be concluded from the above discussion that frontline employee customer orientation 
(DV) has significant positive relationship with team service climate (TMC), participation (PART), 
empowerment (EMP), organizational identification and self-efficiency (IDVs) 


CONCLUSION 


The results of this study reveals that some of the factors like, frontline employee customer 
orientation, team service climate, participation, empowerment, organizational identification and 
self-efficiency. The factor "frontline employee customer orientation" focuses on positive relationship 
with other factors. The study examines how dimensions of frontline employee customer orientation 
are related with team service climate, participation, empowerment, organizational identification and 
self-efficiency. The role of frontline employees of BSNL, Vadodara Telecom District is very crucial. 
It is necessary to maintain harmonious atmosphere and team spirit amongst the team mates as well 
as creating customized services. (TSC1, TSC3 and TSC5 have significant positive relationship with 
FECO). The objective-2 of this study is also satisfied. The effects of work situation that relates to 
frontline employees of BSNL, Vadodara Telecom District in terms of team service climate, 
participation, empowerment, organizational identification and self-efficiency (H,1-5) The most 
influential variable of work situation with customer orientation in context to BSNL, Vadodara 
Telecom District is FEC05 and TSC5 (adjusted R square is 0.715,R square is 0.719,R is 0.848,F is 
175.220,beta 0.918,t -value is 20.420 and sig.p-value is 0.00, p<0.05) i.e. There is the most 
significant positive relationship between " Extra efforts is my nature for BSNL customers "(FECOS) 
and "My staff members have a genuine desire to satisfy BSNL customers"(TSC5). 


The findings also focus on the following important factors which may help BSNL to increase 
the sales of its service(s). 


1. Role of team members of frontline employees in terms of employee behavior, attitude and 
performance. 


Team service climate. 
Self-efficiency. 


Empowerment. 


Dy tee cs oh. 


Participation. 
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LIMITATIONS AND SCOPE FOR FURTHER RESEARCH 


The primary data collected for the purpose of this study has few limitations in terms of time, 
determined sample size, research area as well as questionnaire administered to the respondents. The 
outcomes may change on addition of factors and research area considered for this study. 


RECOMMENDATIONS 


1. It has been recommended for the future researchers to investigate out the different factors 
which could facilitate in defining the determinants considered for investigation in this study. 


2. The challenge for BSNL is to deliver customized services with a view to retain the customers 
so that, frontline employees can be trained professionally in terms of customer relationship, 
organizational performance and importance of competitive business. 


3. The results of factor analysis in this study indicates the need for allowing frontline 
employees to participate in the decision making process of the organization. 


4. The BSNL management can measure employee job competency with a view to meet 
competitive market environment. 


5. The BSNL management can improve employee empowerment for better service delivery to 
the customers. 


6. The postulated relationships among the studied variables might encourage BSNL as a CSP 
to figure out appropriate course of action to win customers’ trust by providing better services 
in order to create a loyal customer base by utilizing frontline employee potentiality. 
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ANNEXURE 
Demographic Profile (Table-1) 
Sr. Demographic Profile Category Frequency Percentage% 
1 Gender Male 377 90.4% 
Female 40 9.6% 
2 Age 21-35 years 19 4.5% 
36-50 years 96 23.0% 
50-59 years 302 72.4% 
3 Marital Status Married 417 100% 
Unmarried 0 0 
4 Education College Level 376 90.2% 
School Level Al 9.8% 
5 Department Sales(inclusive duties) 244 58.5% 
Sales(exclusive duties) 23 5.5% 
Sales(indoor ) 110 26.3% 
BSNL touch points 40 9.6% 
6 Salary <5 lakh 25 6.0% 
5-10 lakh 392 94.0% 
6 Experience <25 years 47 11.3% 
> 25 years 330 79.1% 
Scale Reliability Test (Table-2) 
Factor Total Excluded * | Valid | Noof | Measured Standard Decision 
Respondents Items | Cronbach Internal 
Alpha Consistency 
Frontline Employee 417 0 417 6 0.707 0.7<0 <0.8 | acceptable 
Customer Orientation 
(FECO) 
Team Service 417 0 417 6 0.777 0.7<0 <0.8 | acceptable 
Climate(TSC) 
Participation (PART) 417 0 417 6 0.782 0.7<0 <0.8 | acceptable 
Empowerment (EMP) 417 0 417 6 0.833 0.8<0 <0.9 | good 
Organizational 417 0 417 6 0.772 0.7<0 <08 | acceptable 
Identification(OI) 
Self Efficiency(SE) 417 0 417 6 0.786 0.7<0 <0.8 | acceptable 
Descriptive Statistics (Table-3) 
Factor Valid Missing | Mean | Mode Standard Minimum | Maximum 
Items Items Deviation 
Frontline Employee Customer 417 0 2.89 1 1.62 1 5 
Orientation (FECO) 
Team Service Climate(TSC) 417 0 3.36 5 1.63 1 5 
Participation (PART) 417 0 3.31 5 1.64 1 5 
Empowerment (EMP) 417 0 3,27 2 1.64 1 5 
Organizational Identification(OD 417 0 3.27 5 1.64 1 5 
Self Efficiency(SE) 417 0 3.39 p) 1.62 1 5 
Measurement of Items (Table-4) 
Factor Items | Excluded | Valid Items Scale Source 
Frontline Employee Customer 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Orientation (FECO) Scale Telecom 
Team Service Climate (TSC) 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Scale Telecom 
Participation (PART) 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Scale Telecom 
Empowerment (EMP) 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Scale Telecom 
Organizational Identification (OI) 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Scale Telecom 
Self Efficiency (SE) 6 0 6 5 point Likert | BSNL Employees of Vadodara 
Scale Telecom District 
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Factor Analysis (Table-5a) 


Factor KMO Approx. Chi- Bartlett's Test of Sphericity 
Square df Sig(p<,0.05) 
Fronline Employee Customer Orientation (FECO) 0.682 425.264 15 0.000 
Team Service Climate 0.735 626.317 28 0.000 
Participation 0.741 644.630 15 0.000 
Empowerment 0.720 1357.318 15 0.000 
Organizational Identification 0.752 602.304 15 0.000 
Self Efficiency 0.685 2932.958 15 0.000 
Total Variance Explained (Table-5b) 
Component Initial Eigenvalues Extraction Sums of Squared Loadings 
Total % of Variance | Cumulative % Total % of Variance Cumulative % 
1(FECO) 2.445 40.750 40.750 2.445 40.750 40.750 
1(TSC) 2.843 47.385 47.385 2.843 47.385 47.385 
1(PART) 2.881 48.024 48.024 2.881 48.024 48.024 
1(EMP) 3.306 55.097 55.097 3.306 55.097 55.097 
1(O]1) 2.816 46.936 46.936 2.816 46.936 46.936 
1(SE) 3.051 50.851 50.851 3.051 50.851 50.851 
1(SE) 1.229 20.479 71.329 1.229 20.479 71.329 
Extraction Method: Principal Component Analysis. 
Table-5c 
Communalities Component Matrix ** Rotated Component Matrix 
Initial Item* Extraction Item Comp 1 Item Compol Compo2 
1 FECO3 0.534 FECO3 0.667 FECO | Only one component was 
extracted. The solution cannot 
be rotated 
1 TSC2 0.535 TSC3 0.734 TSC Only one component was 
extracted. The solution cannot 
be rotated 
1 PART3 0.544 PART3 0.737 PART | Only one component was 
extracted. The solution cannot 
be rotated 
1 EMP3 0.790 EMP3 0.889 EMP Only one component was 
extracted. The solution cannot 
be rotated 
1 OI2 0.560 OI2 0.748 OI Only one component was 
extracted. The solution cannot 
be rotated 
1 SE1 0.950 SE6 0.734 SE COMP01 COMPO2 
SE3:0.951 SE6:0.857 
Regression Analysis (Table-6) 
Model Summary ANOVA coefficients 
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1089.554 


Total 
416 


*FECOI: I try to improve quality of services to customers FECO2: I am always making 
suggestions to my superior on improving service to customersFECO3: I work hard to satisfy the 
BSNL customers FECO4: I always try to do my level best for the customized services FECOS: 
Extra efforts is my nature for BSNL customers FECO6: I assure for my level best services to BSNL 
customers in future TSC1: My staff mates help me get my job TSC2: I am satisfied with the support 
I get from my staff members at work TSC3: My staff mates and I co-operate more often than we 
compete TSC4: My staff members are always doing their best to give good customer service TSCS: 
My staff members have a genuine desire to satisfy BSNL customers TSC6: I am encouraged to use 
my own judgment when serving the customers PARTI: I can greatly influence the decisions of my 
supervisor issues that are important to me.PART2: My supervisor often asks my opinion regarding 
how to the customer experience PART3: It is easy to get my supervisor to listen to suggestions 
PART4: My supervisor involves me on his decision making process PARTS: No discrimination on 
seniority on giving suggestions to my supervisor PART6:: Overall, am satisfied with participative 
activities for better services in my organization EMP1: I do not have to get approval from my 
supervisor before I solve customer problems EMP2: I am encouraged to use my own judgment 
when serving customers EMP3: I can serve customers in the way I think is best EMP4: Employee 
empowerment effects on service quality EMP5: Employee empowerment effects on customer 
satisfaction EMP6: Employee empowerment is at low level in my organization OI1I am very 
interested in what others think about my organization OI2: When I talk about my organization, I 
usually say “we” rather than “they”OI3: When someone praises BSNL, it feels like a personal 
compliment OI4: I am proud of being an employee of BSNL.OI5: Organizational identity 
influences organizational objectives OI6: stronger organizational identity helps for better 
organizational identification SE1: I know how to solve customer problems in BSNL SE2: I have 
had enough training from BSNL to do my job well SE3: I feel confident that my abilities are 
sufficient for my job in BSNL SE4: I have better career opportunities through performance in 
BSNLSES: I never think on quiting my present job in BSNL SE6: I am satisfied with my present job 
in BSNL. 
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Abstract—We are living in the age of Information and communication technology and in this era most of us are being 
touched by smart phone revolution which is also helping the marketers to get connected with millions of users through this 
smart platform. As per the report in The Hindu, India is known to be third largest internet user after USA and China, it 
has 55.48 crores mobile users in the country and 14.32 crore internet users. 


Innovation is one of the driving forces for success in the business, India ranks fifth among the top countries for smart phone 
users and as per KPMG survey, Indian mobile internet users can touch 164.8 mn by 2015. Smart phone marketing has 
become the new face for many companies with evolution of technical aspects like google android, Apple iOS operating 
system. This paper explains about the rising scope of Smartphone marketing with various case studies of leading companies. 


Keywords: Smartphone, Internet, Mobile, Google Android, Marketing 


INTRODUCTION 


Those days are gone when mobile was just used for call connectivity, due to the increased use of 
internet and Smartphone revolution; mobile subscribers are carrying a world of information and 
convenience in their pocket. Whether its ticket reservation, mobile recharge, Cricket score, live 
news, feeds, social networking or mobile marketing now everything is possible with simple touch on 
Smartphone. 


India has 51 million smart phone users in urban region, low cost budget smart phones ranging 
between Rs 5000 to 6000 has resulted 89% increase from 2012[20] among buyers. Smart phone can 
be defined as any phone with operating system, enhanced memory drive and processor which is 
capable of performing high end multimedia, graphic games, songs, application based services and 
have just like computer capabilities which can be held in hand. 


According to oxford dictionary Smart phone can be defined as the type of mobile phones 
typically with large screens and supported by an operating system which makes them capable of 
running general purpose applications. These mobile phones can perform many of the functions of a 
computer. [18] 


Mobile Marketing 


Ubiquitous network 
Connected Degree of consumer knowledge 
using 


: Strangers. 
Variables used 
Groupies 
Patrons 


Trigger of communication 


Reference: Andreas Kaplan definition on mobile marketing. 


Smart phone serve as a best medium for mobile marketing. Mobile marketing consist of various 
practices which make an organization able to interact and engage with the customers in an 
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interesting and relevant way by using mobile device and network. Mobile market association gives 
an estimate of Rs 300 crore on mobile ad spend in 2013 in India. Various companies like Flipkart, 
Lenskart, Dominos use to promote their sales through SMS marketing to the registered prospective 
buyers. Rohit Dadwal, MD, Mobile marketing association’s (MMA), Asia Pacifici APAC) 
comments that “mobile is the only medium that integrates seamlessly with every other medium. 


As per survey conducted by SAP, Indian customers has biggest appetite for mobile commerce, 
the study shows that 97% of consumers asked for more mobile interaction with retailers, banks, 
business utilities’ and other services. 


SMART MARKETING THROUGH MOBILE APPLICATIONS-A CASE PURVIEW 
PAYTM 


Paytm mobile solutions pvt. Ltd. is a Noida based e-commerce company founded in 2009 by Vijay 
Shekhar Sharma, it offers recharge services for mobile, DTH, toll tax, electricity bill payment and 
bus ticket. It has database user of 10 million and the application is freely available on Google play. 


Paytm is successfully serving millions of Indian customers who can easily use the recharge 
facility with their smart phone device. It provide a virtual wallet which helps to store the customers 
money so that they can easily use it for recharge within 7 seconds safely and securely without 
logging in online bank account frequently. 


BIGFLIX 


Big flix is an online movie on demand service started by reliance entertainment in jan 2012. Its 
mobile application has been downloaded for 1, 00000 times [9] from google play online market. The 
user can download [8] or stream movies from database by paying monthly subscription fees which 
starts from Rs 99. Bigflix has tried to create an affordable and convenient way of watching movie 
anytime, anywhere. 


SOCIAL NETWORKING APPLICATION 


Marketers can’t ignore the mass effect of social networking sites like facebook, most of the handset 
available in India come with dedicated facebook button such as HTC Cha cha, Vodafone blue, 
Recently facebook announced that its preloaded application will be available on home screen of 
android users limited to few mobile handset during the initial stage. None of the company can 
ignore the power of social media as they find it easy way to get connected with mass group of 
people easily. 


SMART MARKETING THROUGH IVR/ SMS-A CASE PURVIEW 
HUL IVR MARKETING 


Hindustan Unilever started a pilot project known as Instant voice response through All India radio 
in Bihar and U.P to promote their detergent brand active wheel. Under this project they advertised 
the no. 1800—300-1599 on radio and asked listeners to give a miss call, after giving miss call 
customers used to get auto generated calls from series of no. showing humorous conservation 
between husband and wife. The final result was that after launching at full phase in Jan 2012, HUL 
got more than 5 million missed calls at the end of March 2012 from 7.7 lakhs distinct no. The 
campaign was huge success for HUL to penetrate at the bottom of pyramid in rural area of U.P 
and Bihar. 


SMS CODE MARKETING 


E-commerce sites such as lenskart, snapdeal, infibeam and food business companies like Dominos, 
follow the sms marketing concept to convert customers into loyal customers. 
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MD-DOMINO* DM-NSKRT* DM-ATCHK* 

Hi, You’re now in premier Club SHOPPING MADNESS!!! SHOPPING MADNESS! FLAT 
of star Dominos Pizza Lovers. FLAT 50% Off on Branded Rs 500 off on purchase of Rs 
Get Rs 100 off on 24 Medium/ Sunglasses. Code “SUNS50” And 2500 & abv on Branded watches 
Large pizza. Call 68886888. lot more exciting offers @ www. & lot more exciting offers 
Coupon code. Mob 02. Vid 23 lenskart.com @www.watchkart.com 

Dec. 


The above data shows the coupon messages send to the registered customers mobile no. The 
customer mobile data is collected at the point of first purchase made by customers. Dominos Pizza 
take the mobile no. while delivering the customer’s order and use to send latest offers on Pizzas 
each month. These SMS coupon codes act as a pull marketing strategy for marketers to attract 
customers to their business place. 


*Reference-Author 


SMART MARKETING-PARADIGM SHIFT 
A DEAL ON MOBILE MARKETING; BRANDTONE AND UNILEVER 


Brandtone is a Dublin based mobile marketing company which provides marketing campaign 
support to leading companies like Unilever, sab millers, Kraft, pepsi and BP. Recently Brandtone 
has lauched its India operation to target Indian customers through mobile marketing. 


Unilever has announced to form a strategic tie up with brand tone to support mobile marketing 
campaign in emerging markets like India, China, Indonesia and USA as Keith Weed, Chief 
marketing officer (Unilever), said that over half of the companies turnover come from 
emerging market. 


SMART MARKETING-THE GAME CHANGERS 


Mobile operating systems such as Symbian, Bada, Android, Windows, IOS, Blackberry OS are 
known to be game changers and act as a fuel station for Smart marketing. These operating system 
support various application based program which are capable to run on smart phones, such as 
facebook, whatsapp, office suite, you tube, Times of India and many more in different categories of 
Business, Entertainment, News and games. 


Nokia’s smart multimedia mobiles were earlier based on symbian operating system, during 2010 
Symbian had 40% of market in India but now it’s outdated and has become obsolete, same with 
bada operating system which was used in Samsung mobile. 


Android, which is created by Google as a mobile operating system is known as king of 
smartphone market segment. It has nearly 79.3% share in global market [1]. In India android has 
almost 91% share in smartphone OS support software. The simple reason is that Google’s OS is 
freely available for all segments of smartphone in India ranging from 3000 to 50,000. It is used by 
many multinational mobile companies like Sony, Samsung, HTC, and other cost effective 
companies like Micromax, Karbonn, Lemon, Lava and Intex. 


Android Google play store has over 887431 applications; it has nearly 164143 paid application 
with an average price of US $ 2.5. If we talk about Apple, it sells one of the costliest mobile phone 
ranging from Rs 18000 to Rs 65000 and its iOS has over 13.2% global market share. Apple’s iTune 
apps store has more than 9,00,000 applications with 575 million accounts. Definitely these mobile 
operating systems are next bigger revolution in market and can be known as game changers for lots 
of stakeholders. 


SMART MARKETING-CHALLENGES 


This anytime anywhere wearable technology has transformed the human life by confining and 
squeezing the globe within the palm of human being. By digitalising the marketing and selling, the 
oldest profession on the face of this earth, it has created smart marketers and equally smart 
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customers. This may pose serious challenges—both technical and physical. Technically traffic 
optimisation and access optimisation will a challenge for the marketers and users. Physically the 
service would be an overall challenge. The more human friendly the software is, the more traffic will 
be there and equally the threat of competition. 


If we categorise the smart marketing challenges further in India, it can be online security threat, 
virus attacks, less penetration of internet users, slow speed, less no. of plastic money and internet 
banking account holders. During the end of Dec 2012 India had 1.88 crore credit card holders with 
a growth rate of six to seven percent annually. If we talk about security issues, according to trend 
micro report around 2900 online banking users were infected by virus attack during second quarter 
of 2013[11]. Customers in India still prefer to make online purchases through cash on delivery mode 
as they find it easy, safe and convenient mode for online shopping. 


CONCLUSION 


We have seen the upcoming changes due to technological revolution which is acting as a catalyst to 
change the face of traditional marketing concept; India is going to witness about 250 million people 
to be attached with 3G internet services by the end of 2013 which would definitely give rise to smart 
marketing concept in the nation. With the increase in digitalisation and increased use of information 
and communication technology among Indian Customers, who are favoured amongst the nations as 
one of the youth nation with better earning capacity, the days are not far enough when India would 
be a leading example in Smartphone marketing concept. 
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Abstract— 


Purpose: What will make customers buy again? can be a daunting question to answer. Reason is customer interests are 
governed by a complex assimilation of behavioral, attitudinal and situational factors (Chaudhuri and Holbrook, 2001) that 
makes answering this question unnerving. Only efforts can be placed towards understanding-how customer thinks 
(Gupta and Zeithaml, 2006) and the true reasons for why customers detract, even when they are satisfied, cannot be 
established (Jones and Sasser, 1995). In fact increased satisfaction does not result in increased loyalty (Soderland, 1998). It 
is because equation of satisfaction as relationship between expectation and experience changes very fast (Gee, Coates and 
Nicholson, 2008) making satisfaction unstable and temporary (Reichheld, Markey and Hopton, 2000). Customers are 
sometimes satisfied with one consumption experience and sometimes dissatisfied with the other (Giese and Cote, 2000). 
Failure of many loyalty programs—whose purpose is to induce customers by incentivizing for repeat patronage—in various 
customer loyalty studies, from airlines, restaurants, supermarkets, telecommunications (Uncles, Dowling and Kathy, 2002) 
confirms the hypothesis. The problem but is finding out the right measure of customer loyalty since there are far too many 
metrics. The use of gamut of such tools directed towards obtaining feedback, monitoring complaints, and recording 
satisfaction at different phases of buyer-seller relationship has been defined as Voice of Customer (VoC) in literature (Stank, 
Daugherty and Ellinger, 1997). Thus, VoC can be looked upon as information seeking tool that is largely used to minimize 
customer dissatisfaction, create customer delight and increase customer loyalty for the various products and services of the 
firm by identifying, structuring and prioritizing customer needs (Griffin and Hauser, 1993). This research attempts to 
answer—-how Voice of Customer can be used to design a sustainable customer loyalty. It explores the relationship between a 
set of identified constructs that impacts customer loyalty. 


Keywords: Customer Loyalty, Voice of Customer, Net Promoter Score (NPS), Customer Satisfaction, Financial Services, 
India 


METHODOLOGY/ APPROACH 


Net Promoter Score (NPS) methodology (Reichheld, 2003; 2006) has been used for the purpose of 
this study. It captures the Voice of Customer (VoC) by asking customers’ their likelihood to 
recommend a financial service like buying insurance, mutual funds etc. and why. Telephonic 
interactions and feedback through e-mails using NPS surveys were obtained from more than 15,000 
investor customers of the financial services firms based in India who has minimum a year old 
relationship with the firm with continued relationship. NPS calculates the ratio of promoters to 
detractors based on the question—how likely is it that you will recommend our company to a friend or 
colleague on a rating scale varying between 0 (extreme likely to recommend) and 10 (extremely 
unlikely to recommend). Promoters are customers with ‘highest rate of re-purchase and referrals’ 
who gave scores of 9 and 10. Detractors are customers with scores between 0 and 6 and rest are 
passively satisfied customers who gave scores of 7 and 8. Score is calculated using formula 
percentage of detractors minus percentage of promoters. 


FINDINGS 


The findings present 5 loyalty drivers to sustain customer loyalty in financial services business. It 
suggests immediate need for improving follow-up with customers whose main reason is lack of 
product knowledge resulting in poor product presentation to customers. Overall it resulted in 
negative satisfaction for customers in the sense it has lowered the customer’s trust in firm’s ability to 
render financial product based advice. Customers who gave 9 and 10 ratings did showed strong 
likelihood to recommend and symbolized loyalty however negligibly. 
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ORIGINALITY/ VALUE 


Acquiring customer in financial services firms is difficult given the fact regulators disapproves the 
use of any inducement like product discounting or loyalty based points. Complexity of financial 
products adds to the woe further, requiring extensive product education. This makes customer 
acquisition costs to shoot up and firms have to extensively look out for marketing efficiencies. 
Voices of Customer, using the NPS methodology here has unveiled the importance of customer 
follow-up and knowledge gaps as reason for poor product presentation and thus, lower customer 
confidence (trust) to act on financial product-based advice causing customers to detract. 


INTRODUCTION 


What will make customers buy again?-can be a daunting question to answer. Reason customer 
interests are governed by a complex assimilation of behavioral, attitudinal and situational factors 
(Chaudhuri and Holbrook, 2001) that makes answering this question unnerving. Only efforts can be 
placed towards understanding—how customer thinks (Gupta and Zeithaml, 2006) and the true 
reasons for why customers detract even when they are satisfied, cannot be established (Jones and 
Sasser, 1995). It is because equation of satisfaction as function of relationship between expectation 
and experience changes very fast (Gee, Coates and Nicholson, 2008), making satisfaction unstable 
and temporary (Reichheld, Markey and Hopton, 2000). Customers are sometimes satisfied with one 
consumption experience and sometimes dissatisfied with the other (Giese and Cote, 2000). Failure 
of many loyalty programs—whose purpose is to induce customers by incentivizing for repeat 
patronage-in various customer loyalty studies in airlines, restaurants, supermarkets, 
telecommunications (Uncles, Dowling and Kathy, 2003) seems to have repeatedly confirm 
the hypothesis. 


How and why loyalty develops still remains a core management issue among the researchers 
(Guenzi and Pelloni, 2004). The progress in measuring and clearly defining the concept of customer 
loyalty has been limited (Knox & Walker, 2001). It is because there is no one single or best way to 
gauge customer loyalty. Likelihood (or intention) to re-purchase and likelihood to recommend, 
however, are two major constructs that has been repeatedly deployed in different studies to 
understand their significance on financial performance (share of wallet, profitability) of the firm. Is 
customer loyalty a myth? Are customers coerced to display loyalty? Do loyalty programs really 
make customers loyal? Can loyalty be attributed to the terms like satisfaction and commitment? 
Does it mean satisfied customers do not defect? And, successively, if loyalty is gained, will profits 
also follow? That is how all questions ends at-measuring the impact of loyalty on firm’s 
profitability. The ultimate question however begins with answering—Is customer loyalty a myth? To 
answer this we must dig down the word ‘loyalty’. 


DYNAMICS OF CUSTOMER LOYALTY 


Customer loyalty can be defined as simple as ‘repeat patronage’ (arising out of biasness or 
preference, or from inertia or exit barrier) and as complex as ‘relation between attitudinal and 
behavioural dimensions’ (causing intention to purchase or switching, feel committed to or hold 
positive beliefs when compared to competitors) (Uncles, Dowling and Kathy, 2003). In short, it is 
behavioral, attitudinal and situational phenomenon (Chaudhuri and Holbrook, 2001). Attitudinal 
are unobservable constructs that deals with ‘what customer thinks’ (perception of service quality or 
intention to purchase) while behavioral are observable constructs that looks at ‘what customer does’ 
(Gupta and Zeithaml, 2006). 


But loyalty as a concept is elusive mostly because each industry has its own average behaviour 
pattern that influence loyalty (Coyles and Gokey, 2002). Researchers have established positive link 
between customer satisfaction and customer loyalty. However increased satisfaction does not 
necessarily lead to increased loyalty (Soderlund, 1998) and satisfied customers may defect as well 
(Jones and Sasser, 1995). Perhaps, for this reason, these have been deemed into four categories 
(Rowley and Dawes, 2000) as—‘disengaged loyals’ (no product awareness or product not relevant or 
affordability is questionable), ‘disturbed loyals’ (problem being faulty product, sense of ‘let down’ or 
temptation to try competitor), ‘disenchanted loyals’ (positive experience with competitor or a gap 
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between requirement and product range offered) and ‘disruptive loyals’ (hold negative attitude from 
start and create negative word of mouth). 


Another classification segments loyalty (Coyles and Gokey, 2002) as—‘emotive’ (most loyal, 
spend more, defect at a lower rate), ‘inertial’ (sticks to product because of high switching cost) and 
‘deliberative’ (represents 40% of overall customers of a firm who spends less and frequently reassess 
their purchase criteria). Another important classification defines loyalty again into four states/ 
strategies (Reinrtz and Kumar, 2002)—‘true believers’ (high on profitability and attitudinal loyalty), 
‘butterflies’ (profitable but transient who avoid getting into relationship with firm), ‘barnacles’ 
(customers with small share of wallet that can be profitable if managed well), and ‘strangers’ 
(customers with little profit potential hence avoid relationship with them). One more classification 
groups customers in one of four basic ways (Jones and Sasser, 1995) as—‘loyalists/ apostle’ 
(completely satisfied who keep coming back for repurchase since their experience exceeds 
expectation), ‘defectors/ terrorists’ (customer who opted out due to some failure and spread 
negative word of mouth), ‘mercenaries’ (show no loyalty and highly price sensitive, switch easily 
hence not profitable), and ‘hostages’ (customers who cannot switch due to some kind of monopoly, 
inertia or exit barrier). 


Development of loyalty therefore requires a composite mix of _ sustainability 
(inducing, incentivizing customer to repeat patronage—like through loyalty/ affinity programmes) 
and vulnerability (offsetting the chance to go to competitor by offering substitute) (McMullan, 
Rosalind (2005). It is therefore loyalty has been invariably referred to as ‘affective’ component 
(than ‘cognitive’ component) or the feeling of affection for certain commitment towards the 
organisation (Leck and Saunders, 1992). Loyalty is a “diverse set of behaviours” that acts as 
“motivation to maintain a relationship” results in “repeat purchasing, positive word of mouth, and 
higher share of wallet” (Zeithaml et a/., 1996) however cannot be delivered without satisfied 
employees that enhance sales growth and increase shareholders value (Ittner, and Larcker, 2003). It 
is therefore finding an accurate measure of customer loyalty is challenging. Measuring loyalty in a 
sense is about measuring behaviours at both—pre and post consumption stages—which forms the 
consumer feedback loop and the ‘strength of attitudes’ predicts loyalty—like patterns of past 
purchases. It is only then ‘why customers detract’ can be identified and ‘what actions will be 
required’ to win them back can be reasoned (Markey, Reichheld and Dullweber, 2009). 


LOYALTY & ITS LINK WITH CUSTOMER SATISFACTION 


To find out why customers defect, their satisfaction must be observed, otherwise new customers will 
simply only replace the defecting customers (churning) and turnover (profitability) will not grow 
(Reichheld, 1996). This effect is described as ‘leaky bucket’ (Ehrenberg, 1988) to highlight the 
‘disloyal’ customers whose defection lets the sales level to be steady instead of growing (Dowling 
and Uncles, 1997). Reichheld and Sasser (1990) in fact, demonstrated that controlling 5 percent 
attrition (or improving retention by 5 percent) can increase profitability up to 85 percent in select 
cases. It is thus proved that customer retention is more profitable than acquiring new customers 
however the importance of later cannot be ignored. Customer retention can be grouped under 
as—‘lost for good’ that takes customer defection as granted, and ‘always a share’ that considers 
customer switching as temporary (Gupta and Zeithaml, 2006). 


Customer defection is usually associated with their satisfaction with a firm. Satisfaction can be 
represented as function of relationship between expectation and experience whose equation is 
constantly changing (Gee, Coates and Nicholson, 2008) making satisfaction ‘unstable and 
temporary mental state’ (Reichheld, Markey and Hopton, 2000). Customer satisfaction is argued to 
be dependent on-—one’s experience with quality or truly the ‘service quality’ and SERVQUAL 
(Parasuraman et al, 1988) is the metric that is used widely to test this relationship. It tests 
satisfaction of a service measuring its quality based on tangibility, reliability, responsiveness, 
assurance and empathy. Negative satisfaction score usually cause ‘risk of switching’ (Lee and 
Cunningham, 2001). Therefore challenge for marketers is to meet ‘constantly changing’ customer 
expectations if not trying to exceed it to create ‘customer delights’ for better competitive advantage 
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(Berman, 2005). But not all customers can be treated as same-states the Pareto rule of 80/ 20-that 
urge firms to identify which 20 percent customers’ accounts for 80 percent of the firm’s business. 
Reinartz and Kumar (2002) suggest that profits earned from some customers do not qualify them to 
be served. They can be deemed as ‘bad profits’ (Brooks and Owen, 2006). Treating all customers 
alike will subsidize the high-end services for low profitable customers diluting the differentiation 
(quality, price, service etc.) and increasing the retention costs (Zeithmal, Rust and Lemon, 2001). 
What is required as a solution to this is ‘segment the customers’ based on customer lifetime value or 
CLV (Kumar, 2008) and allocate marketing spend to each segment based on lifetime valuation of 
customers of that group. Lifetime valuation calculates estimated profitability from the customer of a 
firm during his relationship with the firm over a period of time. Customer profitability is total 
revenue earned from relationship minus total costs incurred on the relationship (Garland, 2005). 
Accordingly most profitable customers get priority in the marketing budget as per the segmentation, 
and ‘bad profits’ can be repelled to allow robust marketing budget allocation in proportion to profits. 


Despite this 60 to 80 percent satisfied customer defect (Reichheld, Markey and Hopton, 2000) 
which leads to two generalizations — one, not all satisfied customers are loyal, and two, do not only 
satisfy customers rather delight them. But customer satisfaction as term is as vague as concept of 
loyalty. In fact satisfaction is predecessor of loyalty. In the absence of uniformity over its definition 
(process or outcome; affective or cognitive, attributes or behaviours, derived pre-consumption or 
post consumption, perceived expectations versus actual experience), the constructs of satisfaction 
cannot said to be the valid measure. It is because customers are sometimes satisfied with one 
consumption experience and sometimes dissatisfied with other (Giese and Cote, 2000). For 
customers it is about “how they felt after purchase” whereas to marketers it is about “what will 
make them buy next time” (Swaddling and Miller, 2002). It is therefore important to establish a link 
between customer satisfaction and firm’s profitability. 


Another reason that Beerl, Martin, and Quintana (2004) suggests is that customers can’t be 
impressed solely on product attributes in today’s competitive setting where every firm offers almost 
the similar attributes. Product variety has taken over the concept of ‘mass-market’ moving from 
product differentiation to market differentiation to now being ‘customer centric’ to determine how 
to serve every customer better. In their quest to pursue customer centric mission “firms either create 
loyal customers at unacceptably high costs or alienate customers in search for marketing 
efficiencies” (Sheth, Sisodia, and Sharma, 2000). In fact the problem with measuring customer 
satisfaction is that it does not tell how to achieve it (Meyer and Schwager, 2007). 


LOYALTY & ITS LINK WITH FIRM’S PROFITABILITY 


Customer satisfaction that is a key antecedent to re-purchase and loyalty has been widely accepted 
to have a positive impact on firm’s profitability (Luo and Homburg, 2007). But the correlations 
obtained (between customer lifetime value and profitability) show weak relationship suggesting that 
customer loyalty has little impact on firm’s profitability (Reinartz and Kumar, 2002). There’s little 
evidence that proves that regular customers were cheaper to serve, showed less price sensitivity or in 
giving recommendations when compared to others (Garland, 2005). But Reichheld (2003) claims 
that true loyalty clearly affects profitability using a methodology called Net Promoter Score (NPS) 
to prove this claim. NPS calculates the ratio of promoters to detractors based on the question—how 
likely is it that you will recommend our company to a friend or colleague? on a rating scale varying between 
0 (extreme likely to recommend) and 10 (extremely unlikely to recommend). Promoters are 
customers with “highest rate of re-purchase and referrals” who gave scores of 9 and 10. Detractors 
are customers with scores between 0 and 6 and rest are passively satisfied customers who gave 
scores of 7 and 8. Study reported 16% NPS (median score) of 400 companies in 28 industries with 
13,000 survey responses. It is also quoted that 7 point increase in NPS reported 1 point increase in 
firm’s revenue growth (Reichheld, 2006). 


Net promoter methodology, however has been severely criticized, based on Reichheld’s claim 
about NPS being better metric than traditional customer satisfaction survey to correlate loyalty to 
firm’s revenue growth. For example, Tronchin (2007) criticize NPS based on the fact that it takes 
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into account only single dimension—measuring only ‘intention or likelihood to reeommend’-leaving 
out the other complex, multi-dimensional relationships (like commitment of customers of your 
brand, market for the brand, growth potential of brand) between brand and its customers. 
Measuring only ‘the intention or likelihood to recommend’ makes NPS a ‘good idea but of little 
value’ because it has ‘narrow focus’ and ‘little predictive value’ (Morgan and Rego, 2006) just as 
measuring only the customer satisfaction doesn’t sufficiently provide for understanding loyalty 
(Hofmeyer and Rice, 2000). Keiningham et al., (2007) criticize the NPS validation replicating the 
data and the methodology used by Reichheld to challenge the predictive validity of NPS and 
disprove it as “single most reliable indicator of company’s ability to grow” since results invalidated 
the claims of NPS liked to firm’s growth. In fact, their study revealed that it’s not solely the NPS but 
ten other indicators that represented loyalty and satisfaction also did not significantly correlated 
with relative change in firm’s revenue. It demonstrated that neither NPS nor other indicators of 
loyalty and satisfaction can be solely linked to firm’s growth (Keiningham et a/., 2008). Further Ruf 
(2007) gave an interesting insight that even uncommitted customers of a brand can be the promoters 
of the brand and vice-versa. It means loyal customers can also detract and uncommitted customers 
can also carry a good image (word of mouth) about the brand. 


In most studies ‘customer expectations’ has been taken as the reference point for measuring 
customer satisfaction (Oliver, 1997) that underwent several changes in the present times. Like for 
example, Swaddling and Miller (2002) has taken Customer Perceived Value (CPV) to be the 
reference point for measuring satisfaction. It gives more clarity on—how much satisfied are you-by 
asking ‘compared to what’ thus comparing relative performance or importance of one offering 
against the other. This comparison, however judgmental, reflects ‘seeking behaviour’ and helps 
predict “what will customers buy”. The premise centers on comparison of one’s circumstances with 
what is thought to be an appropriate standard (Diener et a/., 1985). Customer perceived value is thus 
the key indicator of buying decision which in turn influences market share, sales revenue and 
competitiveness (Godwin and Ball, 1999). Therefore marketers are required to improve attributes of 
customer value that differentiate their products from competition. 


Another approach to measure customer satisfaction is Customer Effort Score (CES) that has 
claimed to have outperformed CSAT and NPS by measuring the efforts that a customer has put in 
search for the product. It is based on the premise that it is better to focus on reducing efforts of a 
customer to fulfill their basic expectation than to exceed their expectations (Dixon, Freeman, and 
Toman, 2010). A simple approach by Meyer and Schwager (2007) defines customer satisfaction as 
net result of number of good customer experiences minus the bad ones based on which customer 
decides what to think about a firm. It deals with customer’s cognitive, affective, emotional, social 
and physical responses to the retailer that a customer displays while passing through different stages 
of search, purchase, consumption, and after-sale phases of the experience (Verhoef et al., 2009). 
Experience that a customer gets at each of these stages has been deemed as Customer Service 
Experience (CSE) through which marketers create differentiation (like quality and performance, 
brand and price, service and deliver), required to improve satisfaction (Mascarenhas, Kesavan, and 
Bernacchi, 2006). But Jones and Sasser (1995) add that merely satisfying a client does not qualify for 
attractive financial returns, rather focus on turning them in completely or totally satisfied customers. 
According to them, totally satisfied customers are six times more likely to purchase over the period 
of next 18 months compared against satisfied customers. With several different constructs that can 
be deployed to measure customer satisfaction and rate its impact on firm’s profitability; it is a fact 
well proved here that there is no one way to make loyalty predictable. 


LOYALTY & ITS LINK WITH CUSTOMER SPEND 


The treatment of a retained customer and a first-time customer cannot be the same. A retained 
customer costs five times less than acquiring a new customer (Pfeifer, 2005); helps avoid the pitfalls 
of ‘leaky bucket’ (Reichheld, 1996; Dowling and Uncles, 1997); are likely to pay higher price for a 
firm’s products due to relationship stretched over a period of time (Kumar, 2008); and serve as 
positive word-of-mouth agent (Reichheld, 2006). Customer retention however will be profitable if a 
customer’s share of spend increases proportionately during the term of his relationship with the firm 
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minimizing the marketing costs spent on his acquisition. In fact customer spend (share of wallet) is 
known to have greater financial impact than retention, and together customer share of spending and 
customer retention can add as much as ten-times greater value to a firm than focusing on retention 
alone (Keiningham ef al, 2007). It is because and as observed above; some customers are not worth 
serving given the profits earned from them as against the costs spent on their retention (Reinartz and 
Kumar, 2002). In this regard it observed that offering low price indeed shoots up the chances of new 
customer acquisition but reduces the chances of sustaining this relationship for long. Not just this, in 
the long run, it also impacts the relationship with firm’s existing customer negatively (Gupta and 
Zeithaml, 2006). Coyles and Gokey (2002) argue that firms must look beyond detraction and focus 
on ‘changes in customer spending’ which can have ten times more value than preventing defections. 
The reason being more number of customers change their spending behaviour compared to the 
number of customers defecting. In fact measuring customer spend can give clue about customer’s 
likelihood to defect and firms can become better at preventing high potential customers 
from defecting. 


Loyalty programs have also been seen as instrumental in developing loyalty. These programs 
incentivize re-purchase, inducing customers to purchase more in future. Many examples can be 
noticed—as in airlines, hotels, tourism, supermarkets etc. Its purpose is mainly two fold—increase 
customer spends (Narayandas, 2005) and decrease customer defections (Duffy, 1998)-to grow its 
share of wallet. However loyalty programmes often have been criticized for being ‘misnomer’ and 
that they do not make customers ‘more loyal’ (Jardine, 2000). In fact these programs induce loyalty 
to the program rather than the core product and therefore the prime reason for purchase disappears 
(Uncles, Dowling and Hammond, 2003). Most of these programs however have failed to meet the 
customer expectations (Divett, Crittenden and Henderson, 2003). 


LOYALTY & ITS LINK WITH EMPLOYEE SATISFACTION 


Increased employee satisfaction leads to improved employee performance for which better 
employee selection and staffing has been cited as worthy criteria by Ittner and Larcker (2003). Rust, 
Lemon, and Zeithaml (2004) also suggests that customer satisfaction should first be measured in 
terms of productivity before its financial impact be measured. It is because customer satisfaction 
positively affects the ratio of sales to employee (Anderson, Fornell and Rust, 1997). In fact a firm 
that delivers higher customer satisfaction attracts the best talent and therefore enjoys higher human 
capital performance. With higher human capital performance, firm enjoys positive atmosphere 
(Dess and Shaw, 2001) which is a key success factor for firms. Thus customer satisfaction helps the 
firm boost human capital performance (Luo and Homburg, 2007). 


Complaints handling also prevent customers from defecting and increase the chances of winning 
back the defected ones. In fact complaining reduces dissonance caused due to dissatisfaction, thus 
increasing the customer satisfaction. However, at first, complaints cause short-term dissatisfaction 
among customers which dissipates after emotional release leading to positive re-purchase intentions 
(Nyer, 2000) reflecting the state of loyalty. This satisfaction-loyalty link however depends on the 
level of involvement, personal characteristics (like demographic factors and tendency to seek 
variety) and experience (like in case of service failure recovery) that lets a customer observe gap 
between the perceived and the actual (Bennett and Rundle-Thiele, 2004). 


CONSTRUCTS OF CUSTOMER LOYALTY 


Early researchers observed a positive link between customer satisfaction and customer loyalty 
decoding-satisfaction drives loyalty-based on improvement in retention (Ehrenberg, 1988; 
Parasuraman et al., 1988; Reichheld and Sasser, 1990). That implied increased satisfaction will lead 
to increased loyalty. But research in late 90s started to reject this general proposition. They observed 
satisfied customers could still defect (Jones and Sasser, 1995; Dowling and Uncles, 1997; Rowley 
and Dawes, 2000; Coyles and Gokey, 2002; Ruf, 2007) because satisfaction is unstable and 
temporary mental state (Reichheld, Markey and Hopton, 2000). The profits earned from some 
customers called as ‘bad profits (Brooks and Owen, 2006) do not even qualify them to be served 
(Reinrtz and Kumar, 2002). In fact treating all customers alike will subsidize the high-end services 


Linking Voice of Customer to Develop Sustainable Customer Loyalty: Introspecting Loyalty Drivers / 677 


for low profitable customers diluting the differentiation and increasing retention costs (Zeithmal, 
Rust and Lemon, 2001) and that switching is temporary (Gupta and Zeithaml, 2006). Customers 
can not be impressed solely on product attributes in today’s competitive setting where every firm 
offers almost the similar attributes (Beerl, Martin, and Quintana, 2004). Therefore customers are 
sometimes satisfied with one consumption experience and sometimes dissatisfied with other (Giese 
and Cote, 2000). It is the strength of attitudes that predicts the loyalty (Markey, Reichheld and 
Dullweber, 2009). So instead observing a direct link between satisfaction and loyalty, researchers 
used manifestation of satisfaction like—satisfaction with employees, satisfaction with brand value, 
satisfaction with service channel/ product etc. in response to profitability at both pre and post 
consumption stages. In fact problem with measuring customer satisfaction is it does not tell how to 
achieve it (Meyer and Schwager, 2007). 


Based on the literature studied under various sections above, the relationship between customer 
loyalty and employee satisfaction, brand value and customer share can be presented as the model in 
figure 1 given below. 


Customer 
Satisfaction 


Employee 
Satisfaction Brand Value 


Customer 
Share 


Fig. 1: Customer Loyalty Model 


In most studies ‘customer expectations’ has been taken as the reference point for measuring 
customer satisfaction (Oliver, 1996) that underwent several changes in the present times. Like for 
example, Swaddling and Miller (2002) has taken Customer Perceived Value (CPV) to be the 
reference point for measuring satisfaction. It gives more clarity on—how much satisfied are you-by 
asking ‘compared to what’ thus comparing relative performance or importance of one offering 
against the other. This comparison, however judgmental, reflects ‘seeking behaviour’ and helps 
predict “what will customers buy”. The premise centers on comparison of one’s circumstances with 
what is thought to be an appropriate standard (Diener et a/., 1985). Customer perceived value is thus 
the key indicator of buying decision which in turn influences market share, sales revenue and 
competitiveness (Godwin and Ball, 1999). Therefore, marketers are required to improve attributes of 
customer value that differentiate their products from competition. But Reichheld (2003) claims that 
true loyalty clearly affects profitability using a methodology called Net Promoter Score (NPS) to 
prove this claim. NPS calculates the ratio of promoters to detractors based on the question—how 
likely is it that you will recommend our company to a friend or colleague? on a rating scale varying between 
0 (extreme likely to recommend) and 10 (extremely unlikely to recommend). 


Another approach to measure customer satisfaction is Customer Effort Score (CES) discusses 
the efforts that a customer has put in search for the product. It is based on the premise that it is 
better to focus on reducing efforts of a customer to fulfill their basic expectation than to exceed their 
expectations (Dixon, Freeman, and Toman, 2010). A simple approach by Meyer and Schwager 
(2007) defines customer satisfaction as net result of number of good customer experiences minus the 
bad ones based on which customer decides what to think about a firm. It deals with customer’s 
cognitive, affective, emotional, social and physical responses to the retailer that a customer displays 
while passing through different stages of search, purchase, consumption, and after-sale phases of the 
experience (Verhoef et al., 2009). Experience that a customer gets at each of these stages has been 
deemed as Customer Service Experience (CSE) through which marketers create differentiation (like 
quality and performance, brand and price, service and deliver), required to improve satisfaction 
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(Mascarenhas, Kesavan, and Bernacchi, 2006). But as Jones and Sasser (1995) observed ‘merely 
satisfied’ customers (who gave a 4 rating on scale of 5) were six times less likely to buy compared to 
‘completely satisfied’ customers indicating the fact that even satisfied customers have tendency to 
switch unless they are completely satisfied. Complete satisfaction therefore is recognized as key 
driver of customer loyalty and superior long-term financial performance. 


With several different constructs that can be deployed to measure customer satisfaction and rate 
its impact on firm’s profitability; it is a fact that there is no one way to make loyalty predictable. 


RESEARCH METHODOLOGY 


Observing customer satisfaction can be significant in many ways. For example, finding out the 
probability of customer detraction by measuring ‘likelihood to recommend’ about the product or 
brand to the others (Reichheld, 1996; 2003). High likelihood intensity portrays minimal probability 
to switch and vice-versa (Lee and Cunningham, 2001). The problem but is finding out the right 
measure of customer loyalty since there are far too many metrics. SERVQUAL (Parasuraman et al., 
1988) so far and by all means recognized as most noted metric in this direction deployed to 
understand satisfaction in terms of quality of service. But this too has now many versions that have 
enlarged the scope of customer loyalty studies. Besides quality, more new and complex parameters 
have emerged that correlates the term satisfaction to firm’s brand value, employee satisfaction, 
customer spend etc. clearly defining and linking impact of each to firm’s financial profitability. 
These metrics give not just an approximate idea about how to constantly meet customer 
expectations but also how to try to create customer delight as point of differentiation for competitors 
(Berman, 2005). The use of gamut of such tools directed towards obtaining feedback, monitoring 
complaints, and recording satisfaction at different phases of buyer-seller relationship has been 
defined as Voice of Customer (VoC) in literature (Stank, Daugherty and Ellinger, 1997). Thus, VoC 
can be looked upon as information seeking tool that is largely used to minimize customer 
dissatisfaction, create customer delight and increase customer loyalty for the various products and 
services of the firm by identifying, structuring and prioritizing customer needs (Griffin and 
Hauser, 1993). 


This research attempts to answer—how Voice of Customer can be used to design a sustainable 
customer loyalty. It explores the relationship between a set of identified constructs that impacts 
customer loyalty. It aims to answer does—Voice of Customer (VoC) actually result in increased 
loyalty or satisfaction. The study will analyse customer behaviour towards financial products post 
consumption. Net Promoter Score (NPS) methodology (Reichheld, 2003; 2006) to capture the Voice 
of Customer (VoC) has been used for the purpose of this study. Telephonic interactions and 
feedback through e-mails using NPS surveys were obtained from more than 15,000 investor 
customers of the financial services firms based in India who has minimum a year old relationship 
with the firm with continued relationship. NPS calculates the ratio of promoters to detractors based 
on the question—how likely is it that you will recommend our company to a friend or colleague on a rating 
scale varying between 0 (extreme likely to recommend) and 10 (extremely unlikely to recommend). 
Promoters are customers with ‘highest rate of re-purchase and referrals’ who gave scores of 9 and 
10. Detractors are customers with scores between 0 and 6 and rest are passively satisfied customers 
who gave scores of 7 and 8. Score is calculated using formula percentage of detractors minus 
percentage of promoters. 


LOYALTY DRIVERS IDENTIFIED-ANALYSIS 


Five loyalty drivers identified for financial services businesses that can potentially be attributed to 
the profitability and delivering the customer experience can be enumerated as: 


Following up: In as much as 44% cases, it has been found that follow-up with clients is not 
regular (criteria taken is 3 follow-ups in first 90 days) resulting in development of ‘lack of trust’ 
feeling and look out for ‘switching’ opportunity. In 38% cases, respondents shown a strong feeling 
to switch to competitor or pull back investments. However, only 12% is able to do that because of 
exit barrier posed by many financial products. A dissatisfied stranded customer will never 
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recommend the brand. In fact, he is more likely to spread bad word of mouth which in this 
information age and online time means a hard blow of firm’s profitability. 


Advisor’s Knowledge: Knowledge is synonym with trust in financial services which is core 
element in start of a relationship. Given the nature of complexity of financial products in the present 
times, and the variety offered (author identified about 90 product schemes offered by 9 asset 
management companies under 4 mutual funds category only which confirms the variety existence 
factor)—-makes it important that advisor should qualify to be trusted. In 39% cases advisors’ are rated 
poor on the knowledge about the product they pitch. The reason can be attributed to mainly the two 
facts—externally, the overall high attrition in the industry, and internally, the training gaps and 
limited absorptive capacity to memorize complex products with high product variety. It is important 
that ‘specialization’ theory is adopted to fill this void. Specialization theory will segregate the 
advisors as ‘single product category specialist’ like ‘mutual fund advisor’ or a ‘life insurance 
advisor’. Product multiplicity divides an advisor’s attention and wants him to master product 
category duality which is barely feasible for every advisor to follow. 


Brand Value: A very good value proposition followed by poor fulfillment of expectations is a 
crime. SERVQUAL as a tool tests this gap between perceived versus actual service received. A 
brand must live up to its promise that is often measured in terms of customer feedback. 36% 
customers invested basis on brand reputation rated the services received poorly. This dissatisfaction 
raises a question whether brand will be able to cross sell and up sell to this customer in future. Poor 
client retention ratio is what a ‘good brand image but poor service’ equation results into. The fact 
repeatedly proved is it costs less to serve an existing customer than acquiring a new customer. 
Hence, client retention is directly proportional to its brand value in the long term. 


Employee’s Attitude towards Service: Service culture is the sum total of employee’s perception 
towards serving a client multiplied by his own satisfaction with the firm. While employee 
perception-attitude are shaped up by factors like ‘responsiveness’ and ‘sensitivity’ to customer’s 
needs; his own satisfaction with job plays a vital role in service delivery. A causal interaction with 
19 financial advisors revealed that customers are increasingly ‘being demanding’ and few of them do 
not qualify to be served given the time and costs they demand to be spent on them. Continuous sales 
pressure of meeting monthly targets requires them to seek and hunt only customers who would pay 
good margins to their sales account, ignoring the low-value but future potential customers. Quantity 
versus quality dilemma is another that demands understanding how many existing customers one 
advisor can serve at a time without compromising the quality of service expectation. Each of these 
points are corresponds to his own service satisfaction whose basis are resources available to meet 
service expectation, support from supervisor, incentivization policy, training requirements fulfilled 
and his own personal inclination towards service. High inclination to serve but poor resource 
availability can be the dampener of relationship. Similarly, the vice-versa holds true. 


Customer Spend: Commonly known as ‘share of wallet’, it denotes how much a consumer has 
spent with the firm and is likely to spend in future as well. Customer lifetime valuation is the tool 
deployed to understand the profitability from a customer over the course of its relationship with 
him. This assessment is a forecast about the likelihood of a customer to re-purchase and contribute 
to firm’s profitability. The customer spend apart from customer behaviour pattern depends upon 
how well the firm engages the client. Study revealed 24% feel no engagement with the firm. This 
engagement is company’s responsibility and not the advisor’s accountability. It has been proved in 
the various consumer studies that better the engagement with customer, higher will be probability of 
repeat business and recommendation. For example, studies have demonstrated that 7 point increase 
in NPS is equivalent to 1 point increase in revenue in some cases. Improvement in NPS will happen 
only when promoter-customers will recommend the firm and that they will do when they have 
significant experience with the firm. This experience or customer experience depends upon the kind 
of engagement a firm have with its customers. Customer experience and customer spend holds a 
directly proportionate relationship in this way. 
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CONCLUDING REMARKS 


Acquiring customer in financial services firms is difficult given the fact regulators disapproves the 
use of any inducement like product discounting or loyalty based points. Complexity of financial 
products adds to the woe further, requiring extensive product education. This makes customer 
acquisition costs to shoot up and firms have to extensively look out for marketing efficiencies. Using 
the NPS methodology here has unveiled the importance of customer follow-up and knowledge gaps 
as reason for poor product presentation and thus, lower customer confidence (trust) to act on 
financial product-based advice causing customers to detract. 


The findings suggest immediate need for improving follow-up with customers whose main 
reason is lack of product knowledge resulting in poor product presentation to customers. Overall it 
resulted in negative satisfaction for customers in the sense it has lowered the customer’s trust in 
firm’s ability to render financial product based advice. Customers who gave 9 and 10 ratings did 
showed strong likelihood to recommend and symbolized loyalty however negligibly. The research 
concludes that customer loyalty in financial services market is based on direct correlation between 
three constructs: perceived brand value, expected service quality, and likelihood of recommend. 
Initial findings suggest brand image has little impact on satisfaction and due to inertia that industry 
has created; it has posed exit barriers on customers leaving them highly dissatisfied with the service 
quality. And despite dissatisfaction, profitability has shown substantial increment, primarily due to 
competitors’ inability to generate switch in customer behaviours. 


The increment in profitability proves the theory that loyalty may not be linked to the satisfaction 
always. But such profitability is indeed short term and dissatisfaction caused may have lasting 
impact which might cause customer to switch as soon as the tenure of product taken is over or exit 
condition ends. Not just this, these firms will suffer poor cross selling ratio as dissatisfied customer 
will never be interested in firm’s other products. 


REFERENCES 


[1] Anderson, E.W., Fornell, C.L., & Rust, R.T. (1997). Customer satisfaction, productivity, and profitability: 
Differences between goods and services. Marketing Science, 16 (2), 129-145. 

[2] Bennett, Rebekah and Rundle-Thiele, Sharyn. (2004). Customer satisfaction should not be the only goal. Journal of 
Services Marketing, 18 (7), 514-523. 

[3] Beerl A., Martin, J.D. and Quintana, A. (2004). A model for customer loyalty in the retail banking market. European 
Journal of Marketing, 38 (2), 253-275. 

[4] Berman B. (2005). How to delight your customers. California Management Review, 48 (1), 129-151. 

[5] Brooks, Laura L. and Owen, Richard. (2009). Answering the ultimate question: how net promoter can transform 
your business. USA: Jossey-Bass. 

[6] Coyles, Stephanie and Gokey, Timothy C. (2002). Customer retention is not enough. The McKinsey Quarterly, 
2, 81-90. 

[7] Chaudhuri, A. and Holbrook, M.B. (2001). The chain of effects from brand trust and brand affect to brand 
performance: the role of brand loyalty, Journal of Marketing, 65 (2), 81-94. 

[8] Dess, Gregory G. and Shaw, Jason D. (2001). Voluntary turnover, social capital, and organizational performance. 
Academy of Management Review, 26 (3), 448-456. 

[9] Diener, Ed., Emmons, Robert A., Larsen, Randy J., Griffin, Sharon. (1985). The satisfaction with life scale. Journal 
of Personality Assessment, 49 (1), 71-75. 

[10] Divett M., Crittenden N., Henderson R. (2003). Actively influencing consumer loyalty. Journal of Consumer 
Marketing, 20(2), 109-126. 

[11] Dixon, Matthew, Freeman, Karen. and Toman, Nicholas. (2010). Stop trying to delight your customers. Harvard 
Business Review, July-August, 116-122. 

[12] Dowling, Grahame R. and Uncles, Mark. (1997). Do customers loyalty programs really work? Sloan Management 
Review, 38(4), 71-82. 

[13] Duffy D.L. (1998). Customer loyalty strategies. Journal of Consumer Marketing, 15 (5), 435-448. 

[14] Ehrenberg, A.S.C. (1988). Repeat Buying: Facts, Theory and Applications. London: Charles Griffin. 

[15] Garland, Ron (2005). Segmenting retail banking customers. Journal of Financial Services Marketing, 10 (2), 179-191. 

[16] Gee, Robert, Coates, Graham and Nicholson, Mike (2008). Understanding and profitably managing customer 
loyalty. Marketing Intelligence & Planning, 26 (4), 359-374. 

[17] Giese, Joan L. and Cote, Joseph A. (2000). Defining customer satisfaction, Academy of Marketing Science Review. 
Accessed from http://www.amsreview.org/articles/giese01-2000.pdf on September 20, 2013. 

[18] Godwin, Ross and Ball, Brad (1999). Closing the loop on loyalty. Marketing Management, Spring, 25-34. 

[19] Griffin, Abbie and Hauser, John R. (1993). The voice of the customer. Marketing Science, 12 (1), 1-27. 


Linking Voice of Customer to Develop Sustainable Customer Loyalty: Introspecting Loyalty Drivers / 681 


[20] Guenzi, Paolo and Pelloni, Ottavia (2004). The impact of interpersonal relationships on customer satisfaction and 
loyalty to the service provider. International Journal of Service Industry Management, 15 (4), 365-384. 

[21] Gupta, Sunil and Zeithmal, Valarie (2006). Customer metrics and their impact on financial performance. Marketing 
Science. 25(6), 718-739. 

[22] Hofmeyer J. & Rice B. (2000). Commitment-led marketing: the key to brand profits is the in the consumer’s mind. 
John Wiley & Sons: West Sussex. 

[23] Ittner, Christopher D. and Larcker, David F. (2003). Coming up short on nonfinancial performance measurement. 
Harvard Business Review, November, 1-9. 

[24] Jardine, A. (2000). Analysis-Why loyalty’s not as simple as ABC... Marketing, May. 

[25] Jones, Thomas O. and Sasser, Earl W. Jr. (1995). Why satisfied customers defect. Harvard Business Review, 
73, 88-99. 

[26] Keiningham, Timothy L., Aksoy, Lerzon, Cooil, Bruce, Andreassen, Tor Wallin, Williams, Luke (2008). A holistic 
examination of Net Promoter. Database Marketing & Customer Strategy Management. 15 (2), 79-90. 

[27] Keiningham, Timothy L., Cooil, Bruce, Aksoy, Lerzan, Andreassen, Tor W., Weiner, Jay (2007). The value of 
different customer satisfaction and loyalty metrics in predicting customer retention, recommendation and share-of- 
wallet, Managing Service Quality, 17 (4), 361-384. 

[28] Knox, S. and Walker, D. (2001). Measuring and managing brand loyalty, Journal of Strategic Marketing, 
9 (2), 111-28. 

[29] Kumar, V. (2008). Managing customers for profit: strategies to increase profits and build loyalty. Wharton School 
Publishing: New Jersey. 

[30] Lee, Moonkyu and Cunningham, Lawrence F. (2001). A cost benefit approach to understanding service quality. 
Journal of Services Marketing, 15 (2), 113-130. 

[31] Leck, J.D., & Saunders, D.M. (1992). Hirshman's Loyalty: Attitude or Behavior? Employee Responsibilities and 
Rights Journal, 5, 219-230. 

[32] Luo, Xueming and Homburg, Christian (2007). Neglected outcomes of customer satisfaction. Journal of Marketing, 
71, 133-149. 

[33] Markey, Rob; Reichheld, Fred and Dullweber, Andreas (2009), “Closing the customer feedback loop. Harvard 

Business Review, December, 1-6. 

[34] Mascarenhas, Oswald A., Kesavan, Ram and Bernacchi, Michael (2006). Lasting customer loyalty: a total customer 

experience approach. Journal of Consumer Marketing, 23 (7), 397-405. 

[35] Meyer, Christopher and Schwager, Andre, (2007). Understanding customer experience. Harvard Business Review, 

February, 117-126. 

[36] Morgan, Neil A. and Rego, Lopo Leotte (2006). The value of different customer satisfaction and loyalty metrics in 

predicting business performance. Marketing Science, 25 (5), 426-439. 

[37] Nyer, Prashanth U. (2000). An investigation into whether complaining can cause increased consumer satisfaction. 

Journal of Consumer Marketing. 17 (1), 9-19. 

[38] Narayandas, Das (2005). Building loyalty in business markets. Harvard Business Review, September, 1-8. 

[39] Oliver R.L. (1997). Satisfaction: A behavioral perspective on the consumer. McGraw-Hill: New York. 

[40] Parasuraman, A., Zeithaml, V.A., and Berry, L.L. (1988). SERQUAL: a multiple-itemscale for measuring consumer 
perceptions of service quality. Journal of Retailing, 64 (12-40). 

[41] Pfeifer, P.E. (2005). The optimal ratio of acquisition and retention costs. Journal of Targeting, Measurement and 
Analysis for Marketing, 13 (2), 179-188. 

[42] Rosalind, McMullan (2005). A multiple-item scale for measuring customer loyalty development. Journal of Services 
Marketing. 19 (7), 470-481. 

[43] Reichheld, F. and Sasser, W. (1990). Zero defects: quality comes to services. Harvard Business Review, September- 
October, 105-111. 

[44] Reichheld, F. (1996). The Loyalty Effect. Boston, MA: Harvard Business School. 

[45] Reichheld, F., Markey, R. and Hopton, C. (2000). The loyalty effect-the relationship between loyalty and profits. 
European Business Journal, 12 (3), 134-139. 

[46] Reichheld, F.F. (2003). The one number you need to grow. Harvard Business Review, 81 (12), 46-54. 

[47] Reichheld, Fred (2006). The microeconomics of customer relationships. MIT Sloan Management Review 47, 
(2) 73-78. 

[48] Reinrtz, Werner and Kumar, V. (2002). The mismanagement of customer loyalty, Harvard Business Review, 
July, 4-12. 

[49] Rowley, Jennifer and Dawes, Jillian (2000). Disloyalty: a closer look at non-loyals. Journal of Consumer Marketing, 
17 (6), 538-549. 

[50] Ruf S. (2007). Commitment and the Net Promoter score. A comparison: Conversion Model™ (CM) vs. Net 
Promoter Score (NPS), Conversion Model™ Conference, Cape Town, South Africa. 

[51] Sheth, Jagdish N., Rajendra S. Sisodia, and A. Sharma (2000). The antecedents and consequences of customer- 
centric marketing. Academy of Marketing Science, 28, (1), 55-66. 

[52] Sdderlund, Magnus (1998). Customer satisfaction and its consequences on customer behaviour revisited: The impact 
of different levels of satisfaction on word-of-mouth, feedback to the supplier and loyalty. International Journal of 
Service Industry Management, 9 (2), 169-188. 

[53] Stank, P. Theodore., Daugherty, Patricia J. and Ellinger, Alexandar E. (1997). Voice of the customer: the impact on 
customer satisfaction, International Journal of Purchasing and Materials Management, 33, (3) 2-9. 


682 / Research and Sustainable Business 


[54] Swaddling, David C. and Miller, Charles (2002). Don’t measure customer satisfaction. Quality Progress, May, 35 (5), 
62-67. 


[55] Tronchin, Enrico (2007). Net promoter score: simple and wrong is simply wrong, TNS Customer Equity Paper, 
October. 

[56] Uncles, M.D., Dowling, G.R. and Hammond, K. (2003). Customer loyalty and loyalty programs. Journal of 
Consumer Marketing, 20(4), 294-316. 

[57] Verhoef, P., Lemon, K.N., Parasuraman, A., Roggeveen, A., Tsiros, M., & Schlesinger, L.A. (2009). Customer 
experience creation: determinants, dynamics and management strategies. Journal of Retailing, 85 (1), 31-41. 

[58] Zeithaml, V., Rust, R. and Lemon, K. (2001). The customer pyramid: creating and serving profitable customers. 
California Management Review, 43(4), 118-42. 


Building Brand Image through Cause Related Marketing: 
A Study of Select FMCG’s in India 


Mobin Fatma’ and Zillur Rahman’ 
‘Research Scholar, Department of Management Studies, IIT Roorkee, Uttarakhand—247667 
? Associate Professor, Department of Management Studies, IIT Roorkee, Uttarakhand—247667 
E-mail: '‘mobinfatimambd@gmail.com, *yusuffdm@iitr.ernet.in 


Abstract—Zn recent times, India has seen an escalation of cause-related marketing (CRM) campaigns amongst fast 
moving consumer goods (FMCGs). Most of the leading companies are doing CRM in now a day, not only because it is 
clearly the right thing to do, but also because it is accompanied with the long term profit. The benefits that companies are 
driving from CRM are building their brand image and better brand image leads to brand loyalty and better share prices in 
the marketplace. Consequently, having and sustaining a good image is an absolutely fundamental asset for business success, 
due to the fact that a great part of consumers’ decision making is placed on image and reputation. 
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INTRODUCTION 


The business world is getting more competitive and companies are facing a tough competition in the 
marketplace. So they are looking for new ways to differentiate themselves from the competitor in 
order to survive. CSR works as a good branding exercise if taken as a cause-related marketing 
strategy wherein a company’s take steps towards enhancing and maintaining its brand’s image and 
loyalty with customers. People though keen on spending well today, are gradually becoming aware 
of the importance of supporting causes for a better future. A brand can gain a positive response 
through cashing on the sentiment as customers feels motivated to shopping with brands whose 
concerns is towards the societal development. Such initiatives lead to a better brand positioning, an 
increased appeal to customers and investors and an enhanced corporate image. 


CRM is also a way of boosting the ‘feel-good’ factor of a company’s work environment by 
enabling its employees to feel a sense of fulfillment of giving back to the community in the course of 
pursuing personal profits. A brand must ensure that the cause they are working for goes well with 
the brand’s identity. A company should keep in mind to advertise well about its brand’s association 
with charitable concerns so as to let customers be aware of it as the success of such partnerships 
depends largely on good marketing. 


In this paper, we aim to analyze the top FMCG companies who have associated themselves 
with the social cause and communicating their product with cause related marketing. As per 
CRISIL (2010), the Indian FMCG sector is the fourth largest sector in the economy with a total 
market size in excess of $13.1 billion. This sector has strong MNC presence and is characterized by 
a well established distribution network, intense competition between the organized and unorganized 
segments and low operational cost. Also the sector is hugely dependent on the massive rural 
consumer base of the nation. The product range of FMCG sector is characterized by low purchase 
amount, low involvement and lower risk (Kotler, 2000; East, 1997). It includes food and beverages 
like chocolate, cereals, ice cream, candies, soft drinks (Silayoi and Speece, 2004; Vaughan, 1980; 
Weiet et al., 2009), household care products like insect repellents and detergents (Knox and Walker, 
2001), and personal care like soap, shampoos, deodorant, toothpaste (Vaughn, 1980). 


LITERATURE REVIEW 


Cause related marketing is a viable promotion strategy for corporations to enhance and build their 
image among consumers (Brown et al., 2006). Varadarajan and Menon (1982), has defined cause 
related marketing as, ‘the process of formulating and implementing marketing activities that are characterized 
by an offer from the firm to contribute a specified amount to a designated cause when consumers engage in 
revenue-providing exchanges that satisfy organizational and individual objectives is known as cause related 
marketing’. The history of CRM can be traced back in late 1980s, when American Express Bank 
announced to donate five cents on the use of card to the ‘restoration of statue of liberty’ (Kotler and 
Lee, 2004). This campaign resulted in huge success and earned 108,000 US dollars. 
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Tsai et al., (1984) stated, CRM is popular among marketer as it has significant effect on 
consumers purchase intention. As per the Cone Corporate Citizenship Study (2004), consumers are 
willing to pay more for the companies who are socially responsible. Consumers prefer to local cause 
as compare to national causes and females are more positive to cause as compare to male 
(Ross et al., 1992). The CRM campaign resulted in improving the company image (Ross et al., 1992) 
and brand loyalty (Van Dan Brink et a/., 2006). It helps the company to differentiate themselves 
from the competitor and enhancing the value of the brand (Ross et al., 1992). The previous work on 
CRM has suggested that these campaigns are good for the company and consumers perceive them 
as favorable. To take a advantage in the market long term association with the cause result in 
positive responses (Arnott, 1994). It allows a better imaging of company and brand (Meyer, 1999) 


BRAND IMAGE 


Levy, (1959) has proposed the concept of brand image, and suggests that product have several 
emotional characteristics and consumer associate themselves with the brand through these 
emotions. Since 1950s brand image has emerged as an important concept in consumer behavior 
studies (Li et a/., 2011). Brand image is an essential element of brand equity as brand image consists 
of all the information that customers interconnect with the brand (Naqvi et al., 2013). Keller 
(1993, p. 3), has defined brand image as “perception about a brand as reflected by the brand 
association held in memory”. It is “a set of belief held about a particular brand” 
(Kotler, 1988, p.197). 


The “brand” has been regarded as distinct from the functional features of the product 
(Kim, 1990). Kim (1990, p. 65) suggests that ‘a product is a physical thing...a brand has no 
tangible, physical, or functional properties...Yet it is just as real as the product. Disembodied, 
abstract, ephemeral...it exists like a myth in the imagination of the consumer”. These information 
are developed from a variety of sources like brand experience, product attributes, packaging and 
user information. From a theoretical point of view Keller, (1993), have suggested that brand 
becomes more associated with the consumer when they are associating themselves with a charitable 
cause. The positive brand image results in related outcomes like loyalty, repeat purchase and 
positive word of mouth (Lai et a/., 2009). 


BUILDING BRAND IMAGE AND LINKING IT THROUGH CRM 


Deigendesh (2009) suggested, brands and cause related marketing are two sides of the same coin of 
entrepreneurial successes. On the one hand strategic CRM has a strong impact on building the 
brand image. On another side, brand is an output of all the activities a firm does in the competitive 
scenario, for the company and for the society itself. Many studies have studied the relationship 
between the social behavior and companies’ financial performance (Murray and Vogel, 1997; Sen 
and Bhattacharya, 2001). A survey conducted in America reported, that 70 percent of consumers 
are willing to pay more for the socially responsible company (Mohr and Webb, 2005), another view 
on the relationship has been find by the Devinney et al., (2006), reported that consumers are more 
apt to buy the product from the socially responsible companies but not at cost of compromising the 
functional features of the product because consumer buy for personal reason rather as societal 
causes. Firm’s should have a proactive approach towards the consumer social responsibility rather 
as reactive, if they want their socially responsible activities to have impact (Devinney et al., 2006). 


Building a brand image involves creating a meaning in the minds of customers what the brands 
stands for (Hoeffler and Keller, 2002). There are many type of association like functional, 
performance based to a more imagery that is linked to a brand (Keller, 1993). Cause related 
marketing offers a several means to create a brand differentiation (Hoeffler and Keller, 2002). 


This discussion brings the highlighting fact that stakeholder’s perception about the companies 
socially responsible behavior have a strong influence on the brand image. Reinforcing the 
companies brand image through the CRM can be a risky affair because consumers are skeptical 
about the companies’ intentions in indulging in such activities. Many studies have confirmed the 
fact that consumers will punish the firm, if they are found insincere in their social behavior 
(Bhattacharya and Sen, 2004; Sen and Bhattacharya, 2001). The way socially responsible activities 
are transferred to brand image can be articulated due to stakeholder pressure (Srnka, 2004). From 
this notion, there is a full agreement with the Werther and Chandler (2005, p. 34), that, ‘strategic 
corporate responsibility is a global brand insurance’. 
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CRM AND INDIAN BRANDS 


India has a long tradition of CRM activities since 1980s and has been known by different names like 
corporate philanthropy, social charity or duty (Sethi, 1977). In India all leading companies are 
indulging in socially responsible programs like education, health, sustainable development and 
uplifting the weaker section of society. For example companies like Maruti Suzuki, Bharat 
Petroleum, have adopted the whole villages and developing them holistically. The big houses like 
Tata and Aravind Eye Care are proactively engaging in the socially responsible activities and 
exhibited them as their soft marketing strategies. They are providing the medical and sanitation 
facilities, building schools, vocational training institute for teachings the farmers. Bharti Enterprises 
is running the country’s largest program in India to imparting the education to 30, 000 
underprivileged children’s in rural areas. IT companies like Wipro and TCS are developing software 
to help the children and faculty to have access to better resources in rural areas. 


CRM AND INDIAN FMCG 


Indian FMCGs are running in the race of associated themselves with the social causes to promoting 
the cause as well as their brands. HUL one of the leading FMCG company, is supporting the cause 
of hygiene awareness means washing the hands with the soap through its ‘swathya chetna’ program 
and promoting its ‘Lifebuoy brand’. Another example can be found Tata tea ‘jaago re’ campaign 
where the company has encouraged the youth to vote and promoted the growth. This campaign has 
leads us to website which allows many people to register themselves as online voters. Similarly, ITC 
Limited India’s one of the leading company have changed the life of thousands of farmers through 
its ‘e-choupal’. 


Another effort made by ITC is through the sale of ITC’s Expressions Greeting Cards helps the 
cause of SOS Villages-basically places that look after orphan children in India. Again, on the 
purchase of ITC’s Classmate notebooks, Re 1 is donated for the cause of rural development and 
children’s education. Procter and Gamble has joined hands with the non-governmental organization 
Child Rights and You (CRY) since 2005, and running the program ‘Shiksha’ to help and educate the 
children in India. Britannia is working with the teachers through its ‘learning by doing’ program 
where students will impart the knowledge about business understanding, financial awareness and 
citizenship behavior. 


The Colgate Palmolive is conducting a ‘oral hygiene awareness campaigns’ and ‘oral health 
educational program’ in India. The company has associated themselves with Indian Dental 
Association (IDA), and organizing the free dental camps across the country. The goal of this 
program ‘zero tooth decay’ in a country. Nestle is also working in partnership with government and 
non-governmental organization to provide the nutrition education to children through its 
‘Kids global program’. 


Godrej pledged to collect funds that would be utilized to provide school children mid-day meals. 
The fund was created in three ways. Firstly, a ‘healthy meal’ option was provided in the canteen 
menus to the employees. The savings from the reduced use of oil and sugar were diverted to the 
central pool of funds for the ‘ Table For Two’ initiative. Teach for India is a nationwide movement that 
aims to narrow the education gap in India by placing outstanding college graduates and young 
professionals, who commit two years to teach full-time in under resourced schools. They will 
become lifelong leaders working from within various sectors toward the pursuit of equity in 
education. Cadbury is conducting an employee volunteering program ‘iCARE’, it inspire employees 
to invest their money, time and skills towards the child welfare that can make a difference in 
the community. 


CONCLUSION 


CRM is considered as one of the important factors in the success of any organization. This study 
provides the discussion on cause related marketing activities of FMCG in developing countries like 
India. It has grown as a commercial activity in recent time and simultaneously it has grown as a 
concept also. The corporations have realized the importance of increased sense of social 
responsibility and signifying the collectivism. A paradigm shift has been observed where companies 
are associated with the causes without the expectation of any financial gain. There should be the 
proper fit of emotion with the marketing strategies that should be done smartly. 
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The cause taken should not be taking mere to increase the sales of the product and it should be 
capable enough to build the relationship with the customers on the emotional ground. If the cause 
chosen executed strategically, it can prove to help in added value, differentiating the offerings from 
the competitor, gaining a premium price and building a brand reputation and image. The things that 
need to be consider while going for cause related marketing: there should be the proper fit between 
the cause and company (e.g. Colgate oral health camp), and are there are a potential number of 
customers in the targeted market for the brand who have a strong empathy with the cause. Will the 
targeted consumers are taking credible for the brand associated with the cause or they are skeptical 
about the company’s intention to be indulging in such practices? 


Is the brand is able to differentiate itself from the competitors in the eyes of their stakeholders 
through the cause associated. 


In determining whether to pursue a cause related marketing program in general or in particular, 
the companies should realize that every brand in unique. It might have effect for one brand or low 
and even damage another brand image. The results of many studies (Murray and Vogel, 1997; Ross 
et al., 1992), that companies underestimate the effects of cause related marketing on the potential 
benefits of bottom line. Such kind of marketing initiatives gives an edge to the brand over its 
competitor and wining the customer in the marketplace. 
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Abstract—The use of self-service technology provides many advantages not only to consumers as well to service providers 
also. SSTs are now available in almost all types of industries in order to serve consumers better. Consumers’ life has become 
so convenient after adopting user-friendly SSTs. However the consumers’ attitude and intention toward adoption of SSTs 
have been extensively researched in many studies. But our study aims to develop a model to investigate various causes that 
affect the attitude and intention of consumers toward SST adoption in organized retail stores. On the basis of past studies, 
our hypotheses-based model was validated through Structure Equation Modeling. This study contributes to literature by 
developing and then validating the model. It also has managerial contributions by helping service providers to identify 
various factors while designing the corresponding equipments for service consumers. The present study covers only 
consumers visiting organized retail stores in specific location in India. This limits the generalizability of findings of this 
study in other contexts. 
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INTRODUCTION 


Due to the high and rapid growth of technology in services, researchers have begun to explore the 
role of consumer expectations and perception regarding adoption of SSTs. In simple words, SST 
refers to those information technologies that can facilitate automatic services of customers. A few 
studies describe the key factors leading to satisfaction/ dissatisfaction while using SSTs 
(Meuter, et al., 2000). IT-enabled SSTs are causing fundamental changes in the economics of service 
industry. The Internet’s influence in creating e-services has been revolutionary for service providers 
and their customers (Rahman, 2004). The advent of the Internet and electronic communication has 
enabled companies to be more responsive to their customers (Rahman, 2004). The Internet has 
emerged in the recent past as a dynamic medium for channeling transactions between customers 
and firms in virtual marketplace (Rahman, 2003). Additionally, Parasuraman (2000) proposes a 
‘technology readiness’ construct, which refers to the “propensity to embrace and use new 
technologies for accomplishing goals in home life and at work.” Technology readiness is actually a 
generalized individual difference concept that balances contributors (optimism and innovativeness) 
and inhibitors (discomfort and insecurity). 


In today's competitive environment, the purpose of any firm should be read as “creating and 
retaining loyal customers” (Rahman, 2004). For sustainable competitive environment, one of the 
necessary conditions is that a firm's offerings must be able to meet customers' needs and wants 
(Bhattacharyya and Rahman 2004). Loyal customers are always considered as a key to survival and 
success particularly in the service sectors like banking, hospitality, insurance and financial sectors 
(Rahman, 2006). For designing and development of any SST, a firm needs to know what service 
customers want from that specific SST. There are many studies that explored customers’ capacity 
and willingness as predictors of adoption (Walker et a/., 2002). In the changing scenario from 
product-centric to customer-centric approaches, the focus of marketers has shifted towards their 
customers and more deliberately on their experiences (Garg et al., 2010). The need of the hour is to 
provide quality products and responsive services in order to gain competitive advantage and to 
enhance customer lifetime value (Talib and Rahman 2010). 


Some of the other researchers investigated attitudes of customers to explore adoption intentions 
(Curran, Meuter, and Surprenant 2003; Dabholkar and Bagozzi 2002; Plouffe et al., 2001). TAM 
showed that ease of use and the perceived usefulness of any new technology affects attitudes of 
customers towards adopting that technology, which directly influences customer’s intention to use 
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that technology (Adams, Nelson, and Todd 1992; Davis 1989). There are several other models used 
to explore the impact of multiple factors on consumers’ attitude and intention toward adoption. 
These all factors may vary from one technology to another and also from one stage to another in 
adoption process. For instance, key factors may be different for different SSTs. Also the factors that 
strongly influence consumers’ decision in intention stage might have low or high impact in actual 
adoption stage. 


The SSTs play a crucial role to deliver quality services in service firms. They remove personnel 
from the transaction of service, but at the same time place more responsibilities on the customers to 
transact services effectively. Thus, they make customers’ involvement more crucial in service 
delivery process. A Change in service technology is always made with a plan that benefits the 
customers, but they also offer increased involvement on the customer side. This change also affects 
the habit of using traditional services by customers. Therefore, it becomes crucial for service 
providers that they must observe their customers and convince them to adopt that change in 
technology. The willingness and ability of managers in service firms to respond to changes in the 
service economy will determine whether their organizations survive and prosper (Rahman, 2005). 


In this situation, customers’ perception is really important because this might divide customers 
in to adopters or non-adopters. The success of new SSTs depends upon how customers perceive and 
how many customers adopt new SSTs. The basic purpose of present research is to explore the 
factors influencing adoption of self-service technologies by consumers in organized retail stores 
in India. 


BACKGROUND OF THE STUDY 


The literature on innovation has mainly addressed innovation adoption and innovation diffusion 
(Summers 1971; Rogers 1995; Greenhalgh et a/., 2004; Cheng and Huang 2013). According to 
Rogers (2003), innovation adoption can be represented by a multi-stage process through which one 
passes, from awareness to first adoption and then using of that innovation continuously. 
Throughout this process of purchase decision, one perceives innovation characteristics (Wood and 
Lynch 2002; Castafio et al., 2008) and weighs these characteristics based on choice decision. 
Therefore consumers weigh different attributes differently in different stages of adoption process. In 
other words, attributes perceived by a consumer in intention stage are weighted differently than in 
behavior stage. Gollwitzer (1999) also mentioned an imperfect relationship between intention and 
behavior. 


Majority of the studies addressed two key constructs 1.e., perceived ease of use (PEOU) and 
perceived usefulness (PU) influencing attitudes of customers towards adoption of new technology. 
These two constructs are crucial and central constructs used in TAM (Davis, 1989) and has been 
extensively researched (Adams et al/., 1992; Dabholkar 1994; Igbaria et al., 1996; Mathieson 1991; 
Taylor and Todd 1995). In some of recent studies, ‘convenience’ is found as one of the critical 
factors for measuring customer experience in banking industry (Garg ef al., 2012). Our study 
emphasized on consumers of organized retail store to investigate their attitude and intention toward 
SSTs. To do this, we apply SEM to reveal the effects of the attitudes of consumers on their 
intentions toward adopting the SSTs in organized retail store. 


TAM (Davis 1989) investigated the impact of PEOU and PU on consumers’ attitude and their 
intention toward adoption of new technology products. PU in general refers to the degree to which 
one believes that using a specific technology will enhance his/ her performance. On the next side, 
PEOU simply refers to the degree to which one believes that using a specific technology will be free 
from efforts. In basic TAM, PU directly affects consumers’ intention toward adoption, while PEOU 
directly as well as indirectly affects consumers’ intention toward adoption through PU. Although, 
the situational variables were not considered in TAM studies like perceived risk, need for 
interaction, and so on. Due to this, many researchers try to revise and improve the TAM in order to 
extend its applicability to study the adoption of different technological products (Fu, Farn and Chao 
2006; Hsu and Lin 2008; Hsu and Lu 2004; Lin and Wang 2006). 
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There are many studies (Davis 1989; Igbaria et al. 1995; Lee at al. 2007; Venkatesh and Davis 
2000; Yu et al., 2005) that verified the basic TAM model. On the basis of their verifications, 
following hypotheses could be proposed: 


#H: PEOU will have a positive impact on PU of SST. 

H: PEOU will have a positive impact on consumers’ attitude toward adoption of SST. 
H;: PU will have a positive impact on consumers’ attitude toward adoption of SST. 

H,; PU will have a positive impact on consumers’ intention toward adoption of SST. 

H;: Consumers’ attitude will have a positive impact on intention toward adoption of SST. 


Trust is another key variable affecting adopters’ attitude and intention toward adoption of IT 
products (Flavian, Guinaliu and Gurrea 2006; Lin and Wang 2006; Lu et al., 2008; Wang et al., 
2006). Generally speaking, trust refers to reliance on another person or entity. Consumers adopting 
and then using SSTs need to provide some personal information before the use. Therefore they must 
trust that SSTs will not misuse their information. For this SSTs must handle data security and 
privacy issues carefully. Trust plays an important role in early stage of adoption process where 
consumers are willing to adopt a technology. Our study considers trust as an important variable by 
considering the following hypotheses: 


HA: Trust will have a positive impact on consumers’ attitude toward adoption of SST. 
H;: Trust will have a positive impact on consumers’ intention toward adoption of SST. 


Ajzen and Fishbein (1975) introduced a concept of subjective norm from rational behavioral 
theory. Subjective norm refers to one’s perception of social normative pressures, or peers’ beliefs 
that one person should or should not perform a particular behavior or follow a common practice. 
This construct of subjective norm has been extensively studied in order to extend TAM (Hsu and 
Chiu 2004; Hsu and Lin 2008; Venkatesh and Davis 2000). In majority of studies, subjective norm 
has positive impact on consumers’ intentions. Beside this, an organized retail store serves as the 
social context to many people; therefore, we could not avoid this construct in present research. The 
following hypothetical relation is proposed in our model. 


Hy: Subjective norm will have a positive impact on consumers’ intention toward adoption of 
SST. 


Thus, we propose the following research model with six constructs and eight hypotheses as 
depicted in Fig. 1. In our model, all hypothetical relations among the different constructs are shown 
by single headed arrow from one construct to another indicating how one construct is positively 
affecting another. 


Subjective 
Norm 


Perceived 
Usefulness (PU) 


; H3 


H4 
H8 


Attitude toward 
Adoption 


Intention toward 
Adoption 


Perceived Ease of 
Use (PEOU) 


Fig. 1: Hypotheses-based Model 
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RESEARCH METHODOLOGY 
DATA COLLECTION 


In order to analyze the various constructs of intended adoption of SSTs in organized retail stores, a 
survey approach has been applied in present study to target customers. The organized retail stores 
have been targeted because of their history of introducing SSTs to deliver quality services to their 
customers. Services offered in organized retail stores are mostly common at all places which 
enhance the generalizability of our research. To validate the proposed model, a survey instrument 
was adopted to measure the six constructs (i.e., perceived ease of use, perceived usefulness, trust, 
subjective norm as well as attitude and intention constructs). For first two constructs (i.e., PEOU 
and PU) original items were adopted from Davis (1989). The other two constructs (i.e., Trust and 
Subjective Norm) and their items were also devised based on the past studies and theories. All items 
were measured on 7-point Likert scale with end points 1 (strongly disagree) to 7 (strongly agree). 


The questionnaire mainly consisted of the two sections. The first section included questions 
related to the various constructs including subject’s attitude toward SSTs and intentions to adopt 
SSTs in organized retail stores. The second section included questions related to their 
demographics. The questionnaire was distributed in various SST-equipped organized retail stores in 
different areas of India. The final distribution resulted in a dataset of 456 valid responses. The male 
and female ration of 52:48 was found quite well for the study. 


DATA ANALYSIS & INTERPRETATION 
ANALYSIS OF MEASUREMENT MODEL 


In order to verify our hypotheses, an advanced statistical technique, SEM was applied to primary 
responses collected through survey method. This technique considers into account all co-variances 
among all the constructs. It allows a researcher to examine various correlations, shared variances, 
the lines between constructs that show hypothetical relations between them and also the significant 
levels. It also provides various model fit indices to analyze the goodness of fit of proposed model. In 
present research, all the constructs and their corresponding items show higher internal consistency 
as the Cronbach alpha values for all constructs were above 0.8 higher than the minimum 
satisfactory value of 0.70 (Nunnally, 1978). These values show higher overall internal consistency of 
the complete questionnaire. 


Table 1: Measurement Model Fit Indices 


Scale Items/ Variables Standardized Item Loading Variance Extracted Cronbach’s Alpha 
PUI 0.71 
PU2 0.73 
PU3 0.70 0.512 0.826 
PU4 0.74 
ATAI 0.72 
ATA2 0.71 
ATA3 0.74 0.504 0.819 
ATA4 0.76 
ITAI 0.79 
ITA2 0.78 
ITA3 0.77 0.523 0.834 
ITA4 0.78 
ITAS5 0.74 
PEOU1 0.71 
PEOU2 0.70 
PEOU3 0.73 0.537 0.852 
PEOU4 0.74 
Tl 0.72 
T2 0.74 
T3 0.75 0.503 0.812 
T4 0.76 
SN1 0.72 
SN2 0.73 
SN3 0.68 0.549 0.841 
SN4 0.78 
SNS 0.69 
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The correlation matrix and exploratory factor analyses were also used to examine the 
convergent and discriminant validity of survey instrument. As given below, all smallest within- 
factor correlations were found well acceptable. Besides, each smallest within-factor correlation was 
considerably higher among items intended for the same construct than among those designed to 
measure different constructs. These data suggest that adequate convergent and discriminant validity 
of the questionnaire. 


Table 2: Inter-construct Correlation Matrix 


Construct PU ATA ITA PEOU T SN 
PU 0.715 
ATA 0.28 0.710" 
ITA 0.31 0.36 0.723" 
PEOU 0.46 0.08 0.03 0.733" 
T 0.02 0.47 0.37 0.01 0.710" 
SN 0.00 0.01 0.03 0.00 0.02 0.741° 
(*represents Square root of Variance Explained) 


ANALYSIS OF STRUCTURAL MODEL 

The proposed model in present research can also be well analyzed by structural equation modeling 
by goodness-of-fit indexes as shown in Table 3. In Table 3, all the eight indexes were found 
acceptable as compared to their respective threshold values. This shows that the proposed model in 
present research exhibited a good overall fit with the responses. 


Table 3: Goodness-of-Fit Indexes for Measurement Model 


Goodness-of-Fit Index Model Fit Result 

Chi-square statistic 613.47 (p = 0.00 < 0.05) 
v/d.f. 2.690 (< 3.0) 
RMSEA 0.048 (< 0.05) 

CFI 0.97 © 0.9) 

GFI 0.92 © 0.9) 
AGFI 0.90 © 0.9) 

NFI 0.93 © 0.9) 
NNFI 0.95 © 0.9) 


Results and Discussion 


SEM analysis also provides standardized path coefficients as shown in Figure 2 while the 
corresponding t-values are summarized in Table 4. As we see in Table 4, majority of the all 
hypotheses showed significant relationship between constructs. However, there were only two 
relations (i.e., first is between perceived ease of use and attitude toward adoption and second is 
between subjective norm and intention toward adoption) were found insignificant at 0.01 as well as 
0.05 significance level. 


Trust is one of the key variables affecting significantly the consumers’ intentions toward 
adoption of SSTs. This finding is similar to the past study conducted by Lu et al., (2008). Besides, it 
was even expectable because majority of people show security concern when using any SSTs mainly 
when they need to provide some personal information before use. They found many news regarding 
hackers, and fishing and even sometimes, they personally experience critical similar situations. 
Another important finding of our study shows that the subjective norm would not significantly 
affect the consumers’ intentions to adopt SSTs. This basically implies an important fact that 
consumers would not like to have opinion from others while taking decision regarding adoption of 
SSTs. This might be because adoption of SSTs more likely to rely on some personal information, 
instead of opinions of others. The positive significant relationship of PU with consumers’ attitude 
toward adoption, but not of PEOU implies that consumers’ evaluation about SSTs will be resolved 
mainly by the functions and service competence offered by providers through SSTs, even if learning 
about how to use might not be easy. 
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Table 4: Testing of Hypotheses 


Hypothegis Path Coefficient t-value Result 
Hl: PEOU —> PU 0.59" 10.13 _| Acceptable 
H2: PEOU ATA 0.06 1.17 Unacceptable 
H3: PU —» ATA 0.23" 5.08 Acceptable 
H4: PU spe TEA, 0.27 5.37 Acceptable 
H5:ATA  _—» ITA 0.49" 5.11 Acceptable 
H6: Trust —» ATA 0.57. 6.29 Acceptable 
H7: Trust —» ITA 0.32. 2.91 Acceptable 
H8: SN — ITA 0.02 0.93 Unacceptable 


Subjective 
Norm 


Perceived 
Usefulness (PU) 


Intention toward 


Attitude toward 0.49" ‘Adoption 


Adoption 


Perceived Ease of 
Use (PEOU) 


Fig. 2: Standardized Model with Path Coefficients (*: p < 0.01; **: p < 0.05) 


CONCLUSION 


The findings of present research once again proved the suitability of Technological Adoption Model 
in the context of organized retail stores. However, the SSTs domain has been extensively studied in 
past few years, but adoption of SSTs by consumers in organized retail stores is hardly done before 
this study. The major contribution of present study is developing a model to investigate various 
factors affecting consumers’ attitude and intention toward adoption of SSTs in organized retail 
stores. A key finding of present research is subjective norm is not affecting perceived usefulness as 
well as consumers’ intention to adopt SSTs. This simply reveals that smooth functioning and trust 
on the SSTs are two key determinants that affect consumers’ decision whether to adopt or not. Trust 
positively affects the consumers’ attitudes as well as their intentions toward adoption of new 
technology. Therefore, the present research also suggests that designers of SSTs must focus on 
privacy and data security aspects in order to maintain consumers’ trust in the technology. With the 
help of knowing all key factors that affect consumers’ adoption, the designer of the SST equipment 
and software developer may create a user-friendly SST in order to provide better quality services. 
There are many organized retail stores installing more advanced SSTs which ultimately must be 
user-friendly in nature for their successful adoption. 
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Abstract— 


Purpose: The purpose of this paper is to understand the important issues in relation to the emerging field of Islamic 
marketing. It answers some questions pertinent to Islamic marketing 1.e., what is Islamic marketing? What is its marketing 
mix? 

Design/ methodology/ approach: This research paper is conceptual in nature that is based on the explorations and on the 


author’s knowledge of the Islamic market. To answer various questions in relation to Islamic marketing author tried to 
integrate some concepts of conventional marketing with the Islamic practices. 


Findings: International marketing experts still view it from the perspective of conventional marketing except few. Though 
Islamic marketing is different from conventional marketing in various concepts e.g., Marketing mix and its definition that 
author discussed here. Islamic marketing is based on Islamic concept of Halal and Non-Halal products and services. 


Research limitations/ implications: Overall, this paper has given an insight about the emerging area in the field of 
marketing e.g., Islamic marketing. It cannot be understood completely without taking into account the concept of 
materialism, behavior of Muslims consumer. 


Practical implications: The paper will help marketers to improve their marketing strategies when looking for the Muslim 
consumer in Muslim as well as in Non-Muslim countries. 


Social implications: The Islamic marketing practices have the potential to develop a human touch and marketing practices 
that will provide Muslim consumer a way to live their lives as per their religious beliefs and values. 


Keywords: Islamic Marketing, Marketing Mix, Halal Products 


INTRODUCTION 


Approximately 25 percent or 1.6 billion of the total world’s population comprised of Muslims with 
the growth rate of 35%, this Muslim population becomes 2.2 billion in 2030 that represent a 
majority segment that needed to be explored (Pew Research Center, 2011). Islam is considered the 
fastest growing among all religions on Earth (Saeed et a/., 2001). It’s not advisable to ignore the 
impact of religiosity on consumer behavior. Few researchers have identified that religious beliefs 
and values affect the behavior of consumer and it results into their purchase decision (Scott & 
Joseph, 2003). Those 1.6 billion Muslims live in economically feasible numbers in most countries in 
the world. Halal goods and services of worth US$2.1 trillion were exported globally (Central 
Intelligence Agency, 2008) and is forecast to reach a $30 trillion market by 2050 (JWT, 2007). The 
Halal market means products and services that are based on Shariah (Islamic principles) 


Countries that are not under the membership of the OIC (Organization of Islamic conference) 
have feasible number of Muslims that also contributes to the global size of the Halal market, which 
is currently estimated at approximately US$670 billion (Nestorovic, 2010). The estimated growth 
rate of this market is 15 per cent annually that makes it the fastest growing market globally. In order 
to obtain a niche in Halal huge market, non-Muslim multinationals like Nestle, Tesco, Carrefour 
and McDonalds have expanded their Muslim friendly offering and now control 90% of the global 
Halal market (Power, 2009). Kasriel and Daphne (2008) found that Halal symbol or certificate 
attracts not only Muslim consumers but non-Muslims also associate Halal symbol with product 
safety. These consumers associate Halal with purer products and the use of fewer chemicals. 


WHAT IS ISLAMIC MARKETING? 


Based on Quran, Hadith and discussions with religious teachers, Islamic marketing is defined 
as follows: 
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“The process and strategy (Hikmah) of fulfilling need through Halal (Tayyibat) products and 
services with the mutual consent and welfare (Falah) of both parties i.e. buyers and sellers for the 
purpose of achieving material and spiritual wellbeing in the world here and the 
hereafter” (Quran,4:29). 


There are some key words which need to be defined in order to understand this definition: 
e Strategy (Hikmah). 

e Halal (Tayyibat). 

e Welfare (Falah). 

All above key words defined and explained in light of the Holy Quran, Hadith, Sunnah. 


STRATEGY (HIKMAH) 


Hikmah means wisdom that is very close to the word strategy as per Islamic literature. This word 
Hikmah is mentioned in many verses of Quran such as (2:129, 2:151, 2:231, 2:269, 3:81, 3:164, 
33:34, and 56:69— 70). It means to understand a situation properly, get a proper insight and make a 
sound judgment in relation to that particular situation. Even Hikmah consists one of the three 
teachings of Prophet Mohammed (PBUH) which are mentioned in verse 2:129 of the Quran i.e., 
Al-kitab (Knowledge of the Quran), Al-Hikmah (The wisdom) and Al-Tazkiyah (inner self 
purification). All these three teachings make the true character of a Muslim. That‘s why it’s very 
important for a Muslim to remember the Book (Holy Quran) and Wisdom because it provides them 
a means to live a good and successful life in world and thereafter. In relation to Hikmah, it is also 
mentioned in some verses that they should not forget to righteousness and good (Quran, 2: 143) and 
don’t do injustice and other evil deeds (Quran, 16:90). 


TAYYIBAT/ HALAL 


This term Tayyibat repeated eighteen times in the Quran (2:56,2:168.2:172,5:4,5:5,5:87,5:88, 7:32 
and so on). It means the pure and good things‘."Oh mankind! Eat from the earth that which is Halal 
(lawful) and (Tayyib) wholesome” (Quran,2:168).The prophet (PBUH) also said in his Hadith that: 
—The things that Allah made lawful in holy Quran are considered as Halal whereas Haram means 
things that has been forbidden, and things on which He is silent are considered as permitted 
(Al-Qardawi, 1980). Yusuf Ali (1975) explained the term Tayyibat in five different ways i.e., good 
things, clean and pure things, good and pure things, edible of the best and wholesome things. Eating 
habits, purchase preferences and life style of 1.6 billion people are defined by these parameters. They 
are non-negotiable, not changes with fashion. They are also not subject to income, age or 
geography. All goods are not recognized as products in Islam, even though the demand is higher for 
any particular product. Goods recognize as products only when they are safe, useful and beneficial 
to consumer ethically and morally and are also not in conflict under Islamic Shahriah (Kahf, 1982). 
From Islamic marketing perspective, marketer is responsible to ensure the purity of the product i.e. 
tayyib and also processed in permissible manner i.e., Halal and it would not be harmful to the 
consumers as well as society (Saeed et a/., 2001). 


FALAH (WELFARE) 


Falah means welfare, it repeated forty times in the Quran. One of these says "Our Lord gives us 
what is good in this world and also what is good in the hereafter and saves us from the torment of 
Fire." (Quran, 2:201, Al Hadith). This term suggests that the success in worldly life should be in 
such a manner that helps human being to achieve the welfare in this life and the Hereafter 
(Siddiqi, 1979). Falah has been defined as the achievement of success in this present life and the 
Hereafter (Sattar, 1988). So as per using this term in definition of Islamic marketing means to 
achieve the welfare of the humans on the basis of participation and mutual cooperation between 
both producer and consumer i.e., seller and buyer. In Islam business doesn’t mean to earn profit 
solely but also provide ways and practices that bring welfare of human beings in the pleasure of the 
Allah (Siddiqi, 1979). 
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MARKETING MIX FROM ISLAMIC MARKETING PERSPECTIVE 


Author has defined marketing mix from Islamic perspective i.e., as per Islamic Shahriah, Quran and 
Hadith. Discussion takes place on 7ps of marketing mix as well as extending it to two more Ps 
identified from Islamic literature i.e., Promise and Patience. 


PRODUCT 


As compared to western thinking production process in Islam has been visualized quiet differently. 
There are some principles in Islam that guided the production process and decision making related 
to it i.e., the principles of purity, lawfulness, deliverability, existence, and precise determination 
(Al-Masri, 1991). As per these principles: 


1. The products must be Lawful that do not cause or produce any form of mind dullness, do 
not be immoral or produce public nuisance. 


2. Product must be in the actual possession of the owner. 


Deliverability of the product must be there otherwise sale is not valid. For example, sale of 
fish in the river. 


4. The quantity and quality must be specified under the article of sale (Al-Ukhuwa, 1983). 


Miller and Deiss (1966) suggest that cost-leadership is the main reason behind unethical nature 
of decision that takes place in the production of suboptimal products. On the contrary, the Islamic 
principles suggest a social-welfare and ethical approach in decision making rather than profit 
maximization approach (Miller and Deiss, 1996). Product quality has been given great value and 
significance in Islamic practices (Quran: 2:172). Islam says that the product should not be 
obsolescence (Quran, 2:168). 


There is no _ laissez-faire concept in Islam, some products and goods prohibited 
(Abuznaid, 2006). Any kind of fraudulent activity, riba (interest) and maysir (games of chance) are 
strictly prohibited in Islam. Selling of impure products, wine and pigs are prohibited. It is also not 
allowed to sell primary goods that are free like grass and fire. It is very true that there are some 
Muslims that don’t follow these practices; they have savings in banks which give them interest and 
also involve in selling of water and grass. Such people are considered as business or profit oriented 
without any religious feeling (Abuznaid, 2006). Although production of wine takes place in some 
Islamic countries like Egypt, Tunisia and Egypt, it doesn’t mean to consider wine Halal because its 
production location. A product is acceptable in Islam only when it is Halal (Based on Shahriah). 
Halal industry has been classified into three categories: food, services and lifestyle (Alserhan, 2010). 


PRICE 


A product is a commodity for which consumers pay to get it (The Chartered Institute of Marketing, 
2005). But from the Islamic perspective buyers concerns is equally important as compare to seller 
concerns. Mohammad (PBUH) said in Hadith “Allah is the Pricer; Allah provides the wealth and 
withholds it, and I hope to meet Allah when there are no complaints that I have been unjust to money or 
blood”. When the marketer try to indulge in unfair trade practices, it is prerequisite in Islam that to 
intervene them in involving in monopoly. All the unethical practices like manipulation in price are 
amounting to injustice (Thulm). Any change made in price should be subjected to change in quality 
or quantity of product. To get a positive feedback, there should be no price manipulations 
(Niazi, 1996). In addition to that “selling on credit must be documented and must be witnessed by others, 
taking goods or items from buyers as guarantee for payment is encouraged” (Quran, 2:282) 


As per the Islam, the pricing policy should follow the following points: 
1. Don’t give a customer’s wrong information (Shaw, 1996). 


2. The profit should not be earned without hard labour (Maisir) or can say too easily 
(Shaw, 1996). 


3. Change in price should be made as subjected to change in quality or quantity of the product. 
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4. Innocent customers should not be cheated by illicit gain (Ibn-Taymia, 1982). 


5. Hoardings of product are prohibited in Islam. 


PLACE 


The decision related to distribution of goods is having a great significance in Islam. As per the 
Islamic principal, the distribution of good should be made smooth and not to create any hurdle for 
the consumers in terms of delays and high prices. Unethical practices in distribution channel causes 
unnecessary delays which results in inconvenience for the customers. It includes wrong packaging 
without any protection for the product, dangerous and toxic product transported carelessly. 
The distributors should not be indulged in coercion for charging the higher prices and delay 
(Al-Ukhuwa, 1938). As per the Islamic framework the aim of the distribution channel should be to 
create the value for the customers by delivering the product or services ethically (Saeed et a/., 2001). 


PROMOTION 


Islam emphasizes the importance of fair and honest marketing practices and communication of 
goods and services. The promotion of the product should be free from any false representation, 
overpromising, deceptive information; exaggerating, unfound allegations are incriminating 
(Quran 33:58; 58:17-19). Swearing in the name of Allah in order to promote products and persuade 
buyers to purchase the goods is not allowed. Prophet Mohammad (PBH) added in Hadith, 
“The swearing by the seller may persuade the buyer to purchase the goods but that will be deprived 
of God’s blessings”. The Quran states "Those who purchase the small gain at the cost of Allah’s covenant 
and their oaths (they have no portion in the hereafter) (Quran 3:77). 


In addition, all the unethical form of advertising is strictly prohibited. Advertising with the use 
of sexual appeal for promoting the product or services in not allowed. The use of women in 
advertisements like for seducing and attracting the customers is not acceptable in Islam. The 
advertisements should be free from obscene, fantasy, stereotypes of women’s etc. (Erffmeyer et ai., 
Beekun, 1981; 1983; Razzouk, 1993). 


PEOPLE 


The public face of a service firm is its contact personnel. In other words, if you want to satisfy your 
customers, employee satisfaction is crucial. Employees play an important role in the organization 
and they must be fair, honest and accountable in their activities. Prophet Mohammad (PBUH) said 
in Hadith: “The best employee to hire is the one who is strongly fit and honest." It is a marketer’s 
responsibility not to be indulged in any coercion Tkrah’ by forcing a person to do the thing rightly 
without any personal motive in any situation, and the customer money should not be wasted 
(Chachi and Latiff, 2008). From the Islamic point of view, marketer must have a sense of 
responsibility towards the God, society and the environment also (Saeed et al., 2001). 


PROCESS 


The important element of marketing mix is process. It includes the procedure by which services are 
delivered. It also means how the product will reach to the end user. Likewise, “swearing in the 
name of Allah to promote the products, giving answers when answers are not really known, and 
implementing manipulative influence tactics or high-pressure selling techniques are all considered 
unethical marketing behaviors in Islam” (Quran, 3:77). Marketer must communicate and practice 
the ethical values in their marketing system. The marketer should be responsible towards the society 
and give back to it in the form of ‘Zakat’ (alms tax) and must stand behind if any malfunction 
happens in the product. 


PHYSICAL EVIDENCE 


Physical evidence is environment in which the service is delivered. Due to the distinct 
characteristics of Islamic marketing mix, a customer will get automatically satisfaction from the 
most of the elements of product and services, by showing the loyalty, positive word of mouth 
towards the product and the company. The modest and free environment like no gambling, TV, 
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discos are not desirable for the Muslim customers. The aesthetics like, pointing the direction of 
Qibla (Mecca) and putting the Quran on the table give a comfortable feeling to the customer. 
In many east nations, Hadith and Quran verses are posted on the walls of the offices. 


PROMISE 


This ‘P’ of marketing mix has purely Islamic standing. When we say promise, we mean the 
“promise management” and the focus is towards the building relationship. As per the Islam, 
marketer should not attract the customers by overpromising. Allah has ordered believers to honor 
promises. The Quran states “you who believe! Fulfill your obligations” (Quran 5:1) and Said “O you 
who believe! Why do you say that which you do not do? Most hateful it is with Allah that you say that which 
you do not do (Quran, 61:2, 3) and states, "O ye who believe! Fear Allah and be with those who are 
true in word and deed" (Quran, 9:119). The importance of maintaining promises has been stressed in 
Sunnah. Prophet Mohammad (PBUH) said in Hadith: “the three signs of blasphemers are: lying, not 
keeping promises and not being trustworthy”. From an Islamic perspective any promise given to 
customers must be kept and honored 


PATIENCE 


Patience is another essential element of marketing mix. Islam suggests, marketer should be patient 
in dealing with their customer. It has been donated as a good characteristic of communication. The 
Quran states "Allah surely loves those who are patients" (Quran 3:146). Allah has ordered us to be patient. 
The Quran sates "And be patient, indeed Allah is with the patient ones" (Quran, 8:46) and sates "Be patient, 
for your patience is with the help of Allah" (Quran, 16:127). Allah indeed rewards believers for being 
patient. The Quran states "No one will be granted such goodness except those who exercise patience and 
self-restraint, none but persons of the greatest good fortune (Quran, 41:35). 


MANAGERIAL IMPLICATIONS 


With the growing population of Muslims all over the world that will become a large consumer 
segment. Mangers need to think more than the traditional marketing in order to target this segment. 
They need to adopt Islamic marketing concept to target and position their products in Islamic 
countries as well as in countries which have large Muslim population. It will not only help the 
marketers to target an untapped market but also help Muslims to live their lives as per Islamic 
Shahriah. As, most of the Muslim countries have already adopted this concept of marketing, with 
the growing demand of Halal products and services like Islamic Banking. 


CONCLUSION 


This paper has discussed the important aspects of Islamic marketing and its consequences. It sheds a 
light how Islamic marketing can help the society by benefitting them. In Islamic marketing, the 
ethical values and principals should not be ignored. It can bring the good fortune to all the 
stakeholders in the marketplace irrespective of their caste, race and religion. Marketing activity has 
always been critical for indulging in deceptive practices, charging high prices, overpromising, and 
wrong treatment with the poor customers, creating competition, Influenced by political pressure and 
many more. Islamic marketing has all the potential to resolve these issues if marketer is accountable 
to the God and feels fears of getting punished. If the marketer practices the Islamic principles, 
society would be benefitted by getting the pure product and good ethical practices in the 
marketplace. 
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Abstract—This study explores the various factors influencing the adoption of mobile banking. Based on extended 
Technology Acceptance Model (TAM), we identified five factors which influence consumers’ behavioral intention to adopt 
mobile banking: perceived usefulness, perceived ease of use, perceived credibility, perceived self-efficacy, and perceived 
financial cost. (Bong Keun Jeong, 2013). Data was collected from 355 respondents through a survey questionnaire and the 
regression was used to analyze the relationships. Our results indicate that perceived usefulness is the most influential factor 
explaining the adoption intention. Implications from these findings help banking institutions to strategically frame their 
service model for broader mobile banking adoption. The study also shows that to continue to spur adoption, banks may 
need to educate consumers about the security of the mobile banking environment. 
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INTRODUCTION 


Mobile banking is a system that allows customers of a financial institution to conduct a number of 
financial transactions through a mobile device such as a mobile phone or personal digital assistant. 
The government has reportedly asked the Reserve Bank of India (RBI) to consider delivery of 
financial services on mobile phones. The "private" and "omnipresent" character of mobile banking 
makes it the perfect access tool for personalized financial servicing in a true 24x7 fashion. 


Their study showed Chinese online and mobile bank users were predominantly males, not 
necessarily young and highly educated, in contrast with the electronic bank users in the West 
(Sylvie Laforet, 2005). The analysis showed that three variables (relative benefits, propensity to 
trust and structural assurances) had a significant effect on initial trust in mobile banking. 
(Gimun Kim, 2009) 


Their study showed that the widespread adoption and large usage of cell phones did not reflect 
on the adoption and usage of mobile banking, although mobile banking perhaps was the first 
commercial mobile service [Scornavacca & Hoehle 2007] and first introduced in the early 2000s 
through short messaging service and wireless access protocol [Dasgupta et al., 2010]. 


REVIEW OF LITERATURE 


(Sylvie Laforet, 2005) in their study showed that Chinese online and mobile bank users were 
predominantly males, not necessarily young and highly educated, in contrast with the electronic 
bank users in the West. The issue of security was found to be the most important factor that 
motivated Chinese consumer adoption of online banking. Main barriers to online banking were the 
perception of risks, computer and technological skills and Chinese traditional cash-carry banking 
culture. The barriers to mobile banking adoption were lack of awareness and understanding of the 
benefits provided by mobile banking. (Tero Pikkarainen K. P., 2004) in their study found that 
perceived usefulness and information on online banking on the Web site were the main factors 
influencing online-banking acceptance. 


(Chen, 2008) proposed a research model that examined the factors which determine consumer 
acceptance of m-payment. Significant support for the model was found in the data collected from a 
survey of 299 potential m-payment users. (Xin Luoa, 2010) in their study indicated that risk 
perception, derived from eight different facets, was a salient antecedent to innovative technology 
acceptance. (Ja-Chul Gua, 2009) They examined and validated determinants of users’ intention. of 
using mobile banking services. 
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RESEARCH GAP 


Although millions of dollars have been spent on building mobile banking systems, reports on a 
mobile banking show that potential users may not be using the systems, despite their availability. 
Despite the many studies no one brought into light the major determinants that affect consumer 
decisions. Thus, research was needed to identify the factors determining users' acceptance of mobile 
banking. The major factors that govern the consumer’s acceptance of using m-banking services were 
perceived usefulness, ease of use and frequency of using m-banking services. 


OBJECTIVES OF THE STUDY 
The objective of the study is to find out: 


a) Various determinants that govern the acceptance of the m-banking services. 


b) To understand the influence of various demographics towards the usefulness of m-banking 
services. 


c) To understand the influence of various demographics towards the ease of use of m-banking 
services. 


d) To understand the influence of various demographics towards the frequency of using 
m-banking services. 


HYPOTHESIS FRAMED IN THE STUDY 


Hy, There is no significant influence of the occupation of the respondents on the perception 
towards the usefulness of m-banking. 


Hy, There is no significant influence of the income of the respondents on the perception 
towards the usefulness of m-banking. 


#3, There is no significant influence of the frequency of the use of m-banking services of the 
respondents on the perception towards the usefulness of m-banking. 


Hy, There is no significant influence of the occupation of the respondents on the ease of use 
of m-banking. 


5, There is no significant influence of the income of the respondents on the ease of use of 
m-banking. 


Hs, There is no significant influence of the frequency of using mbanking services on the ease 
of using m-banking services. 


HAy;, There is no significant influence of the occupation of the respondents on the frequency 
of use of m-banking. 


Hs, There is no significant influence of the income of the respondents on the frequency of 
use of m-banking. 


METHODOLOGY USED IN THE STUDY 


A total of 500 respondents who were using m-banking services were first identified for the study. 
Most of the time spent for the study was for identifying the respondents as the user of mobile phones 
have not yet comfortably switched over to m-banking. Even using m-banking for balance enquiry in 
a particular bank was considered to be usage of m-banking services. A well pre-tested and a well 
structured questionnaire was prepared which was divided into various sections. The first section was 
realting to the demographic profile of the respondents. The other section consisted questions relating 
to the perceived usefulness, perceived ease of use and frequency of the use of m-banking services. 
The responses were collected on a five point likert scale ranging from strongly disagree to strongly 
agree. First the descriptive like mean and standard deviation were calculated to know the 
preferences and the variability of the respondents. F-test ANNOVA was applied in order to study 
the existence or non existence of an opinion. 
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DATA ANALYSIS & INTERPRETATION 
Most of the respondents wee of the age group of 21-40 years as they were th respondents who 
availed the m-banking facilitities the most. Most of the respondents were male (76%); were either 
students or privately mployed, had a monthly incomw beween Rs.10000—30000. Most of them 
(51%) used m-banking services only occasionally. 


Table 1: Demographic Profile of the Respondents 


Frequency Per cent 

15-20 years 22 6.5 

21-40 years 289 85.3 

41-50 years 10 2.9 

RES 51-60 years 14 4.1 

>60 years 4 1.2 

Total 339 100.0 

Male 258 76.1 

Gender Female 81 23.9 

Total 339 100.0 

Student 190 56.0 

Government employee 4 1.2 

Private employee 74 21.8 

Occupation Self employed 61 18.0 

Unemployed 6 1.8 

Other 4 1.2 

Total 339 100.0 

10000-20000 133 39.2 

20000-30000 114 33.6 

; 30000-40000 65 19.2 

Monthly Income (in Rs.) 40000-50000 5 15 

>50000 22 6.5 

Total 339 100.0 

Daily 44 13.0 

Frequency of using m- aveckly a Le 

banking services Monthly G2 ie 

Occasionally 173 51.0 

Total 339 100.0 

Table 2: Perceived Usefulness 
Descriptive Statistics Mean Std. Deviation 

M-banking enabled me to accomplish tasks more quickly. 3.75 1.106 
M-banking improves my quality of work. 3.71 825 
M-banking increases my productivity. 3.55 900 
M-banking made it easier to do my job. 3.61 1.039 
M banking enhance my effectiveness on the job. 3.57 1.008 
My interaction with m-banking has been clear and understandable. 3:92 937 
M-banking is easy to use. 3.81 1.095 
I rarely become confused when I use m-banking. 3.14 1.071 
It would be easy for me to become skillful at using m-banking. 3.60 1.016 
Lam rarely frustrated when using the m-banking 3.01 1.132 


Majority of the respondents were in favour that m-banking was easy to use and the highest 
deviation founded on the opinion that they rarely get frustrated while using m-banking. 


Respondents did indicate that m-banking services improved their quality of work and enabled 
them to achieve their tasks more quickly. 
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Table 3: Perceived Ease of Use 


Mean Std. Deviation 
Sending/receiving text messages 3.84 923 
Checking e-mail. 3.92 931 
Ticketing (e.g., travel, game, concert) 3.78 999 
Educational services (e.g., taking classes) 3.65 1.075 
Informational services related to business/finance 3.48 1.064 
Informational services related to shopping 3.58 1.047 
Payment/billing services(e.g. credit card, electricity) 3.86 1.059 
Banking services (checking saving accounts) 3.98 1.004 


Respondnts used m-banking services for checking their saving account balances and checking 
their e-mails, sending/ receiving text messages and for payment/ billing services. 


Table 4: Frequency of the Use of M-banking Services 


Mean Std. Deviation 

Using m-banking is financially not secure 2.85 1.032 
Reliability is the factor influencing my use of m-banking 3,34 .880 
I fear that bank does not have the ability in m-banking to protect my 

: 2.80 1.006 
privacy 
Using m-banking should be an affordable service 3.64 .879 
Using m-banking enables me to utilize banking services more quickly 

: 3.53 1.024 

and enhance effectiveness 
Instructions for using m-banking are easy to follow. 3.59 1.007 
Rate the following on a scale of 1-5 [cost saving] 3.38 1.164 
time saving 3.88 1.022 
24 hour access 4.09 1.022 
physical security 3.63 1.186 
Others 3.19 .794 


M-banking services were excess because they proviced 24 hour access, were time saving and 
highly affordable and provided physical security to all the transactions. 


Table 5: ANOVA 


Perceived Usefulness of M-banking 


Hy; There is no Significant Influence of the Occupation of the Respondents on the 


Sum of Squares df Mean Square F Sig. 
M-banking enabled | Between Groups 25.362 5 5.072 
me to accomplish Within Groups 387.824 333 1.165 4.355 .001 
tasks more quickly. | Total 413.186 338 
Mebane Aeon ves Between Groups 15.963 2 3.193 
my qoalivy of work Within Groups 214.126 333 643 4.965 .000 
Total 230.088 338 
IM banisnemnoreaRes Between Groups 21.580 2 4.316 
mi productivity Within Groups 252.161 333 757 5.700 .000 
j Total 273.740 338 
; .. | Between Groups 29.057 5 5.811 
pierces nee Within Groups 335.763 333 1.008 5.763 000 
‘| Total 364.820 338 
M banking enhances | Between Groups 9.176 2 1.835 
my effectivenesson | Within Groups 334.081 333 1.003 1.829 107 
job. Total 343.257 338 
My interaction with | Between Groups 28.386 :) 5.677 
m-banking has been | Within Groups 268.274 333 .806 7.047 000 
ae 2) 296.661 338 
understandable. : 
Verne Between Groups 33.531 5 6.706 
‘sé Within Groups 371.619 333 1.116 6.009 .000 
: Total 405.150 338 


Table 5 (Contd.)... 
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... Table 5 (Contd.) 


I rarely become Between Groups 47.786 5 9.557 

confused when I use | Within Groups 340.131 333 1.021 9.357 .000 
m-banking. Total 387.917 338 

It would be easy for | Between Groups 26.233 5 5.247 

me to become skillful | Within Groups 323.006 333 .970 5.409 .000 
at using m-banking. | Total 349.239 338 

I am rarely frustrated | Between Groups 47.716 5 9.543 

when using the m- Within Groups 385.257 333 1.157 8.249 .000 
banking Total 432.973 338 


The null hypothesis was rejected only for the perception that occupation of the respondents 
influenced the perceived usefulness of m-banking services. In all the other cases the null hypothesis 
was rejected indicating no significant influence of the occupation of the respondents on the 
perception that m-banking services were useful. 


Table 6: ANOVA 
Hy; There is no Significant Influence of the Income of the Respondents on the Perceived Usefulness of M-banking 
Sum of Squares df Mean Square F Sig. 

M-banking enabled | Between Groups 4.756 4 1.189 

me to accomplish Within Groups 408.430 334 1.223 972 423 

tasks more quickly. | Total 413.186 338 

M-banking improves | Between Groups 11.685 4 2.921 

my quality of work. | Within Groups 218.404 334 .654 4.467 .002 
Total 230.088 338 

M-banking increases | Between Groups 19.200 4 4.800 

my productivity. Within Groups 254.541 334 .762 6.298 .000 
Total 273.740 338 

M-banking makes it | Between Groups 12.701 4 3.175 

easier to do my job. | Within Groups 352.119 334 1.054 3.012 .018 
Total 364.820 338 

M banking enhances | Between Groups 17.090 4 4.272 

my effectiveness on | Within Groups 326.167 334 977 4.375 .002 

job. Total 343.257 338 

My interaction with | Between Groups 1.878 4 469 

m-banking has been | Within Groups 294.783 334 883 532 712 

Cleat and ae 296.661 338 . . 

understandable. : 

M-banking is easy to | Between Groups 22.461 4 5.615 

use. Within Groups 382.690 334 1.146 4.901 .001 
Total 405.150 338 

I rarely become Between Groups 11.549 4 2.887 

confused when I use | Within Groups 376.368 334 1.127 2.562 .038 

m-banking. Total 387.917 338 

It would be easy for | Between Groups 18.228 4 4.557 

me to become skillful | Within Groups 331.011 334 991 4.598 .001 

at using m-banking. | Total 349.239 338 

Iam rarely frustrated | Between Groups 32.913 4 8.228 

when using the Within Groups 400.060 334 1.198 6.870 .000 

m-banking Total 432.973 338 


Income had an influence on the perception that m-banking services enabled to accomplish the 
tasks more quickly and the interaction with m-banking was clear and understandable. In all the 
other cases the income of the respondents had no significant influence. 


Table 7; ANOVA 
H,;. There is no Significant Influence of the Income of the Respondents on the Perceived Usefulness of M-banking 
Sum of Squares df Mean Square F Sig. 
M-banking enabled | Between Groups 35.410 3 11.803 
me to accomplish Within Groups 377.775 335 1.128 10.467 .000 
tasks more quickly. | Total 413.186 338 


Table 7 (Contd.)... 
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M-banking improves | Between Groups 14.119 3 4.706 

my quality of work. | Within Groups 215.969 335 645 7.300 .000 
Total 230.088 338 

M-banking increases | Between Groups 12.399 3 4.133 

my productivity. Within Groups 261.342 335 .780 5.298 .001 
Total 273.740 338 

M-banking makes it | Between Groups 17.970 3 5.990 

easier to do my job. | Within Groups 346.850 335 1.035 5.785 .001 
Total 364.820 338 

M banking enhances | Between Groups 18.638 3 6.213 

my effectiveness on | Within Groups 324.618 335 .969 6.411 .000 

job. Total 343.257 338 

My interaction with | Between Groups 29.251 3 9.750 

m-banking has been | Within Groups 267.410 335 798 12.215 000 

re eue Jo 296.661 338 

understandable. : 

M-banking is easy to | Between Groups 43.902 3 14.634 

use. Within Groups 361.248 335 1.078 13.571 .000 
Total 405.150 338 

I rarely become Between Groups 13.058 3 4.353 

confused when I use | Within Groups 374.860 335 1.119 3.890 .009 

m-banking. Total 387.917 338 

It would be easy for | Between Groups 8.546 3 2.849 

me to become Within Groups 340.693 335 1.017 2.801 040 

te atusingm- | Total 349.239 338 

anking. 

Iam rarely frustrated | Between Groups 15.620 3 5.207 

when using the Within Groups 417.353 335 1.246 4.179 .006 

m-banking Total 432.973 338 


The null hypothesis was rejected in all the cases indicating that there is no significant influence 
of the income of the respondents on the perceived usefulness of m-banking. 


Table 8: ANOVA 
Hy, There is no Significant Influence of the Occupation of the Respondents on the Ease of Use of M-banking 
Sum of Squares df Mean Square F Sig. 
Sending/receiving text messages | Between Groups 14.409 > 2.882 
Within Groups 273.667 333 822 3.507 .004 
Total 288.077 338 
Checking e-mail. Between Groups 27.512 5 5.502 
Within Groups 265.338 333 7197 6.906 .000 
Total 292.850 338 
Ticketing Between Groups 9.939 5 1.988 
(e.g., travel, game, concert) Within Groups 327.342 333 .983 2.022 .075 
Total 337.280 338 
Educational services Between Groups 21.159 =) 4.232 
(e.g., taking classes) Within Groups 369.461 333 1.109 3.814 .002 
Total 390.619 338 
Informational services related to |Between Groups 41.823 5 8.365 
business/finance Within Groups 340.761 333 1.023 8.174 .000 
Total 382.584 338 
Informational services related to | Between Groups 30.486 5 6.097 
shopping Within Groups 340.193 333 1.022 5.968 .000 
Total 370.678 338 
Payment/billing services Between Groups 57.937 5 11.587 
(e.g. credit card, electricity etc.) | Within Groups 321.266 333 .965 12.011 .000 
Total 379.204 338 
Banking services (e.g., checking |Between Groups 18.996 5 3.799 
and saving accounts) Within Groups 321.859 333 .967 3.931 .002 
Total 340.855 338 


The null hypothesis was 


rejected in all the cases indicating that there is no significant influence 


of the occupation of the respondents on the ease of use of m-banking for booking tickets. 


Determinants of Consumer Acceptance of M-Banking / 707 


Table 9: ANOVA 
Hy;: There is NO Significant Influence of the Income of the Respondents on the Ease of Use of M-banking. 
Sum of Squares df Mean Square F Sig. 
Sending teseiving txt Between Groups 32.673 4 8.168 
meses Within Groups 255.404 334 .765 10.682 .000 
Total 288.077 338 
Between Groups 13.161 4 3.290 
Checking e-mail. Within Groups 279.689 334 837 3.929 .004 
Total 292.850 338 
‘Ticketing Between Groups 48.819 4 12.205 
(esc sravel wae concent) Within Groups 288.461 334 .864 14.131 .000 
: , : Total 337.280 338 
aueationnlsenvicenew. Between Groups 12.359 4 3.090 
talking clastes) ; Within Groups 378.260 334 1.133 2.728 .029 
Total 390.619 338 
Informational services related to Beiween Groups a 7,618 easels 
uciicesy Gaance Within Groups 324.966 334 973 14.805 .000 
Total 382.584 338 
Informational services related to Beiweee Snups ei a Bisis 
choppirls Within Groups 337.182 334 1.010 8.295 .000 
Total 370.678 338 
Payment/ billing services Beiwecn Groups aoe a Guiee 
(e.g. credit-card eleetiicity-2te)) Within Groups 353.462 334 1.058 6.081 .000 
a , “| Total 379.204 338 
: ; 5 Between Groups 11.107 4 2.777 
spear aa aaa ee checling : within Groups 329.749 334 987 2.813 | .025 
Total 340.855 338 


The null hypothesis was rejected in all the caes indicating that there is a significant influence of 


the income of the respondents on the ease of use of m-banking services. 


Table 10: ANOVA 
Hos; There is no Significant Influence of the Frequency of using M-banking Services on the Ease of using M-banking 
Sum of Squares df Mean Square F Sig. 

Sending/ receiving Between Groups 2.632 3 .877 

text messages Within Groups 285.445 335 852 1.030 .380 
Total 288.077 338 

Checking e-mail. Between Groups 2.539 3 .846 
Within Groups 290.310 335 .867 977 404 
Total 292.850 338 

Ticketing (e.g., travel, | Between Groups 17.183 3 5.728 

game, concert) Within Groups 320.097 335 956 5.995 .001 
Total 337.280 338 

Educational services | Between Groups 10.889 3 3.630 

(e.g., taking classes) Within Groups 379.730 335 1.134 3.202 .023 
Total 390.619 338 

Informational services | Between Groups 12.533 3 4.178 

related to business/ Within Groups 370.051 335 1.105 3.782 O11 

finance Total 382.584 338 

Informational services | Between Groups 5.250 3 1.750 

related to shopping Within Groups 365.429 335 1.091 1.604 188 
Total 370.678 338 

Payment/ billing Between Groups 9.014 3 3.005 

services (e.g. credit Within Groups 370.190 335 1.105 2.719 045 

card, electricity etc.) | Total 379.204 338 

Banking services (e.g., | Between Groups 35.936 3 11.979 

checking and saving | Within Groups 304.919 335 910 13.160 .000 

accounts) Total 340.855 338 


The frequency of use of the respondents had an influence on their use like sending/ receiving 
text messages, checking e-mails and gathering information relating to shopping. In all the other 
cases frequency of use did not influence the ease of use of m-banking services. 
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Table 11: ANOVA 
Ho7: There is No Significant Influence of the Occupation of the Respondents on the Frequency of use of M-banking. 
Sum of Squares df Mean Square F Sig. 
Using m-banking is_ | Between Groups 39.881 5 7.976 
financially not secure | Within Groups 320.142 333 961 8.297 .000 
Total 360.024 338 
Reliability is the Between Groups 27.631 5 5.526 
factor influencing my | Within Groups 234.033 333 .703 7.863 .000 
use of m-banking Total 261.664 338 
I fear that banks do | Between Groups 25.717 5 5.143 
not have the ability | Within Groups 316.643 333 951 
in m-banking to Total ae oo 
: 342.360 338 
protect my privacy 
Using m-banking Between Groups 11.061 3 2.212 
should be an Within Groups 249.179 332 751 2.947 .013 
affordable service Total 260.240 337 
Using m-banking Between Groups 20.720 5 4.144 
enables me to utilize | Within Groups 333.817 333 1.002 
banking services Total 4.134 .001 
more quickly and 354.537 338 
enhance effectiveness 
Instructions for using | Between Groups 42.682 5 8.536 
m-banking are easy | Within Groups 298.975 332 .901 9.479 .000 
to follow. Total 341.657 337 
Cost saving Between Groups 31.046 5 6.209 
Within Groups 426.866 333 1.282 4.844 .000 
Total 457.912 338 
Time saving Between Groups 5.779 5 1.156 
Within Groups 347.018 333 1.042 1.109 355 
Total 352.796 338 
24 hour access Between Groups 25.256 5 5.051 
Within Groups 328.089 333 985 5.127 .000 
Total 353.345 338 
Physical security Between Groups 27.836 5 5.567 
Within Groups 447.586 333 1.344 4.142 .001 
Total 475.422 338 
Others Between Groups 2.383 5 AT7 
Within Groups 210.767 333 633 .753 584 
Total 213.150 338 


The occupation of the respondents had an influence on their frequency of use because of the 
time saving and other factors. In all the other cases occupation did not influence the frequency 


of use. 


Table 12: ANOVA 


Ups ; There is no significant influence of the income of the respondents on the frequency of use of m-banking. 


Sum of Squares df Mean Square F Sig. 
Using m-banking is_| Between Groups 18.847 4 4.712 
financially not Within Groups 341.176 334 1.021 4.613 .001 
secure Total 360.024 338 
Reliability is the Between Groups 8.934 4 2.234 
factor influencing Within Groups 252.729 334 757 2.952 020 
my Total 261.664 338 . . 
m-banking c 
I fear that banks do | Between Groups 26.627 4 6.657 
not have the ability | Within Groups 315.733 334 945 7.042 000 
in m-banking to Total 342. 360 338 
protect my privacy 
Using m-banking Between Groups 5.512 4 1.378 
should be an Within Groups 254.728 333 .765 1.801 128 
affordable service _| Total 260.240 337 
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Using m-banking Between Groups 13.924 4 3.481 
enables me to utilize | Within Groups 340.613 334 1.020 
nkin; 1 

eee qd sd ea 3.414 .009 

palace 354.537 338 

effectiveness 

Instructions for Between Groups 18.885 4 4.721 

using m-banking are | Within Groups 322.772 333 .969 4.871 .001 

easy to follow. Total 341.657 337 

cost saving Between Groups 36.530 4 9.132 
Within Groups 421.382 334 1.262 7.239 .000 
Total 457.912 338 

time saving Between Groups 3.884 4 971 
Within Groups 348.912 334 1.045 .930 447 
Total 352.796 338 

24 hour access Between Groups 12.420 4 3.105 
Within Groups 340.925 334 1.021 3.042 017 
Total 353.345 338 

physical security Between Groups 18.417 4 4.604 
Within Groups 457.004 334 1.368 3.365 .010 
Total 475.422 338 

Others Between Groups 7.587 4 1.897 
Within Groups 205.563 334 615 3.082 .016 
Total 213.150 338 


The income of the respondents had an influence on their use like affordability and time saving. 


In all the other cases income did not influence the frequency of use of m-banking services. 


CONCLUSIONS & MANAGEMENT IMPLICATIONS 


It was found that majorly the young use m-banking frequently. It was found that students were 
more interested in m-banking services as they were more acquainted with the new technologies. It is 
easy to use m-banking services and use it for banking services. The opinion vary on frustration, 
educational classes and physical security. Occupation influences the perception towards the 
usefulness of m-banking in enhancing job effectiveness. Income also influences the usefulness of 
m-banking in accomplishing tasks more quickly. Occupation influenced the perception towards the 
ease of use in case of booking tickets and checking e-mails while income impacts the perception 
towards sending and receiving text messages and information services. 
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Abstract—The challenge for today’s organizations is to recognize the various factors that play a major role in utilizing the 
marketing capabilities, and their implementation on business strategic objectives in order to compete successfully in today’s 
marketplace. As a main source of the competitive advantage various companies try to utilize different marketing capabilities 
to create sustainable competitive advantage. There are various studies supported that there is an association lies between all 
marketing Capabilities and company’s innovation. The main aim of this research is to investigate the relationships of 
marketing capability, innovative capability, and sustainable competitive advantage. Marketing capability directly not 
affecting the sustainable competitive advantage rather indirectly affects it via innovation capability. In other words, 
innovative capability influence sustained competitive advantage directly. Therefore, it is suggested that a firm needs to 
develop the two types of capabilities that are marketing and innovation, in order to enhance its sustainable competitive 
advantage. However the both technological as well as non technological innovations Capabilities lead to the sustainable 
competitive advantage. 


Keywords: Marketing Capability, Innovative Capability, Sustained Competitive Advantage 


INTRODUCTION 


In the competitive era of 21st century a business firms compete in a challenging environment which 
is affected by various factors like globalization, frequent changes, uncertainty and the increasing use 
of information technologies (DeNisi, Hitt and Jackson, 2003). Therefore it becomes difficult for a 
firm to survive and achieve competitive advantage. Thus senior managers now a day’s indulging in 
practices of achieving sustainable competitive advantage, as it facilitates the base for above average 
performance to the firms in long run (Porter, 1985). Due to this from the last few decades it becomes 
a major concern for theorists and scholars (Henderson, 1983; Porter, 1985; Coyne, 1986; Prahalad 
and Hamel, 1990; Barney, 1991; Grant, 1991; Peteraf, 1993). These growing concerns lead to the 
development of resource-based and capability theories that defined the relationship between core 
resources, capabilities and sustainable competitive advantage. For a firm a sustainable competitive 
advantage take place only when it executing a value creating strategy that is not imitate or 
implementing by its current or potential rivals (Barney, 1991). Therefore the firms now a day’s are 
concerning with those methods or strategies which are difficult to imitate by competitors. 
Resource-based approach is one of such method that’s facilitates firm for developing capabilities 
that can’t be imitate easily. Whereas the capability-based theory states that firm having unique 
capabilities lead to the sustainable competitive advantage. 


Innovation capabilities facilitate a base for marketing capabilities as an indispensible factor and 
therefore lead to facilitate profit and growth through distinctive innovation capabilities 
Weerawardena (2003).there is an argument between researchers that firms capabilities is a source 
for both innovation and competitive advantage (e.g. Day, 1994a; Slater and Narver, 1995; Sinkula, 
1994).There is a well relation documented between innovation and competitive advantage 
(e.g. Porter, 1990; Lengnick-Hall, 1992).past few researches for innovation are biased for 
technological innovation. Various evidences depict that sustainable competitive advantage is a result 
of both technological as well as non-technological innovation. In turbulent environment innovation 
capabilities is critical for a firm to achieve a_ sustainable competitive advantage 
(Zhou and Wu, 2010). 


Marketing capabilities are defined as the integrative processes designed to apply the collective 
knowledge, skills, and resources of the firm to the market-related needs of the business, enabling the 
business to add value to its goods and services and meet competitive demands (Day, 1994; 
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Tuominen et al, 1997). As the marketing processes are always specific to a firm (Day, 1994), there is 
a need to create unique marketing capabilities with the combination of individuals knowledge, skills 
and availability of resources (Tuominen et al, 1997). In order to cater similar market needs 
competing firms may evolve on similar bases, but may not be similar on marketing capabilities base. 
In the same way when these capabilities are difficult to be imitate, substituted and transferred by the 
competitors, then it lead to the sustainable competitive advantage (Grant, 1991, 1996; Moller and 
Anttila, 1987; Tuominen et a/., 1997). Marketing capabilities of a firm may help to create distinctive 
innovation capability and facilitates the growth and profits (Statistics Canada, 1994). In order to 
increase business performance product innovation is a base for marketing activities (Song and Parry, 
1993; Calantone and di Benedetto, 1988; Schmidt, 1995).firm’s marketing capabilities affect the 
development of sustainable strategies based on innovation capabilities and lead to the sustainable 
competitive advantage for the firm via the implementation of such innovation in the market 
(Weerawardena 2003).Therefore, innovation, marketing capability and sustainable competitive 
advantage are closely related. 


Marketing as well as innovative capabilities may positively affect the sustainable competitive 
advantage, but the relationship among them is discussed by the few literatures only. This study 
makes an attempt to look into this issue and define the relation among all of them on the basis of 
existing literature. Our paper is organized as follows: first, we review the extant literature on 
marketing and innovation capabilities in the context of sustainability and their relation. We then 
highlight the contribution of resource based and capability theory to SCA. Thereafter based on the 
literature review, develop a conceptual framework linking marketing capabilities to innovation 
capability and sustainable competitive advantage. At the last but not least study is followed by a 
discussion, managerial implications, and conclusions. 


REVIEW OF LITERATURE 
MARKETING CAPABILITY 


In the present study marketing capability is defined as integrative Processes designed to apply the 
collective knowledge, skills, and resources of the firm to the market-related needs of the business, 
enabling the business to add value to its goods and Services and meet competitive demands Day 
(1994). The main focus of present research is on Sustainable competitive advantage generated via 
marketing capability. The review of specific marketing processes used by a firm in the competitive 
strategy is valuable in order to explicate firm’s overall marketing capability. Atuahene-Gima’s 
conception of marketing capability (1993) defines that there are few processes adopt by a firm to 
have a access towards target customers with value added products and services. Among these few 
processes the one is customer service, explained as a deeds, processes and performances (Zeithaml 
and Bitner, 1996). Several researchers argued that best customer service facilitates competitive 
advantage (e.g. Easingwood and Mahajan, 1989; Morris and Westbrook, 1996). Another important 
process is marketing research that includes the set of processes required to know the customer latent 
needs and product, service offerings of competitors. The next important process is differentiated 
products offered by a firm in a marketplace. Differentiation among product and services facilitate a 
main source for the competitive advantage (Porter, 1990). Another important process is product 
introduction speed. The main element of innovation-based competition is rapid development of a 
firm’s new products as well as services (Froehle et a/., 2000). 


Product success is a result of marketing efforts (Rothwell, 1992). Sustainable Competitive 
advantage is also required to have product attention and its availability to the suitable target 
customers. Product market success is based on appropriate performance of marketing activities and 
capabilities (Cooper and Kleinschmidt, 1987). Therefore it facilitate that marketing capability leads 
to sustained competitive advantage. Maketing capabilities are influencing the sustainable 
competitive advantage indirectly (Lee, 2010). 


INNOVATION CAPABILITY 


Innovation is considered for providing resource & new ability to create wealth (Drucker, 1985). 
There is need to club available resources in a innovative and productive way. Peter drucker argued 
about innovation capabilities that, it can be trained as well as learned. There are two phases of 
innovation that are invention and commercialization. Porter argued that utilization of new methods 
known as commercialization. Business strategy and competitive environment are associated with 
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innovation process (Afliah, 1998). Innovation can be distinguished like product, process innovation; 
technological, incremental, administrative and radical innovation. Technological innovations as 
well as administrative innovations are majorly concerned with social structure factors and 
technologies (Downs & Mohr, 1976; Knight, 1967: Rowe & Boise, 1974: Damanpour, 1991). 
Technological and non technological innovation leads to the sustainable competitive advantage. 


There is a close relation between a firm innovation and its competitive advantage. Competitive 
advantage can be created via performing activities in a new fashion in the value chain, in order to 
delivered best customer value, which is known as innovation (Porter, 1990). Therefore the 
innovation can take place in value creating activity and it lead to the competitive advantage. In the 
same way, innovation leads to the sustainable competitive advantage. In spite of the literature 
support that innovation takes place in value creating activity, there is a need to conceptualizing it in 
a wider spectrum (Schumpeter, 1934; Porter, 1990; Rothwell, 1992).There are few researches which 
are more biased towards technological innovation. Some literatue in this area suggest that both 
technological as well as non technological innovations lead to the sustainable competitive advantage 
(AMC, 1995; Hyvarinen, 1990). Therefore in order to have sustainable competitive advantage a 
firm can go for both technological and non-technological innovation capabilities. Thus innovation is 
used as a major source of sustainable competitive advantage. For a firm there is a need to focus on 
innovation capabilities, in order to know its impact on sustainable competitive advantage. There is a 
dual role suggested by strategic marketing literature towards the marketing capability in the 
innovative competitive strategy. Although marketing capability have an impact on innovation 
development stage and lead to the market success for innovations. Literature also supported that 
marketing capability leads to sustainable competitive advantage. 


Marketing capability at the product development stage is more critical, as there is need to share 
new product ideas in advance in order to deal with consumer needs and competition (Song et al., 
1996). Several researches also support that firm need to have marketing resources, skills 
appropriately to the development of new products sucessly (Calantone et a/., 1993). New product 
development is concerned with the activities like market survey; test marketing (Atuahene-Gima, 
1995).in the same way there is a need to have a link between marketing, R&D capabilities in order 
to have a product development successfuliy (Calantone et a/., 1993). Therefore marketing capability 
has an influence over all sorts of innovations. in the past there are few researches which suggest that 
there is a positive relation between innovation capability sustainable competitive advantage. Thus 
marketing capability influences sustainable competitive advantage indirectly via innovation 
capability (Lee, 2010). 


RESOURCE-BASED VIEW THEORY 


The RBV theory suggest that a firm resources leads to the achievement of competitive advantage. 
Valuable, rare resources of a firm lead to the facilitation of competitive advantage. It also suggests 
that competitive advantage of firm can be sustained over a huge period of time. There is an 
argument among researchers that internal resources of firm are more valuable than external one in 
order to have sustaining competitive advantage. The base of RBV theory is that in devising 
strategies more concentration laid down for firm’s internal resources mixtures, which facilitate 
sustainable competitive advantage of firm (Shaibu, 2010). A firm’s sustainable competitive 
advantage is majorly determined by endowment of its resources (Grant, 1991) 


THE THEORY OF COMPETITIVE ADVANTAGE AND MARKETING CAPABILITY 


The capability-based theory is known as theory of competitive advantage. It suggests that, the 
sustainable competitive advantage can be achieved with the help of distinctive capabilities of a firm 
(Grant, 1991; Prahalad and Hamel, 1990; Hayes et a/., 1996). There is a distinction between firm’s 
capabilities and resources (Grant, 1991; Teece et al., 1997). As per the RBV theory competitive 
advantage comes from two sources that are assets and capabilities (Day, 1994). It also suggests that 
differential firm specific resources lead to the competitive advantage (Rumelt, 1984; Montgomery 
and Wernerfelt, 1988). In order to implement strategies effectively and efficiently, firm need to make 
a control over its resources consisting assets, capabilities, processes, information, skills and 
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knowledge (Barney 1991).Therefore capability based theory is different from all competitive strategy 
models as it highlights the key role played by decision makers in making and sustaining the 
competitive advantage (Lado et al., 1992; Grant, 1991; Hayes et al., 1996). 


SUTAINABLE COMPETITIVE ADVANTAGE 


From the past few years, the theory of sustainable competitive advantage is evolving among the 
most important theoretical frameworks in the area of strategic management. Majority of scholars 
are now concerned with wide range of issues related to the sustainable competitive advantage 
(Alderson, 1937, 1965; Hall, 1993; Barney, 1991; Bharadwaj et al., 1993; Coyne, 1986; Day et al., 
1988; and Foss and Knudsen, 2001 etc.).Even the few scholars, into their research have make use of 
the concept of sustainable competitive advantage (Mazzarol and Soutar, 1999; Smart and Wolfe, 
2000). Competitive advantage is of three types i.e. Basic Competitive Advantage, revealed 
Competitive Advantage and sustainable Competitive Advantage Kotelnikov (2004). Sustainable 


Competitive Advantage facilitates a firm, to make as well as enhance its competitive position. 


Table 1: Various Contribution of Evolution of Sustainable Competitive Advantage Concept 


and developing SCA” 


Authors Article/ Book Title Contributions 
Alderson (1965) “The Search for differential Precursor to SCA; suggests three bases along with 
Advantage” four strategies for the achievement of firm’s 
differential advantage. 
Porter (1985) “Competitive Advantage: Creating | Asa basic tool for analyzing the sources of 
and Sustaining Superior competitive advantage, facilitates the concept of 
Performance” value chain. 
Coyne (1986) "SCA: What It Is, What It Isn’t" Explains the concept of capability gaps along with 
the conditions required for the SCA. 
Hamel and Prahalad "Strategic Intent” In spite of search for an SCA, a firm should focus 
(1989) on creation of new advantages in order to achieve 
global leadership. 
Peteraf (1993) "The Cornerstones of Competitive | Discusses four different conditions, that need to be 
Advantage: A Resource-Based fulfilled for SCA; imperfect resource mobility, 
View" exposed limits to the competition, superior 
resources and ex ante limits to competition. 
Hall (1993) "A Framework Linking Intangible | Recognizes various intangible resources consisting 
Resources and Capabilities to SCA" | assets as well as competencies that facilitates a firms 
to have the relevant capability differentials, lead to 
the SCA. 
Hoffman (2000) “An examination of the sustainable | Discuss the concept of sustainable competitive 
competitive advantage concept: advantage along with market orientation, networks 
Past, Present and Future” customer value, capabilities relationship marketing. 
Adams and Lamont (2003) | “Knowledge management systems | Organizational innovation, along with the 


effectiveness and role and of the knowledge 
management systems, as a main determinant of 
innovation practices, which lead to the 
development of the sustainable competitive 
advantage. 


Weerawardena and Ol Cass 
(2003) 


“Exploring the characteristics of 
marketing-driven firms and 
antecedents to sustained 
competitive advantage” 


In sustained competitive advantage 
entrepreneurship is the important factor and 
market-focused learning capability contributes to 
the higher degrees of innovation, marketing 
capability that facilitates sustainable competitive 
advantage. 


Competitive Advantages- A Case 
Study on the Evolution of 
Organizational Strategic 
Management. 


Kotelnikov (2004) “Sustainable competitive As sources of sustainable competitive advantage, 
advantage: How to survive against | Proposes a model of synergy of the distinctive 
your competition over a long period | capabilities as well as reproducible capabilities. 
of time” 

Ning He (2012) How to Maintain Sustainable analyze why the sustainable competitive advantage 


may disappear for many business organizations, 
and how to maintain the advantages in order to 
survive in the market 
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DISSCUSSION 


Our study considering the existing literature makes an attempt to understand the relation between 
marketing, innovation capabilities and SCA. We also develop a framework in figurel that depicts 
the indirect relation between marketing capabilities and SCA. It also shows that there is a direct 
relation between marketing, innovation capabilities and innovation capabilities to SCA. Among the 
marketing capabilities seven capabilities are taken here based on the study conduct by Lee, 2010. 
Accordingly, the major sources of competitive advantage in the future will be of those capabilities 
say marketing and innovation that can significantly contribute to a sustainable economic activity. 
Considering, this research gap various studies examining the role of marketing capabilities on firm 
innovation by the several marketing scholars. (Varadarajan, 1992; Weerawardena, 2003), our paper 
is a timely attempt to investigate the relationship between marketing and innovation capabilities and 
sustainable competitive advantage. 


Marketing capability Sustainable 
competitive advantage 
e Customer Service (Indirect impact) 
e Promotion activities -—____»| e_ Firm's Profitability 
e Marketing network extension e Competencies hard to 
e =>. Advertising Imitate 


e Marketing research 
e = Product differentiation 


e New product development 


Innovation capability 


e = Product Innovation 


Di . e Management Innovation ; 
irect impact : 
(Direct impact) é: > Pisceke Tad ovation: (Direct Impact) 


e = Marketing Innovation 


Fig. 1: Framework to Marketing Capability, Innovation Capability & SCA 


IMPLICATIONS 


Our study has important theoretical as well as managerial implications both. Theoretically, we open 
up the relation between marketing, innovation capabilities and sustainable competitive advantage. 
We facilitate a theoretical conceptualization of how the specific marketing capabilities identified in 
the extant literature can impact innovation capabilities of a firm that pursues sustainable 
competitive advantage. Apart from it we also propose an indirect relationship of marketing 
capabilities on sustainable competitive advantage, mediated by innovation capabilities. Though the 
relation between marketing capabilities and sustainable competitive advantage has been shown and 
suggested in few studies, but the mediating role of innovation capabilities is new to the literature. 
While our study is basically exploratory and conceptual in nature, we build up a theoretical 
discussion on the complex relationships between marketing capabilities and sustainable competitive 
advantage. Considering the managerial perspective, this study suggests that marketing capabilities 
are indeed keyed to innovation and sustainable competitive advantage. Thus the sustainability- 
driven capabilities need to be identified and build up by top management. 


CONCLUSION 


In this study, we investigate the relationships of marketing capability, innovative capability, and 
sustained competitive advantage. From the review of literature we obtain the conclusions like 
marketing capability directly not affecting the sustained competitive advantage rather indirectly 
affects it via innovation capability. In other words, innovative capability influence sustained 


716 / Research and Sustainable Business 


competitive advantage directly (Lee, 2010). Therefore, it is suggested that a firm needs to develop 
the two types of capabilities that are marketing and innovation, in order to enhance its sustainable 
competitive advantage. 
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Abstract— 


Introduction: Environmental preservation is the imperative need for the survival of present day world, as environmental 
degradation and ecological imbalances have posed severe danger for all sorts of life on the planet earth. The tourism industry 
over the period of time has became one of the largest industry worldwide as United Nation World Tourism Organization 
(UNWTO, 2012) had estimated that International tourist arrivals grew by 4.6% to reach 983 million worldwide in 2011, 
up from 940 million in 2010. But this unbelievable expansion of tourism industry has also caused a great deal of loss to 
environment and eco-system of destination countries. Taking into account the bleak situation, the concepts of ‘ecotourism’ 
and ‘sustainable tourism' have come to forefront to safeguard natural environment. Responsible eco-tourism includes 
programmes that minimize the negative aspects of tourism on the environment, enhancing the conservation of natural 
environment, sustainable development along with cultural integrity of local people. 


Purpose: Climate change is one of the key challenges faced by the earth today and it is one of the issues that is most 
addressed by the various governments as well as private sector around the world in the current era. The rationale of this 
research paper has been to scrutinize the perception of hotel clients’ on the front of green practices/initiatives in various 
reputed hotels in the Amritsar city. 


Objectives of the Study: The specific objective of the study has been to analyze the opinions/perceptions of hotel clients 
about the implementation of eco-friendly measures in the Amritsar hotel industry. 


Design/Methodology/ Approach: To meet up the objectives of this research paper, views of various hotel clients’ have been 
measured on five-point Likert scale. The sample size has consisted of 67 respondents as hotel clients’ from select seven 
branded hotels in the Amritsar city. The data collected has been analyzed in the light of the objectives of the study, using 
descriptive statistics and one-sample t-test as statistical tools of quantitative analysis. 


Findings & Interpretation: The analysis of the study has revealed the varying views of hotel clients’ about eco-friendly 
initiatives that can be undertaken in hotel industry of Amritsar city. The results of the study have revealed that majority of 
hotels clients’ have been found in favour of implementing most of the eco-friendly initiatives in the Amritsar hotel industry. 

However, many of the respondents have not found to be in support of execution of various green measures in the Amritsar 
hotel industry, especially in some important areas like respondents have not shown much interest in reducing the number of 
elevators or escalators in use during periods of low occupancy. Similarly, most of the respondents have not found to be in the 
favour of serving meals on fewer larger plates rather than on multiple smaller ones or providing separate smoking areas. On 

the other hand, while comparing the average weighted mean scores of responses regarding eco-measures by the hotel clients’ 
with the hypothesized value has revealed a statistically insignificant difference between the opinions of various hotel clients 

in the Amritsar city vis-a-vis their views about execution of various eco-initiatives in the Amritsar hotel industry. 


Implications: This empirical study would provide the hotel clients the knowledge about eco-friendly functioning of the hotel 
and the advantages of acting in environment friendly manner as a precondition for sustainable development across the 
world. 


Conclusion: From the analysis of the findings of the study, it can be concluded that most of the hotel clients’ have significant 
awareness about most of the eco-friendly initiatives that can be undertaken in the hotel industry. Majority of respondents 
perceived green initiatives as a need of the hour in hotel industry in context of present degrading natural environment. 
However, many respondents have expressed their unwillingness in execution of some key green initiatives in hotels, because 
they have not been in an agreement with their comfort level as perceived by them. 


Keywords: Environmental Preservation, Eco-friendly Hotels, Green Initiatives, Hotel Clients/ Guests, Perception 


INTRODUCTION 


Today, marketer needs to deal with multiple issues surrounding its business and the most important 
of them is to anticipate the changes which can take place in future and in view of that outline the 
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marketing strategies. The marketers, at present are facing a massive challenge from the point of view 
of environment. At present, the marketers need to include a green philosophy in framing the 
marketing strategies. Which means that due concern must be taken while framing the marketing 
plans, strategies and policies so as to evade further environmental degradation. 


Today, environmental problems in India are growing at a rapid pace. The increasing economic 
development, rapid growth of population and growth of industries in India had put lot of strain on 
the environment, infrastructure and the countries limited natural resources. Industrial pollution, soil 
erosion, deforestation, rapid industrialization, urbanization and land degradation all of them 
collectively worsening the present scenario. Environmental pollution is one of the most severe 
problem for mankind and all other living organism living on this planet. And assuming the business 
activities to be in the eco-friendly manner shall play a very important and relevant role worldwide, 
especially in developing countries like India. (Mohansundarm, V., 2012). 


For years, mankind was unaware of its relationship with the natural environment, but now has 
recognized that resources are limited and their actions have adverse affect on the environment both, 
in the short as well as in the long-term. In the light of this, all various businesses, enterprises and 
organizations are also becoming more and more committed to environmental issues due to tougher 
environmental legislations, economic and other influences as well as an increasing concern about 
the environment among the general public. In a competitive and global setting, companies need to 
understand the care for the environment as part of their business operations. Thus, carrying out their 
business activities according to environmental principles is imperative. As globalization increases, 
ecological issues require global solutions. More sectors in society have to become involved in 
environmental policies. (Brorson et al., 2006, pp 9-14). 


Similarly, hospitality industries have also started varying their attitudes towards the 
environment and considerations for it have gained importance in recent years considerably. 
As such, this industry has also started to carry out their business according to environmental 
principles. Hospitality industry being one of the largest industries around the world, greening the 
hospitality industry will become the main course of action in near future as issues like global 
warming and climate change are very much of concern amongst every nation in the cotemporary 
era. In this context, best example to be quoted off is of Americans who have by a long way shifted 
to green ideology. They have by far extent inculcated green ideology in their impulses, values 
system, desires and purchase decision. Americans started green movement for the hospitality 
industry since 1990s by establishing an association known as Green Hotels Association (GHA). 


Tourism activity is an integral part of hospitality industry. Tourism industry in today’s era 
contributes significantly to the national economy of any country. According to Ministry of Tourism 
Government of India (2011), “Tourism is one economic sector in India that has the potential to 
grow at a high rate and ensure consequential development of the infrastructure at the destinations. 
It has the capacity to capitalize on the country’s success in the services sector and provide 
sustainable models of growth. In India, the travel and tourism sector is estimated to create 78 jobs 
per million rupees of investment as compared to 45 jobs in the manufacturing sector for similar 
investment. Along with construction, it is one of the largest sectors of service industry in India”. 


LITERATURE REVIEW 
HOTEL CLIENTS’ /CUSTOMERS' PERCEPTION AND AWARENESS LEVEL 


Ogbeide, Godwin-Charles (2012) has been of the view that ‘green hotel’ is a relatively new concept 
and it is interesting to explore the perception and attitude of consumers toward green hotel/resort 
concepts in the twenty-first century. Of the 241 respondents that participated in this study, 36.10% 
have been males and 63.90% have been females. The age of the respondents ranged from less than 
20 years to above 40 years of age, 30.71% have been found less than 20 years, 26.56% have between 
21 and 25 years, 9.13% have been 26 to 30 years, 11.62% have been 31 to 40 years, and 21.4% have 
been found above 40 years old. The objective of this study has been to explore consumers’ 
perceptions about the actions taken by hotels for promoting themselves as green hotels. Results have 
shown that around 88% of respondents have attached importance to the green practices conducted 
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by hotels. However, about 12% felt these practices being not so important for them.” Similarly 
Chan, Jennifer (2010), has presented the pioneering investigation of qualitative empirical findings 
of experiential responses to eco-lodge accommodation as a place of consumption from the guest 
perspective. It identifies the key satisfying experiential dimensions; and subsequently recommended 
strategies for developing sustainable quality eco-lodge experience strategies that arise from the key 
experiential dimensions identified within the study. The profile accumulation technique (PAT) 
developed by Johns and Lee-Ross (1997) as a novel research tool, had been extended to investigate 
eco-lodge service experiences. A total of fifty-three PAT survey forms had been completed by guests 
who stayed in eco-lodges in Lower Kinabatangan, Sabah, Malaysia. Findings of the study have 
shown that four key satisfying experiential consumption dimensions are seen to be important in 
describing and evaluating eco-lodge experiences, i.e. Eco-lodge location/ landscape; pristine natural 
environment and peaceful atmosphere; novelty in experiences and eco-recreation-based activities. 
Likewise Bakhare, Ruhi (2012) has been of the view that consumers are becoming more cognizant 
of the natural environment around them and that the businesses have also begun to amend their 
own ways and conduct in an attempt to address the concerns of consumers. Further, it has been 
concluded that, while corporate world need to bear much of the responsibility for environmental 
degradation, the conscientiousness should not be theirs alone. Final consumers and industrial 
buyers also have the responsibility to pressurize organizations to integrate the environment into 
their corporate culture and thus, ensure all organizations should minimize the harmful 
environmental impact of their actions. Similarly, Sardianou, Kostakis (2011) haspresented insights 
into the determinants of tourists’ intention to pay a premium for accommodation in a hotel with 
renewable energy sources. The empirical analysis is based on the estimation of binary logistic 
regression models. Four subsets of independent variables have been used in this empirical 
analysis, namely: 


1. Demographic factors, 

2. Economic variables, 

3. Past experience with regard to renewable energy sources and 
4 


Variables regarding environmental awareness and information dissemination. Empirical 
results have suggested that middle-aged people are probably more willing to pay for their 
stay in a hotel using renewable energy. 


In general, men are more likely than women to pay extra money for accommodation in a 
“green” hotel. However, the results have also suggested that marital status and educational level are 
not statistically significant factors in the willingness to pay more. Rather, environmentally-conscious 
and adequately informed tourists are more willing to pay for renewable energy than others. Analysis 
had been mainly focused on intentions of the respondents because authors expected that those 
people willing to pay for staying in a green hotel are a potentially significant market segment for 
developing sustainable tourism in Greece. 


PURPOSE OF THE STUDY 


From the review of literature, it has been found that at present, many eco-friendly hotels have 
started following the basic principles of environmental management, which have been based on 
maximizing social benefits and minimizing costs and the concept of eco-hotels is evolving. The 
rationale of this research paper has been to analyze the opinions of various hotel clients’/ customers 
about importance attached towards various eco-friendly initiatives which could be taken to ensure 
eco-friendly environment in the Amritsar. 


OBJECTIVE OF THE STUDY 


The specific objective of the study has been to evaluate the perception about various eco-friendly 
measures in the hotel industry among clients’ of various branded hotels in the Amritsar city. 
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RESEARCH METHDOLOGY 
UNIVERSE OF THE STUDY 


The sample unit consists of clients/ guests’ of seven selected branded hotels in the Amritsar city. 
List of hotels and number of respondents who contributed in present study are given below. 


Sr. No. Name of the Hotel No. of Hotel Clients’ 

1. Radisson Blu 10 
2. Ista 11 
3. Country Inn and Suites 09 
4. H K Clarks Inn 10 
5. Golden Tulip 8 
6. Best Western Merrion 9 
ve Mango Suites 10 

Total 67 

NATURE OF THE STUDY 


The present study is mainly based on empirical data. 


SAMPLE PLAN 


And 82 respondents as hotel clients’ had been given the questionnaires of which 73 have responded 
and 67 questionnaires have been found viable for the purpose of the study. 


STATISTICAL TECHNIQUES FOR ANALYSIS OF DATA COLLECTED 


Questionnaires have been designed using variables short-listed for the purpose of research study. 
For this survey based study, questionnaire has been prepared which contained questions based on 
Likert scale. The structured questionnaire has been pre-tested and suitably amended. Each response 
item has five response categories ranging from strongly agree to strongly disagree. The collected 
data has been analyzed in the light of the objectives of the study, using simple percentages, averages, 
weighted averages and one sample T-test as tools of analysis. The statistical package for social 
sciences (SPSS, Version 18.0) has been used for all quantitative data analysis. One sample ¢-test has 
been used to compare a sample mean to a known value of the population. The basic idea of the test 
has been to compare the average of the sample and the population. From review of relevant 
researches, it has been found that in many cases managers/ employees working in various hotels all 
over the world and clients of various hotels around the world have been found sensitive about 
various eco-friendly initiatives that can be undertaken in hospitality industry to ensure eco-friendly 
environment. Therefore, test value/ hypothesized value has been set at ‘4’ for the purpose of 
comparing it with calculated mean value in each individual case while conducting one-sample 
T-test. Where ‘4’ means respondents have substantial awareness about various eco-friendly 
initiatives in the hotel industry. 


DATA ANALYSIS AND INTERPRETATION 


e The data has been analyzed in the light of the given objectives of the study. The following 
data shows: 


Table 1: Perception of Hotel Clients about Various Eco-Friendly Measures in the Hotel Industry 


Variables Label Factors W.A of Managers 
Environmental Management Systems (EMS) 
Bl 3.63 
B2 3.78 
B3 2.87 
B4 3.94 
B5 3.69 
B6 3.66 
B7 3.48 
B8 3.89 
Total 29.22 


Table 1 (Contd.)... 
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...Table 1 (Contd.) 


Waste Management (WM) 
B9 3.98 
B10 2.79 
Bll 3.63 
B12 3.82 
B13 3.72 
B14 3.08 
Total 21.02 


Ecology friendly Products and Materials(EFPM) 


B15 4.06 
B16 3.65 
B17 3.91 
B18 2.56 
B19 3.71 
Total 21.64 
Energy Management (EM) 
B20 2.97 
B21 3.94 
B22 3.81 
B23 4.04 
B24 3.76 
B25 3.84 
Total 22.36 
Water Conservation (WC) 
B26 3.54 
B27 4.14 
B28 3.46 
B29 3.69 
B30 4.10 
B31 3.65 
A32 3.95 
Total 26.53 
Air Refinement Programme (ARP) 
B33 4.12 
B34 3.98 
B35 3.52 
B36 3.34 
Total 14.96 
Eco-friendly Buildings and Structures (EFBS) 
B37 4.11 
B38 3.76 
B39 4.05 
B40 3.96 
B41 3.61 
B42 3.97 
Total 23.46 
Guests Awareness Initiatives (GAIT) 
B43 3.90 
B44 4.13 
B45 3.79 
B46 4.12 
B47 3.99 
B48 3.78 
Total 23.71 


Source: primary data 
Statements marked B1 to B48 above are given in Annexure 


The above table depicts the views of various clients’ of different branded hotels in the Amritsar 
city, reflecting their awareness about various eco-friendly initiatives in the hotel industry. In the 
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factor one, which is related to Environmental Management System (EMS), majority of respondents 
have been found to be significantly aware about most of the variables like, when asked about regular 
measurement of environmental performance by hotels or visible communication about green 
policies adopted by the hotels. Except variable B3 which scored weighted average score of (2.87) i.e. 
related to use of green task force for the hotel where respondents have been failed to demark 
whether this variable can significantly affect EMS. 


In the second factor, which is related to Waste Management (WM), majority of the respondents 
have been found to be aware of several eco-friendly initiatives that can be undertaken in the hotel 
industry, like buying products that are biodegradable, re-usable and can be composted or using 
separate bins for different types of wastes. But in the case of variable B10 (2.79) i.e. preferring meals 
on fewer larger plates rather than on multiple smaller ones, most of them have been found unable to 
clearly differentiate about its effect on WM. 


In the third factor that is related to Ecology-friendly Products and Materials (EFPM), most of 
the hotel clients have agreed with many of the eco-friendly initiatives like, buying products that are 
environmentally certified or buying those items that are made of recycled materials that can have 
affirmative impact on the EFPM in hotel industry. But many of the hotel clients did not attach 
much awareness about the effect of variable B18 (2.56) that is related to buying products in bulk to 
reduce packaging and material waste. 


In the fourth factor, which dealt with Energy Management System (EMS) in the hotel industry, 
majority of respondents’ have believed that vast eco-friendly initiatives like using renewable energy 
sources, such as solar and wind power or installation of motion sensors or other creative means to 
control lighting or air conditioning, related to EMS have positive impact on EMS program in the 
hotel industry. But in variable B20 (2.97) i.e. reducing the number of elevators or escalators in use 
during periods of low occupancy, clear demarcation has not been made by hotel clients’, whether it 
significantly effect EMS or not. 


In the factor fifth, which dealt with Water Conservation System (WCS), majority of respondents 
are of the vision that almost all of the variables like use of low-flow showerheads and low-flush 
toilets or regularly keeping watch on leaks to ensure efficient water use, have sizeable impact as 
eco-friendly initiatives, which can be undertaken in the hotel industry. 


In the sixth factor which is related to Air Refinement Program (ARP) in the hotel industry, large 
number of respondents have supported various initiatives like, switching to non-toxic cleaning 
products that will not degrade indoor air quality or providing separate well-ventilated smoking 
areas, that ensure eco-friendly environment in the hotel industry. 


Talking about seventh factor, which relates to Eco-friendly Buildings and Structures (EFBS), a 
good number of the respondents recognized that almost every eco-initiative like avoiding new 
buildings unless there is no other choice or designing and building facilities so that they can be 
deconstructed more easily when their useful lives are over, incorporated in this factor can have 
substantial impact on EFBS in hotel industry. 


The eighth factor that deals with Guest Awareness Initiatives (AWS) in the hotel industry, 
many of the hotel clients’ have been found to be considerably aware about almost all of the 
eco-initiatives like making sure that guests are aware of local environmental laws that might affect 
them or setting up guest suggestion boxes, and encouraging guests to provide suggestions on how to 
become even greener, that have significant effect on Guest Awareness initiatives in the 
hotel industry. 


The above table depicts the average of weighted mean scores about the perception of various 
eco-friendly initiatives that can be undertaken in hotel industry among the various hotel clients’ of 
the branded hotels under study. The analysis of the above table has revealed that not much 
difference has been found in the opinion of various hotel clients’ about awareness attached to 
various factors. Further scrutiny of the table revealed that most of the factor scores have been found 
in the range of (4.32 to 3.50) which is closer to ‘4’. Thus, it can be interpreted that majority of the 
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respondents have general awareness about the various eco-friendly initiatives in the hotel industry. 
Further, many of the respondents have regarded “Energy management” (3.94) as the most 
important factor to them and “Eco-friendly product and materials” (3.37) as the least important as 
compared to the average of weighted mean scores of the rest of the factors. 


Table 2: Average of Weighted Mean Scores of Various Factors Related to 
Hotel Clients’ Regarding their Perception about Green Initiatives 


Sr. No. Factor Name Code No. of Variables Average of Weighted Mean Score 
1, EMS 08 3.65 
2 WM 06 3.50 
3 EFPM 05 4.32 
4 EM 06 3.72 
5 WC 07 3.79 
6 ARP 04 3.74 
7 EFBS 06 3.91 
8 GAI 06 3.95 


Source: primary data 


Table 3: Hotel Clients’ Awareness-A Comparative Analysis of Assumed and 
Actual Average of Weighted Mean Scores 


One-Sample T est 
Test Value = 4 
t df Sig. (2-tailed) | Mean Difference | 95% Confidence Interval of the 
Difference 
Lower Upper 
Perception -2.041 7 .081** -.17750 -.3831 0281 


Source: primary data 
**insignificant difference 


NULL HYPOTHESIS 


Hy: There is no significant difference between the average of weighted mean scores of the 
perception of hotel guests towards various eco-friendly measures in the hotel industry vis-a- 
a-vis assumed value of the views of hotel clients of various branded hotels. 


The above table compares the average of weighted mean values measuring perception of various 
hotel clients’ regarding eco-initiatives in the hotels vis-a-vis the hypothesized value derived from 
reviewing various researches related to present study. The average of weighted averages of hotel 
clients’ in Tables above have discovered the varying opinions regarding eco-friendly initiatives that 
have been undertaken in hotel industry for protecting our natural environment. However, to find 
out whether there is a significant difference between the opinions of hotel clients’ vis-a-vis various 
eco-initiatives which can be implemented in hotel industry, statistical technique (One sample T-test) 
has been applied where hypothesized value has been assigned (4) as test value, which means most of 
the hotel clients’ are aware about various eco-friendly initiatives that have been undertaken in hotel 
industry. From the analysis of the above table, it has been found that null hypothesis stands 
accepted, as there is no significant difference between the average of weighted mean scores of the 
perception of hotel guests towards various eco-friendly measures in the hotel industry vis-a-a-vis 
assumed value of the views of hotel clients of various branded hotels. Hence, it can be interpreted 
that the hotel clients’ have been found significantly aware about various eco-friendly initiatives that 
have been undertaken in the hotel industry. 


FINDINGS OF THE STUDY 


e Findings of the study have reflected that many of the respondents as hotel clients’ are also of 
the same view that adhering to various green initiatives in the hotel industry will have 
positive impact on various green management systems in the hotel industry. 


e Scrutiny of the average of weighted mean values of factors related to green management 
system have reflected that not much difference has been found in the opinion of various 
hotel clients’ about perception attached to various factors under study. 
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@ Comparisons of the average of weighted mean scores of hotel clients’ regarding perception 
about eco-initiatives in the hotel industry with the hypothesized value have revealed a 
statistically insignificant difference. 


CONCLUSION AND RECOMMENDATIONS 


Findings of the study have revealed that majority of hotels clients’ have been found to be wakeful 
about most of the eco-friendly initiatives that can be initiated in the hotel industry. But many of 
them have been found to be deficient in awareness about execution of various green measures in the 
hotel industry especially in some important areas like many of the hotel clients’ have not shown 
much interest in support of green task force for the hotels. 


Similarly, most of the respondents have also not been found in the favor of serving meals on 
fewer larger plates rather than on multiple smaller ones or during periods of low occupancy, 
reducing the number of elevators or escalators in use. This shows that in this regard they are more 
concerned about their comfort level and have not been found willing to leave their comfort for sake 
of conserving the natural resources. 


Since most of the hotel clients’ have been found aware and receptive to green philosophy that 
can be adopted in the hotel industry, the hotel clients should be given more of this the knowledge 
about eco-friendly functioning of the hotel and the advantages of acting in environment friendly 
manner as a precondition for sustainable development across the world. The researchers and 
practitioners should also be motivated to take up the exhaustive research in this area, so that they 
are able to advise more green initiatives to policy makers, opinion makers, legislators and the 
government that can be initiated in the hotel industry. The researchers in this field can pick up 
threads from this study to go in for intensive as well as extensive research on the objectives of 
the study. 
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Abstract—ZJn tourism perspective, marketing is often criticized for promoting materialistic outlook where focus is on 
promoting the number of visits and consuming leisure services rather than visiting the places and using the services in a 
responsible manner. 


However with the expansion of the tourism industry the major challenges emerges as to maintain the beauty and authencity 
of the region. There arises the need of carrying out the tourism practices in a responsible way so that it should have positive 
impact on social, economical and environmental aspect. 


Sustainable marketing refers to the marketing practices which aim to fulfill the business goals and meeting customer needs 
in a sustainable way. This paper explains the concept of sustainable marketing, sustainable tourism and attempts to 
conceptualize a framework for sustainable marketing plan that include sustainability aspect at each step of the planning 
process. Proposed framework will contribute as a tool for managing and promoting sustainable tourism practices by an 
organization. 


Keywords: Sustainable Marketing; Sustainable Tourist Behaviour, Marketing Mix 


INTRODUCTION 


The expansion of tourism industry and its increasing impact on environment, culture and society, 
have emphasized the need of increasing efforts for sustainability. The widespread growth of tourism 
industry has caused many changes in the social system across the world. The major challenge it has 
caused in front of the marketers and researchers is to propose and adopt a feasible framework 
towards marketing of tourism products and services with a clearer focus on sustainability. 


One of the main challenges is to make the visitors understand the concept of sustainability and 
influence their behavior while choosing products. Many studies have confirmed the attitude— 
behavior gap in the sustainable consumer behavior. also efforts need to be done to associate with 
and engage local community in the sustainable efforts as they play a crucial role in promoting 
sustainable tourism. 


SUSTAINABLE MARKETING 


Sustainable marketing has no official definition; various authors have explored the concept of 
sustainable marketing in different ways. The concept of sustainable marketing is first defined by 


Sheth and Parvatiyar (1995), with major focuse on promoting sustainable consumption by 
providing appropriate products and services with the aim of maintaing environmental and economic 
sustainability. 


Sustainable marketing is linked with environmental marketing by van Dam and Apeldoorn 
(1996, 45-46). Peattie (1995, 26-28) and Ottman (2011) identified social dimension along with the 
environmental and economic dimensions. The aim of sustainable marketing is to satisfy the 
customer regarding the sustainable practices as customer satisfaction is related with their loyalty, 
retention and ultimately profit (Rahman, Z., 2006). 
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Environmental 


Fig. 1: Framework for Sustainable Marketing (Peattie 1995, 41) 


The social dimension covers all the elements of society including companies own employees, 
customers, jeneral public and communities it focuses on principal of equity and believes that every 
person has equal rights over natural resources and while consuming these resources we should think 
about the social justice. 


The environmental perspective is concerned with responsible marketing decision having least 
impact on environment. 


Economical dimension focuses on practicing marketing practices which consume fewer 
resources and allow the business to sustain profitably for the longer period of time. Sustainable 
marketing is a holistic approach which aims on meeting the needs of customers with an equal 
emphasis on social, economic and environmental aspect. 


SUSTAINABLE TOURISM 


Butler, 1999, defined sustainable tourism as a form of tourism which aims at making existing mass 
tourism as sustainable as possible. Sustainable tourism attempts on making the impact of tourism as 
low as possible on environment and local culture, and society. It is conceived as tourism 
development activity that meet the need of the present in a sustainable manner so that it should not 
hamper the need fulfilling ability of the future generation.(Bramwell & Lane, 1993) 


Sustainable Tourism can be defined as ‘a tourism approach which inclined to reduce the 
problems and complexities created by interaction between the tourism industry indicators, the 
environment and the communities of the destination areas” (Bramwell and Lane, 1993). 


; Environmental Aspect 
Social Aspect 


Sustainable tourism 


Tourism practices 


Sustainable tourism can be understood as the interaction of the tourism practices with social, 
environmental and economic aspect. It reflects that tourism services should be provided to tourist 
with keeping in mind the environmental, social and economic aspect. 


Economic Aspect 


Fig. 2: Dimensions of Sustainable Tourism 


Sustainable Marketing for Promoting Sustainable Tourist Behavior / 729 


For sustainable development, Sustainable tourism should include the following activities: 


1. Inform and educate the tourist about the culture, economy of the visited place, so that they 
understand and respect the traditions. 


Adopting the activities which conserve and protect local cultural heritage. 
Motivate the tourist to purchase local goods. 


Conserving resources by using the least possible amount of non-renewable resources. 


Oy LS 


Use environmental resources optimally and maintain essential ecological processes. 


6. Conserve natural heritage and biodiversity. 


THE ROLE OF MARKETING IN SUSTAINABLE TOURISM 


Traditionally the marketing practices treated tourism as a commodity and have prime focus on 
increasing the number of tourist. There was hardly any concern about sustainability (Buhalis, 2000). 
However (Kotler & Keller, 2006) included the societal orientation in the definition of marketing 
where the organization should have the responsibility towards society’s along with meeting the 
organizational and individual needs. Tourism firm needs to be sustainable in their practices, and a 
firm’s sustainable performance can be measured by its performance in environmental, social and 
economic dimensions. (Parveen,G., Zillur,R.,Kazmi,A.A.,2013) 


For promoting sustainable tourism marketers should segment their market so that tourist needs 
should be matched with the experiences offered. Tourism companies should give greater 
consideration to the visitors who are economically sound as well as they can adopt the sustainable 
behaviors (Dinan, 2000). 


Tourism firm need to adopt the sustainable practices as early as possible as early adoption will 
differentiate them from competitors and will work as a sustainable competitive advantage 
(Zillur,R.,Bhattacharyya, S.K., 2003). 


Acoording to Day and Montgomery (1999), the traditional marketing mix framework is not able 
to achieve goals of sustainability, as promoting sustainable tourism requires an holistic efforts. 


SUSTAINABLE TOURISM MARKETING PLAN 


The marketing plan as defined as a map that explain all the marketing activities. It outlines the 
purpose and the opportunities in the business, Identify the markets to target, product or service mix 
to offer and how customers are served. Sustainable tourism plan consist of all the steps needed in 
marketing of sustainable tourism. It consists of following steps. 


Analysis 


Here the market opportunity, market environment and firm resources need to be analysed. the 
ultimate need of the tourist like desire of being relaxed, good experience, high service quality, 
satisfaction, sense of contribution towards the environment or society has to be indentified and 
analyzed. And then the firm has to check that whether they can fulfill the need of the tourist within 
the existing marketing environment. 


SEGMENTATION AND TARGETING 


Segmentation helps in identifying target groups to whom suitable products can be offered. For 
promoting sustainability the segmentation should be done according to consumer’s attitude about 
sustainability. Many researchers have tried to segment the market for sustainable products. 


The Department for Environmental, Food and Rural Affairs (2008, 42-45), of British 
government’s segmented the population in seven different categories. These segments ranges from 
highly engage to totally uninterested segments, adopting this classification into tourism context the 
segments can be of following types. 
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e Positive Greens tourist: Have very high willingness for sustainable tourism. 
e Waste watchers: They have medium to low level of willingness for sustainable tourism 


e Concerned tourist: They have medium level of willingness and face difficulty in adapting 
sustainable lifestyle. 


e Sideline Supporters: They have medium to low level of willingness and face difficulty in 
changing habit. 


¢ Cautious Tourist: They have medium to low level of willingness they do not want to call as 
green customers. 


e Stalled Starters: They have low level of willingness and low knowledge about the 
sustainability. 


e Honesty Disengaged: They have no interest in sustainability. 


So different segments have different level of interest in behaving sustainably, so different 
segment should be targeted with different sustainability efforts. 


VALUE PROPOSITION 


It can be defined as the “entire set of benefits or values that a firm promises to provide to customers” 
(Kotler, 1994). To promote sustainable tourist behavior the values or benefits of an offering are 
determined by company vision, firms capabilities, and tourist need and attitude about sustainability. 


POSITIONING 


Positioning can be defined as the distinctive image or position a product or service occupies in the 
mind of the consumers in comparison to the competitors products (Kotler and Keller, 2006). 


In sustainable tourism marketing, positioning can be done by promoting entire tourism package 
as sustainable package, If only a part of the package is environment friendly or promote 
sustainability then only that part or benefit should be highlighted. However in most of the cases 
many consumers are not concerned about the sustainability so these customers should be targeted 
on the basis of primary benefit of the product and sustainability should be the secondary benefit in 
these cases. (Ottman 2011, 110; Martin & Schouten 2012, 99). 
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Fig. 3: Proposed Sustainable Tourism Marketing Framework 
SUSTAINABLE TOURISM MARKETING MIX 
The marketing mix consists of marketing tools which a seller can use for influencing buyers. 


(Kotler & Keller, 2006, p. 19). McCarthy (1960) was the first to propose the marketing mix 
consist of four elements product, price place and promotion. Booms and Bitner (1981) added three 
elements in services marketing contexts which includes people, physical evidence and process. 
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The marketing mix enables the organization to incorporate the sustainability aspect while 
allocating the resources. So each of the marketing mix elements should be designed to promote 
sustainability. 


Morrison (2009), adds specific elements applicable in tourism context which includes 
partnership, packaging and programming. 


By considering all the approaches 10 elements have been identified in the tourism marketing 
mix which includes product, price, place and promotion(McCarthy 1960); people, physical evidence 
and process (Booms and Bitner, 1981); and packaging, programming and partnership (Morrison, 
2009). All these elements should interlink with the sustainable development and involve social, 
economic and environmental aspect. 
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Fig. 4: Proposed Extended Sustainable Tourism Marketing Mix 


The marketing mix for promoting sustainable tourism should include following elements 


PRODUCT 


Product can be defined as “anything that can be offered to a market to satisfy a want or need” 
(Kotler & Keller, 2006, p. 372).All the elements of the tour package separately or together which 
includes destination, accommodation and transportation is the product in the tourism industry. 


For sustainable tourism the product and services should be provided in such a way so that it can 
achieve sustainable development objectives. Electronic services like online booking should be used 
as they not only reduce the consumption of resources but also provide control over the 
characteristics of services (Rahman, Z. 2008).The practices should include developing products 
which are more sustainable in nature like conservation holidays, using public mode of transport, 
promoting cultural tourism, restricting the offering of products which are not sustainable, 
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maintaining strong environmental standards in the holiday destinations and impose some sort of 
obligations on tour organizers so that they must comply with the sustainable practices. 


PRICE 


Price is the money value of the product it has the capacity to influence the demand. The pricing 
should be done to maintain the sustainable tourism practices. Premium price may be charged at 
restrictive areas to discourage the demand. However low pricing can be decided for the services 
which preserve the environmental aspect. The price should be decided at the level so that it covers 
the cost of resources used and damage if any caused by the tourist. It should be able to generate 
suitable amount of profit and should bring benefits for the host community. The price charged 
should be able to build an exclusive image and discourage mass tourism. 


PLACE 
Place represent the channels and the locations at which the services will be offered. 


In tourism, the marketing channels are an integral part of the tourism value chain and include 
organizations like destination planners, Travel agencies, Hotels etc. All these organizations add 
value to the entire tourism experience however they should provide their service in a way so that it 
should have least impact on the environment, society and culture. 


Concept of Slow Travel (Lumsdon & McGrath, 2011) can be a useful consideration. 


Encouragement should be provided to the form of transport having low impact on the 
environment and the society. Use of transportation medium like cycling or using public transport 
should be encouraged. 


PROMOTION 


Promotion represents the means by which a firm informs and persuades the consumer about their 
product and services (Kotler & Keller, 2006, p. 536). 


To persuade the consumer about the sustainable consumption it is necessary to educate them 
about sustainability. 


The attention need to be paid for reducing environmental and sociocultural impacts in the areas 
of the organization’s working including the means by which an organization communicate with the 
audiences. For promoting sustainability, electronic modes of communication like, communication 
through websites, social media etc. need to be encouraged. As using these electronic mediums of 
communication, will enable companies to be more responsive towards the customer 
(Rahman, Z., 2004). 


Promotional tools like offering price discounts on eco products, encouraging sustainable local 
practices should be adopted. Communication should be aimed to transform tourism buying 
decisions. The tourist should be encouraged to vist green destination. The communication need to 
promote natural tourism which minimizes adverse environmental, cultural and social impact. 


PEOPLE 


It includes “All the human elements who plays a part in service generation and delivery and include 
the employees and the customers in the service environment’(Zeithaml, Bitner, & Gremler, 2006, 
p. 26). All these elements play a crucial role in service generation and delivery. The employees 
should be selected carefully, trained appropriately and should be motivated to behave sustainably. 
The attitude of tourist towards sustainable tourism is of prime importance, efforts need to be done to 
educate, train and motivate the tourist about the sustainable practices. 


PHYSICAL EVIDENCE 

It consist of the environment where firm customer interaction takes place and where services are 
provided by the organizations, it also includes all the tangible component that are associated with 
the services and ease the performance and communication of services (Zeithaml et al., 2006, p. 27). 
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The elements of physical evidence serve many roles as they build customer confidence, helps in 
delivering and consuming the services and also provide ease to employees to perform their work. 


In terms of sustainability tourism marketing, this element is of vital importance as it helps in 
generating customer experience towards sustainable product and services. Sustainable products and 
practices like eco friendly tangible products, local products, activated public-area lighting systems 
etc. should be incorporated in the physical environment as all these elements helps in promoting 
sustainable tourism. 


PROCESS 


It includes all the procedures, operations and activities used in delivering the desired services 
(Zeithaml et al., 2006, p. 27). In promoting sustainable tourism the major focus should be on 
adopting practices like moving away from paper-based to digital booking, Using transportation 
modes having less emission of pollutants. The process should be inclined to minimize the use and 
wastage of natural resources. Digitization of process should be encouraged as using the internet 
based process will enhance the logistic and reduce the cost in tourism value chain 
(Rahman, Z., 2004). 


The preference should be given to the local items like local food products, merchandise etc. as 
they reduce transportation cost and also promote the local culture in the tourism. 


Morrison (2009) introduces three new elements in the tourism marketing mix 


PACKAGING 
Packaging in tourism can be defined as “combination of related and complementary hospitality and 


Travel services into a single-price offering” (Morrison, 2009, p. 392). 


Combining all the services in tourism value chain enable the tourism organisations to offer 
services convenienently at a suitable price as well as help in differentiating the offerings and 
managing demand and capacity use. 


PROGRAMMING 


It involves “developing special activities, events, or programs to increase customer spending or give 
added appeal to a package or other hospitality/travel service” (Morrison, 2009). These events, 
activities and programs provide an opportunity to accelerate the demand and also to promote 
sustainable practices. Programming can help out in shaping and balancing the tourism demand 
throughout the seasons and helps in overcoming the uncertainty. 


PARTNERSHIP 


It can be defined as “cooperative associations for promotions and other marketing efforts by 
hospitality and travel organizations” (Morrison, 2009). Tourism value chain consists of travel 
agencies, hotels, transport agencies, local restaurants. Partnership along all these elements will 
promote collaborative efforts towards maintaining sustainability. These entire marketing mix 
elements enable the tourism marketer to differentiate their market offerings for different set of 
tourists and also in managing and promoting sustainability across the tourism value chain. 


CONCLUSION 


Sustainable tourism is the need of the hour as it helps in reducing the negative impact of tourism 
and brings positive experience for local community, tourist and tourism organisations. 


Organisations are struggling to maintain the sustainable aspect of tourism, sustainable tourism 
marketing plan should consist of a holistic outlook. On one side it should fulfill the need of the 
targeted customers profitably and on the other side it should maintain environmental integrity, 
economic prosperity and social equity. The segments need to be identified and targeted on the basis 
of tourist ability and willingness towards sustainable behavior. Positioning need to done on the basis 
of sustainable features and tourist need. Marketing mix elements should focus on promoting 
sustainable tourism by offering pleasant tourist experience while considering the social justice, 
economic and environmental aspect. 
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The proposed marketing framework will be helpful in meeting the objectives of sustainability by 
managing and promoting sustainable tourism by the organizations. 
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Abstract—CSR has become the important concept in the contemporary business scenario. A fair amount of literature is 
available in analyzing the effect of CSR on consumer relational outcomes in different contexts. But the earlier researches 
show the inconclusive results concerning the influence of corporate social responsibility on consumer behavior due to various 
intrinsic and extrinsic factors. Literature also indicated paucity of research on CSR influence on customer relational 
outcomes in the context of developing economies like India. 


The purpose of the present research is to evaluate the influence of corporate social responsibility initiatives on customer 
loyalty along with customer satisfaction from the customer’s perspective. A primary survey was conducted using pre-tested 
questionnaire to collect the data from the respondents. The data were analyzed using Partial Least Square model, second 
generation, variance based SEM technique. The results of the study reveal that corporate social responsibility initiatives 
show a significant role in the customer relational outcome. The outcome of the study provides strategic and managerial 
implications for practitioners, academicians, and industry personnel interested in this field of study. 


Keywords: Corporate Social Responsibility, Customer Loyalty, India 


INTRODUCTION 


Corporate social responsibility has become a buzzword in the contemporary scenario of 
globalization, cutthroat competition and degradation of the environment. The world is facing 
adverse effect on the availability of the natural resources. Demand for the environmental friendly 
practices, community development. Protection of consumer rights is the issue of importance and 
becoming the part of corporate strategy for both good and service industries. Services due to its 
characteristics raise more challenges to the management in developing appropriate strategies. 
In order to achieve these objectives it is necessary to understand the consumer expectation from the 
companies. 


Implementation of CSR activities affects the consumer relationship with the company. Research 
shows that increasing awareness of the CSR activities can navigate large customer base towards the 
companies those engaged in CSR activities. The rising role of the service sector in the GDP also 
calls for the sincere efforts towards CSR from this sector. Therefore, the present study is an attempt 
to understand the customer expectation for CSR activities in Telecom sector and how this 
expectation does affect the customer loyalty and customer satisfaction. 


The present study is structured in a very regular manner. The next section discusses the 
literature review related to the construct in interest and the gap in the literature followed by the 
overview of scales adopted in the study. In next section explains the methodology adopted in the 
present research followed by the analysis and results. In the last section conclusion and limitation of 
the study has been presented. 


LITERATURE REVIEW 
CSR 


Corporate social responsibility has emerged as an important concept in the last quarter of the 20" 
century. CSR is defined as “The managerial obligation to take action to protect and improve both 
the welfare of society as a whole and the interest of organization” (Davis and Blomstrom, 1975, 
p. 6 Carroll (1979) conceptualized CSR as “the social responsibility of business (which) 
encompasses the economic, legal, ethical, and discretionary expectations that society has of 
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organizations”, is widely accepted concept till now (Garcia de los Salmones et a/., 2005; Poolthong 
and Mandhachitara, 2009). Impact of CSR on firm performance has been well studied in the 
literature in various cultural and economic contexts (Benito and Benito, 2005; Mishra and Suar, 
2010; Goyal et al, 2013; Wagner, 2010). The impact of consumer awareness and perception is a key 
area which motivating companies to go for a paradigm shift in their strategies. Literature shows that 
CSR exerts a positive impact on consumer’s attitude towards the companies good and services 
(Brown and Dacin, 1997; Lichtenstein et ai, 2004; Luo and Bhattacharya, 2006). Literature 
discloses a positive impact of CSR on customer satisfaction and customer loyalty. 


Although, the concept of CSR has its deep roots in the learning of every culture, but recent 
initiatives taken by various agencies, at both national and international level worked as a catalyst in 
increasing the awareness about these issues. It has received great attention from various scholars 
(Luo and Bhattacharya, 2006; Pirch et al., 2007). Companies are also taking various initiatives and 
communicating them through the publishing of CSR reports and posting information on corporate 
websites. Although, primarily these efforts can be observed in western world but a increasing trend 
can be found among Indian companies as well. Although the pace is slow but initiatives have been 
started. Recent companies act, 2013 also made it compulsory to all companies to spend 2 % of their 
net profit in CSR activities. Especially in large companies and various conglomerates are taking 
serious efforts towards this issue of global importance. Companies are recruiting specialist officers to 
work in this direction. 


CUSTOMER SATISFACTION 


Any organization irrespective of size, customer satisfaction is always one of the important 
objectives. Every satisfied customer works as a promotional campaign by positive world of mouth. 
In the era of cut throat competition, customer satisfaction and retention is very important. Easy 
movement of information, technology advancement, and globalization are some of the important 
factors behind the increasing awareness of CSR practices across the globe. This is leading towards 
the more expectation from the corporate citizens to behave in a responsible manner. The literature 
shows a positive impact of CSR activities on the customer satisfaction level. 


H: CSR positively influence the customer satisfaction 


CUSTOMER LOYALTY 


Earning customer loyalty is very important for every organization. Loyal customer works as an 
asset for the organization. The cost of attracting a new customer is estimated to be five times the 
cost of keeping a current customer happy” (Kotler and Keller, 2012).In the age of growing 
competition in the telecom sector, varieties of value added services, increase in the number of 
service providers developing a loyal customer base is a very difficult task. The situation makes 
telecommunication companies not only to improve their service quality, but also change their core 
marketing strategy for holding their existing customers by enhancing and optimizing the customer 
loyalty” (Hao et al., 2009). High customer satisfaction leads to increase in customer loyalty. Highly 
satisfied customer less interested in switching the services. Further, Jones and Sasser (1995) 
suggested that growth in customer satisfaction results a positive influence on loyalty of customers. 
Literature shows that CSR initiatives positively influence the customer perception towards 
the company. 


#: Customer satisfaction positively influences customer loyalty. 
H;: CSR positively influences customer loyalty. 


CONCEPTUAL MODEL 
The graphical representation of proposed hypotheses is given in Fig. 1. 
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Fig. 1: Conceptual Model 


MEASUREMENT SCALES 


Literature enlists various items and factors to measure corporate social responsibility. CSR was 
measured by adopting items from different studies and expert survey. Initially 10 items were listed 
to measure the CSR expectations. The final scale was developed by following the method suggested 
by Churchill (1979). Customer satisfaction was measured by adopting 6 item scale from Cronin 
et al., (2000). 4 items Scale for the measurement of customer loyalty was adapted from Zeithmal 
et al., (1996) and Sirdeshmukh et a/., (2002). 


RESEARCH METHODOLOGY 


Data was collected by using the questionnaire survey method. A questionnaire was developed in 
both English and Hindi language. Two bilingual professional evaluated this questionnaire to rectify 
any error. The initial draft of the questionnaire was evaluated by 10 management students those are 
having specialization in marketing. In addition, 10 professional working in the field of telecom 
sector was also participating in the pre-testing. This mix was adopted to have an optimal flavor of 
both industry and academia. Next to this, a pilot test was conducted consisting of 72 respondents. 
After pilot survey reliability and validity tests were conducted and irrelevant indicators were deleted. 


A final survey was conducted in the Delhi NCR region. This study included customer of all 
mobile service providers. Respondents were selected based on the convenience sampling. The total 
214 responses were collected. Out of which 9 responses were deleted due to half-filled 
questionnaires. 


Table 1: EFA Results 


Construct Items Variance 
Customer I like using the connection belonging to brand X 75.84 .792 
Satisfaction 


Having a mobile connection with brand X is great 

Selection of this mobile service provider was good 

In my opinion I did correct by purchasing this mobile connection 
This mobile service provider offers according to my requirements 
Customer I generally use this mobile service provider as my initial option compared to 70.22 .846 
Loyalty others 

I always consider this mobile service provider as my first choice 

I will keep on considering this is as my most important mobile service brand in 
the next few years 

I would suggest this service provider if someone looked for my suggestion 
CSR Protection of environment 64.93 .754 
expectations Support water resources preservation 
Donation for charity 

Help the community 

Donate for natural calamities 

Work for customer satisfaction 
Commitment towards society 
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SCALE VALIDATION 


Scale validation was performed by applying both exploratory and confirmatory factor analysis. 
During the data reduction process 3 items from the CSR scale and | item from customer satisfaction 
was removed due to some cross loadings. Exploratory factor analysis shows a satisfactory level of 
percentages of variance explained. The values were in the range of 64.93-—75.84 which is higher than 
the standard values. Cronbach’s alpha value was also more than desired level of 0.7. These values of 
Cronbach’s alpha and variance confirmed the unidimensionality and reliability of the scale. 


Further, confirmatory factor analysis was performed to confirm the validity of the scale. 
Convergent and discriminant validity were evaluated by calculating different goodness of fit indices 
including GFI, AGFI, RMSEA. All model fit indices were in the desired limit. 


Table 2: CFA Results 


CSR C ustomer Satisfaction Customer Loyalty 
x2 307. 19 41.38 36.45 
df 139 21 19 
X2/df 2.21 1.97 1.91 
P <0.05 <0.05 <0.05 
GFI 0.891 0.916 
AGFI 0.854 0.874 0.816 
CFI 0.909 0.894 0.846 
TLI 0.837 0.825 0.812 
RMSEA 0.071 0.062 0.064 
RMR 0.052 0.041 0.45 


DATA ANALYSIS 


In the present study data was analyzed by using partial least square method. This is an appropriate 
method for the studies containing small sample size. PLS categorize results into two parts. One part 
consists the evaluation of measurement model and another one discusses about the structural model 
for the assessment of the proposed hypotheses. 


MEASUREMENT MODEL 


The results of the PLS measurement model are presented in the table 3. In PLS factor loading must 
be more than 0.71. In the present case loading for all construct is in the range of 0.729-0.898. 
The t-value (critical ratio) value was more than 1.96. The composite reliability of all measurement 
constructs was more than 0.7 which ensured the internal consistency of the of the measurement 
scale. For the evaluation of the average variance extracted (AVE) values were calculated which was 
in the range of 0.648-0.719 and all values were more than the threshold level. These all values 
ensured the construct reliability of the measurement model. 


Construct Loadings Critical Ratio AVE CR 
Customer CS 1 0.746 37.543 0.719 0.884 
Satisfaction CS 2 0.834 

CS 3 0.798 
CS 4 0.853 
CS 5 0.873 
CSR CSR 1 0.794 55.473 0.648 0.756 
CSR 2 0.768 
CSR 3 0.846 
CSR 4 0.812 
CSR 5 0.742 
CSR 6 0.729 
CSR 7 0.786 
Customer Loyalty CL 1 0.864 41.865 0.694 0.802 
CL 2 0.898 
CL 3 0.812 
CL 4 0.786 
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STRUCTURAL MODEL 


Structural model was evaluated by bootstrapping method. Path significance was assessed by 
calculating t-values which are acceptable at more than 1.96 (Chin, 1998). The external validity of 
the path can be ensured if path coefficient value is more than 0.15. For the predictive relevance R2 
value must be more than 0.10 (Fornell and Cha, 1994). All path coefficients and CR values are 
presented in figure 2. Results are given in the Table 4. 


Hypothesis | Dependent v Variable | Independent Variable O CR R2 
Hl Customer Satisfaction | CSR 0.468 4.367 0.414 | Supported 
H2 Customer Loyalty Customer Satisfaction 0.586 10.854 0.648 | Supported 
H3 Customer loyalty CSR 0.394 2.684 Supported 
RESULTS 


All three hypothesis were proved and fully supported by the outcome of the data analysis. Results 
show that CSR influence positively both customer satisfaction and customer loyalty. These results 
are in the line of earlier studies (Mandhachitara and Poolthong, 2011). The positive relationship of 
customer satisfaction and customer loyalty is well proven relationship in the literature. The present 
study also supports this well established relationship. Results of the present study reveal the fact that 
in this competitive era adoption of CSR practices can be a useful strategy for the managers working 
in the telecom industry. They need to be active in adopting the CSR practices and showcase their 
efforts in a effective manner so that a long term customer loyalty can be generated. 


CONCLUSION 


Developing and retaining a large customer base is the main goal of each business organization. 
Large customer base creates a long term competitive advantage for the companies. The current 
cut-throat competition in the telecom sector raises the need to adopt innovative practices to attract 
more customers. The results of the present study reveal that the adoption of CSR practices can be 
triggered in improving the customer satisfaction and customer loyalty. CSR practices can help 
companies to improve the customer satisfaction. Therefore, it is imperative for the managers to 
incorporate CSR practices as the part of business strategy and demonstrate their efforts by proper 
communication to get long term benefit. 


REFERENCES 


[1] Benito, J. and Benito, O. (2005) Environmental pro-activity and business performance: an empirical analysis, Omega, 
Vol. 33 No. 1, pp. 1-15. 

[2] Brown, T.J. and Dacin, P.A. (1997), “The company and the product: corporate association and consumer product 
responses”, Journal of Marketing, Vol. 61No.1, pp. 68-84. 

[3] Carroll, A.B. (1979), “A three-dimensional conceptual model of corporate performance”, Academy of Management 
Review, Vol. 4 No. 4, pp. 497-505. 

[4] Chin, W.W. (1998), “The partial least squares approach to structural equation modeling”, in Marchoulides, G.A. 
(Ed.), Modern Methods for Business Research, Lawrence Erlbaum Associates, Mahwah, NJ. 

[5] Churchill, G.A. (1979), “A paradigm for developing better measures of marketing constructs”, Journal of Marketing 
Research, Vol. 16, February, pp. 64-73. 

[6] Cronin, J.J., Brady, M.K. and Hult, G.T.M. (2000) “Assessing the effects of quality, value,and customer satisfaction 
on consumer behavioral intentions in service environments”. Journal of Retailing, Vol. 76 No. 2, pp. 193-218. 

[7] Davis, K. and Blomstrom, R.L. (1975), Business and Society: Environment and Responsibility, McGraw-Hill, New 
York, NY. 

[8] del Mar Garcia de los Salmones, M., Crespo, A.H. and del Bosque, I.R. (2005), “Influence of corporate social 
responsibility on loyalty and valuation of services”, Journal of Business Ethics, Vol. 61 No.4, pp. 369-385. 

[9] Fornell, C. and Cha, J. (1994), “Partial least squares”, in Bagozzi, R.P. (Ed.), Advanced Methods of Marketing 
Research, Basil Blackwell, Oxford, MA. 

[10] Goyal, P., Rahman, Z. and Kazmi, A.A. (2013), “Corporate Sustainability Performance and Firm Performance 
Research Literature Review & Future Research Agenda”, Management Decision, Vol. 51 No.2, pp. 361-379. 

[11] Hao,Y., Yuan, X. and Zhang, W. (2009), “How to Promote Customer Loyalty of Chinese Mobile Telecom Operator: 
Case Study of China Mobile”. Blekinge Institute of Technology. 

[12] Jones, T.O. and Sasser, W.E. (1995), “Why satisfied customers defect”, Harvard Business Review, 
November-December, pp. 88-99. 

[13] Kotler, P. and Keller K.L. (2012), Marketing Management, 14th Edn., Prentice-Hall, Harlow, 


CSR Influence on Customer Relational Outcome: A Study of Indian Telecom Industry / 741 


[14] Lichtenstein, D.R., Drumwright, M.E. and Braig, B.M. (2004), “The effects of corporate social responsibility on 
customer donations to corporate-supported nonprofits”, Journal of Marketing, Vol. 68 No.4, pp. 16-32. 

[15] Luo, X. and Bhattacharya, C.B. (2006), “Corporate social responsibility, customer satisfaction, and market share 
value”, Journal of Marketing, Vol. 70 No.4, October, pp. 1-18. 

[16] Mishra, S. and Suar, D. (2010), “Does Corporate Social Responsibility Influence Firm Performance of Indian 
Companies?” , Journal of Business Ethics, Vol. 95 No. 4, pp. 571-601 

[17] Pirch, J., Gupta, S. and Grau, S.L. (2007), “A framework for understanding corporate social responsibility programs 
as a continuum: an exploratory study”, Journal of Business Ethics, Vol. 70 No. 2, pp. 125-40. 

[18] Poolthong, Y. and Mandhachitara, R. (2009), “Customer expectations of CSR, perceived service quality and brand 
effect in Thai retail banking”, International Journal of Bank Marketing, Vol. 27 No. 6, pp. 408-427 

[19] Sirdeshmukh, D., Japdig, S. and Berry, S. (2002), “Customer trust, value, and loyalty inrelational exchanges”, Journal 
of Marketing, Vol. 66 No.1, pp. 15-37. 

[20] Wagner, M. (2010), “The role of corporate sustainability performance for economic performance: A firm-level 
analysis of moderation effects”, Ecological Economics, Vol. 69 No.7, pp. 1553-1560 

[21] Zeithaml, V.A., Berry, L.L. and Parasuraman, A. (1996), “The behavioral consequences of service quality”, Journal of 
Marketing, Vol. 60 No.2, pp. 31-46. 


Unearthing Whys and Wherefores in Non-adoption of 
LPG by the BOP Consumer: A Case of Katputli Colony 


Kumkum Bharti’, Vinay Sharma’, Rajat Agrawal’ and Anita Sengar* 
"Research Scholar, Department of Management Studies, Indian Institute of Technology Roorkee 
? Assistant Professor, Department of Management Studies, Indian Institute of Technology Roorkee 
‘Assistant Professor, Department of Management Studies, Indian Institute of Technology Roorkee 
Research Scholar, Department of Management Studies, Indian Institute of Technology Roorkee 
E-mail: ‘kumkumbharti.iitr@gmail.com, ’vinayfdm@iitr.ernet.in, 
*vajatfdm@iitr.ernet.in, ‘anita.sengar@gmail.com 


Abstract— 


Purpose: To examine the successful adoption of LPG kits by the BOP cluster in Delhi. Paper also investigates the reasons 
for non-adoption of LPG kits by the BOP consumers. 


Methodology: In this article, a single case method is used to demonstrate the ineffectiveness of government to devise a 
desired cooking equipment and clean fuel for the below the poverty line (BPL) consumer. According to Barzelay (1993), a 
single case study is an effective method for providing generalizations and normative reasoning, therefore, used in the study. 


Findings: A lack of government involvement with the BOP consumer in identification of right product is identified as one of 
the findings of the study. Additionally, it has been identified that the BPL consumer does not use the LPG kit distributed by 
the government to the beneficiaries. Moreover, availability of subsidy for buying LPGand non-adoption of LPG kit by the 
beneficiaries aggravated the sale of LPG in the black market. 


Future scope: Only one case of Katputli colony in Delhi is selected for performing the study. In future, similar cases can be 
studies for other products offered by the government and their adoption or failure rate among the BOP segment across the 
country. 


Keywords: Customer Participation, Slums, Bottom of the Pyramid (BOP), Co-creation, LPG 


INTRODUCTION 


Customer participation in the product development has remained an interesting study domain by 
marketers over the last few decades. The presumption of positive relationship between high 
customer participation with greater customer satisfaction (Bateson, 1985, Cermark, File and Prince, 
1991; Mills & Morris, 1986; Zeithaml, 1981) is possibly one of the reasons companies leapfrogging 
towards customer participation. Chan et al., (2010) define customer participation as, “an extent to 
which customers share information, provide suggestions, and engage in shared decision 
making-reflects customer effort in co-producing a service.” The relevance, process and extent of 
customer participation in the product or service delivery are studied for the urban, well-connected, 
aware and updated customers. Kelley et al., (1994), Bendapudi & Leone (2003), Bagozzi & 
Dholakia (2006), Cermak, File & Prince (2011) Kellogg, Youngdahl & Bowen, (1997), Fuller & 
Matzler (2007), Dong, Evans & Zou (2008), Bitner, Faranda, Hubbert & Zeithaml (1997), Fang, 
Palmatier, & Evans (2008) are few of the authors that conducted studies on customer participation 
in the last two decades on urban connected customers. But, few studies were performed on poor 
customer participation in the product development, service delivery or community development 
(Enquist & Sebhatu 2006; Bernardez, 2005), therefore, remains an area for study by the researchers. 


The relevance of poor customer participation and involvement in the desired product 
development is pivotal because of certain market specific factors like limited affordability 
(Prahalad, 2005) due to low income leveland costly distribution of goods and services (Karnani, 
2007; Bartels, 1968; Prahalad and Hart, 2002) in the BOP market. Additionally, poor infrastructure 
with respect to limited availability (Vachani& Smith, 2008) of resources, poor transportation, 
communication and media related facilities (Prahaladand Hart, 2002; Karani, 2007a; Karnani, 
2007b) makes subaltern market vulnerable for exploitation and often remainflooded with undesired 
and costly products by the profit hungry marketers. A lack of formal education (Prahalad, 
2002;Prahalad and Hart, 2005; Sen, 2000) adds to the woes of the BOP consumers which acts as an 
obstacle in performing rational buying decision and furthermore makes them vulnerable 
for exploitation. 
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The present article underlines a case of an urban bottom of the pyramid (BOP) colony located in 
the heart of New Delhi (India). It highlights that how due to lack of government involvement with 
the beneficiary a priori lead to a failure in the adoption of cooking stove and LPG cylinder 
distributed under a scheme by the state government. Furthermore, it uncovers other contextual 
factors associated with BOP consumer behaviour and priority of subaltern consumer wants- 
uncommon to identify by the marketers. 


ENERGY NEED OF THE BOP 


Energy is essential to meet the most basic needs of cooking, boiling water, lighting and heating’. It 
is also a prerequisite for good health—a reality that has been largely ignored by the world 
community. More than three billion people still burn wood, dung, coal and other traditional fuels 
inside their homes. The resulting indoor air pollution is responsible for more than 1.5 million deaths 
a year—-mostly of young children and their mothers. Millions more suffer every day with difficulty in 
breathing, stinging eyes and chronic respiratory disease. Though there is no mention of energy 
poverty in millenntum goals, poverty and energy poverty go hand in hand’, Making cleaner fuels 
and improved stoves available to millions of poor people in developing countries will reduce child 
mortality and improve women's health. In addition to the health gains, household energy 
programmes can help lift families out of poverty and accelerate development progress. Moreover, 
indoor air pollution and inefficient household energy practices is a significant obstacle to the 
achievement of the Millennium Development Goals. *During the European Development Days 
(EDD) 2012, organisations dealing with urbanisation such as the United Nations Human 
Settlements Programme (UN-HABITAT) and Slum Dwellers International (SDI) said that the only 
way to improve life in cities is to build partnerships among the inhabitants, and to strengthen local 
initiatives. Ms. Kirabo said that, “...people come out much stronger when they participate in 
development.” She further added that, “... when we listen to the communities, they upgrade their 
slum, create employment and improve livelihoods.” Additionally, “D’Cruz, a coordinator of Slum 
Dwellers International said that slum dwellers are capable of presenting their own views and 
negotiating with the city governments for basic housing rights, but only if they are organised and 
empowered. Therefore, keeping the need of clean energy in mind UPA government in 2012 
announced Delhi to be set as the first kerosene-free city in India’. 


DELIVERY OF LPG TO EACH BPL FAMILY IN NEW DELHI 


The vision of oil ministry for 2015 is to extend the usage of LPG for cooking purpose in rural and 
under-served areas so that standard of life in rural areas improve and kerosene and or fire-wood is 
replaced by the clean fuel. In 2012, Sheila Dixit, the then Chief minister of Delhi, announced a 
scheme of free distribution of LPG cylinders and cooking stove to BPL families ofNew Delhi. The 
scheme is proposed to cover 35 lakh BPL families of rural and under-served area every year. The 
total budgetary requirement for the implementation of this scheme is approximately Rs.490 crore. 
Under this scheme, about 5.5 crore new LPG connections are proposed to be released till 2015 to 
reach 16 crore customers with most of the new connections being released in rural areas. Of about 1 
crore connections to be released each year, it is expected that number of BPL families will be on an 
average around 35 lakh every year. The cost of each kit comprising of stove, one regulator, tube, 
and one LPG cylinder cost Rs. 3049 to government. 
(Source: http://www.rediff.com/money/report/over-3-point-5-lakh-families-in-delhi-to-get-free- 
Ipg/20120821.htm, 3 January 2014). 


'World Health Organization. (2006). Fuel for life: household energy and health. World Health Organization, Geneva. 

*World Health Organization. (2006). Fuel for life: household energy and health. World Health Organization, Geneva. 

http: //capacity4dev.ec.europa.eu/article/fostering-dialogue-between-local-authorities-and-slum-dwellers, accessed on 4 
January 2014. 

“http: //capacity4dev.ec.europa.eu/article/ fostering-dialogue-between-local-authorities-and-slum- 
dwellers#sthash.StM6E3ya.dpuf 

“http: //www.thehindubusinessline.com/news/states/delhi-set-to-become-first-kerosenefree-city-in- 
india/article3798827.ece (source: 3 January 2014) 
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KATPUTLI COLONY: AN URBAN BOP COLONY IN THE HEART OF NEW 
DELHI 


Katputli colony, a JhuggiJhopri (JJ)cluster is located in the Shadipur Region of West Delhi. This 
colony is unique as it carries rich heritage of community of puppeteers and performers originally 
resident of Rajasthan, Gujarat, Bihari Muslims, tribal (Adivasis) from Warangal (A.P.) and 
Maharashtrians-largely stratified along lines of geographical origin of its residents. People within the 
colony live in more developed jhuggiesmade of brick, with electric outlets connected to televisions 
and overhead fans others reside in more tenuous structures. Presently, fourth generation of 
puppeteers, acrobats and other performers is residing in the colony. A report by Centre for Policy 
Research (2013) mentions that “...the Kathputli Project is not just an interesting case study for 
researchers but one that will have significant consequences for the future of Delhi’s urban 
development.” 


In this article Katputlicolony is chosen as a case because of two reasons. Firstly, Katputli colony 
is located at the heart of Delhi city and merely 5 minutes from Connaught place, a commercial hub 
of city for decades. Secondly, 100 percent of the colony population qualifies for the free allotment of 
kit comprising of LPG cylinder and stove. The free kits are distributed to the residents in the 
beginning of 2013. 


METHODOLOGY 


The research approach adopted for this study is qualitative in nature. It has been adopted for two 
reasons. Firstly, the nature of the present study is exploratory (Mason, 2002) as the non-usage of 
cooking stove and LPG cylinder by the BOP consumer is unknown. Secondly, it is context specific 
(Lee, 1999)-here study was performed on the BOP consumers which is an entirely different market, 
thus, qualifies for qualitative research. Moreover, use of qualitative study will allow access to 
people’s experience and thoughts, something important in detecting contextual factors (Ritchie & 
Spencer, 2002). A single case was used to find out the problem associated with the product adoption 
by the BOP community. Single cases are often used in the social science researches (Yin, 2003).The 
data was collected in the month of December 2013 and in two rounds. Semi-structured in-depth 
interviews were conducted with the residents. One FGD is performed with the residents of colony 
to have a consensus on the various opinions over the usage and adoption of the kit provided by the 
government. The duration of interviews ranged between 25 minutes to 50 minutes, thus, the average 
duration of each interview is 37.5 minutes. However, FGD was conducted in the last week of 
December 2013 and went for 1 hour 28 minutes. The interviews and FGD was transcribed verbatim 
and entire sight was video recorded to know the cooking means and practices of the residents. 


USAGE OF LPG KITS BYBPL FAMILIES 


The primary findings shows that almost all the residents use conventional chulha (stove) for cooking 
purpose ( Refer figure 1).The fuel for cooking is coal, kerosene and wood (Refer Figure 2). The fuel 
for cooking is procured from the nearby market and roadside area of Connaught place, Delhi. All 
the families agreed that they have received the kit provided by the government and functional when 
used for the first time. However, out of the total population of 2800 families® of Katputli colony only 
few families (less than 10) mentioned the regular use of the LPG cylinder and stove provided by the 
government. Also, many of the gas stoves were sold off by the residents to earn quick money and 
same has happened to the LPG cylinders issued to the beneficiaries. Moreover, it has been identified 
from the interaction with the beneficiaries that an LPG cylinder is purchased every month at a 
subsidized price of Rs.414 and sold off in the market at a much higher rate. It is done by more than 
70 percent of the population interviewed. Moreover, residents find it as an easy way to earn money. 


Using the figures from various secondary sources it has been identified that people moreover did 
not find it unethical and consider it as an additional source of income. According to them, the 
demand for the LPG cylinders increases in the month ranging from October to March, because of 


Shttp://www.cprindia.org/workingpapers/4638-case-kathputli-colony-mapping-delhis-first-situ-slum-rehabilitation-project 
(Accessed on 3 January 2014) 
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the winter season and demand of LPG increases many folds. In these months they fetch very good 
prices for each LPG cylinder and sold for a price ranging from Rs.2000 to Rs.3000. Each BPL 
family can buy nine cylinders every year at the subsidized price. 


When primary findings were corroborated with the secondary data sources the results were 
interesting. Refer Table 1. 


Table 1: A Detailed Listing of Buying, Selling and Losses on LPG Cylinders Bought and Sold to BPL Families 


S. No. Details Price and Units 
1 Rate of LPG 14.2 Kg Cylinder (subsidized)’ 414R 
2 Total number of LPG cylinder issued each year to BPL families 09 
3 Total price paid for 9 LPG cylinders by BPL families in one year 333 INR 
4 Rate of LPG 14.2 Kg. cylinder (non- subsidized) 1241 INR 
5 Price difference in Subsidized and non-subsidized LPG 14.2 Kg cylinder 827 INR 
6 Sales proceeds (5*9 cylinders) from LPG Cylinders by one family in one year 7443 INR 
yi! Loss on each subsidized cylinder by oil companies® for each cylinder 763 INR 
8 Total number of BPL families in Katpulti colony’ 2800 
9 Total sales in black market 20840400 INR 
10 Total cost borne by oil companies each year (763*9) 6867 
11 Total cost borne by oil companies in Katputli colony 19227600 INR 


HOW SUCCESSFUL IS THE SCHEME? 


According to the secondary data sources and primary research findings it has been identified that 
the product is not used by the BPL families for majorly four reasons. Firstly, consumers find the 
LPG kit inappropriate for use as it does not matches their requirement of affordability and design of 
cooking stove. Secondly, the stove size is large to adjust into their small kitchen usually placed 
outside their jhuggis (houses) (Refer figure 3 & 4). Majorly, all the slum dwellers have one room with 
very few families possesses a room with a separate kitchen. Thirdly, thougha LPG cylinder is 
offered for a subsidized price slum dwellers find dearer to spend Rs. 414 for a single purchase. 
Fourthly, the practice of buying an LPG cylinder at a subsidized price and selling it at a much 
higher price is an additional source of income for the slum dwellers i.e. beneficiaries. Fifthly, 
consumers felt ‘left-out’ during the announcement of the free distribution of LPG kits by the 
government without seeking their requirement for the desired product. Though they are happy with 
the government announcement of LPG kit for the BPL families but at the same time they feel that 
government officials should come and ask their requirements and specific wants for the stove and 
also reduce the price ofa LPG cylinder. Lastly, families are large in size and thus cooking using 
LPG cylinder and large stove is not considered a viable option by the BPL families. 


A need of a clean and open space with well-constructed houses for their children over the use of 
clean fuel is one of the interesting findings generated from the discussion held with the slum 
dwellers. According to one of the respondent, “ Ye to government kibatarahahoon main.. hamari madad 
nahin karrahi hai bilkul bhi [I’m telling you about the government... it is not helping us at all]. 
Another respondent added, “... Dekho haan dekho jaisey ab aap khadey hain.. chaardiwari agar dhang 
kihona to aapko baitha dein...khanaaur banana to dehati hai magar madam haemin accha ghar chahiy esabse 
pehle to yahi hai [look.. you are standing (referring to the interviewer) if we have proper four wall 
house then we will make you sit (the interviewer was standing as there was no place to sit) ...our 
eating and preparation style of meals is very rural but madam we need good house... this is the first 
thing].” It shows that government is not concerned with needs of the BPL consumer. Moreover, it is 
inferred from the observation and interviews that slum dwellers have placed highest priority for 
good houses over anything because of the very frequent footfall of the foreigners and tourist to visit 
the country’s largest and oldest colony of puppeteers. 


"http: //timesofindia.indiatimes.com/business/india-business/Price-of-non-subsidized-LPG-hiked-by-Rs-220-a- 
cylinder/articleshow/28250706.cms (accessed on 1 January 2014) 

Shttp://timesofindia.indiatimes.com/business/india-business/Price-of-non-subsidized-LPG-hiked-by-Rs-220-per- 
cylinder/articleshow/28242773.cms (accessed on 2 January 2014) 

*http://www.cprindia.org/workingpapers/4638-case-kathputli-colony-mapping-delhis-first-situ-slum-rehabilitation-project 
(accessed on 9 January 2014) 
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DISCUSSION AND LIMITATIONS 


The case clearly shows a gap of the government involvement a priori in the product development for 
the BOP. The intense involvement of the government is foreseen because of the specific wants of the 
BOP consumer. It has been discovered that slum dwellers made several attempts to meet the 
government officials but received few unfulfilled commitments as a return for their efforts. For 
instance, one of the respondents [Male, 64] stated that, “kyun ki baaharke log bahutaatey 
hain...[because people from outside come] is liye hum gaye fariyaad lekar par koi nahin sunta (therefore 
we went with our request but no one listens].” As mentioned earlier in the article, need of good 
houses over clean fuel is advocated by the residents in almost near unanimity. Therefore, right want 
identification and prioritization of the fulfilment of wants is the responsibility of the private and 
government organization to have sustenance in the BOP market. 


In future, government can form public-private partnership (PPP) to delve out the specific wants 
of the market. A formation of public-private partnership for deeper and prolonged engagement 
canprovide an opportunity to understand the culture, lifestyle and behaviour of the BOP consumer- 
a must for any marketer before entering into a prospective market. Since, the traditional means of 
cooking is used by the entire community; therefore, we propose that innovative product 
development through co-creation can help organizations to design products which are appropriate, 
affordable and available to them. As previously discussed, urban BOP consumer living in a slum has 
a stated need of an affordable cooking fuel and latent need for clean fuel. Therefore, disruptive 
innovations in discovering clean and affordable fuel for the BOP is suggested. Moreover, in the BOP 
market development of strong partnerships with the customers, suppliers, and member of the value 
chain and generation of the participative work environment will help in understanding the 
customers’ needs and converting those needs into the product development process (Mundim et al, 
2011). Thus, through the right product development for the BOP, government can avoid the illicit 
trade of LPG cylinder in the state. Moreover, Government partnership with the private 
organizations, self-help groups (SHGs) and non-government organizations (NGOs) can help 
generating “community participation” critically important factor to build the ecosystem essential for 
the overall development of the community. 


CONCLUSION 


The key question is whether BOP families were served with the product as per their specifications? 
If not, who will be the flag bearers of the right product development for the subaltern consumer? 
The BOP customer has two possible options: claim their participation in the process of product 
development with the provider or remain where they are and get exploited by the intruders. But, we 
foresee participation; prolong engagement and intense interaction of the Government, private 
organization and NGOs collectively to enjoy sustenance in the BOP markets. 
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Note: In this articleBPL families and BOP families are used interchangeably. 
APPENDIX A 
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Fig. 2: Smoke and ash Forms the Waste of Traditional form of Heating and Cooking in BOP Households 
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Fig. 3: No Separate Kitchen. Traditional Stove is Placed Outside Homes in Open Space to 
Avoid Smoke and Dangerous Fumes 
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Fig 4: Easy to Locate Traditional chulha (Stove) 


Peer Influence and Green Purchase Intentions 


Vishnu Nath’, Rajat Agrawal’, Vinay Sharma’ and Aditya Gautam’ 
'Uttarakhad Technical University, Dehradun 
?Department of Management Studies, IIT Roorkee, India 
50.1M.T. Rishikesh 


Abstract—Studies in the past have explored various antecedents of environmentally conscious behaviors such as 
environmental knowledge, attitudes towards green purchasing. The present study tries to examine the role of peer groups in 
influencing purchase intentions for green products. Using a sample of 545 respondents from the states of Uttarakhand and 
Western Uttar Pradesh, India, the study tries to establish a relationship between peer influence and green purchase 
intentions. Based on the results, the study also proposes certain implications for the concerned actors. 


Keywords: Green Marketing, Green Consumerism, Peer Influence, Green Purchase Behavior 


INTRODUCTION 


Environmental sensitive behavior has emerged as a major focus of research and practice for 
stakeholders such as governments and businesses in the 21“ century. The field of marketing has also 
adapted itself to be more environmentally sustainable by extending itself into new vistas by the 
development of concepts such as ecological marketing (Fisk, 1974); green marketing (Ottman, 
1993); greener marketing (Charter, 1992); environmental marketing (Coddington, 1992) and 
sustainable marketing (Fuller, 1999). Since the 1980's, green marketing has gone through several 
stages. After the initial failures in the 1990's, green marketing made a comeback starting in the year 
2000 (Ottman et al., 2006). The concept of green marketing is now also being recognized in the 
Asian regions where environmental problems are arising on a fast pace, alarming citizens and policy 
makers (Lee, 2008). The consumer always remained at the center of green marketing activities, so 
analyzing the antecedents of consumers’ purchasing behavior towards green products would 
certainly help propel the future of green marketing. Consumers consider the adoption of sustainable 
consumption like adoption of green products as an extremely difficult task, because it requires 
making a tradeoff between practical functionality and their environmental concern. The flourishing 
Indian economy and consumer market will unquestionably put pressure on the environment in near 
future. This could result in serious environmental problems unless steps are undertaken by 
consumers to incorporate more sustainable consumption patterns. Nath et a/., (2012a) reported that 
only a very limited body of literature has been developed that deals with green marketing and green 
consumerism in India. Therefore, keeping in mind the above background, this paper tries to study 
the effects of peer influence on green purchase intentions of Indian consumers. 


LITERATURE REVIEW 


The present body of literature points out that consumers learn the symbolic meaning of products 
and prefer products, brands and stores from their peers in the process of consumer socialization 
(McNeal and Ji, 1999). The prior art suggests that peers act as reinforcing and pushing agents 
(Lamb et al., 1980), modeling agents (Sagotsky and Lepper, 1982), a standard for social comparisons 
(Shaffer, 1994), value setters for a certain idea or behavior (Shaffer, 1994). 


Lee (2010) reports that peer groups exert direct and indirect influence on green consumer 
behavior. Peer influence on green purchase behavior could be exerted by reinforcing directly green 
consumption or a lifestyle and by kindling a consumer’s emotional/ passion about the environment, 
leading in turn to green purchase behavior. 


Lee (2009) also reports that peer influence is one of the highly significant antecedents of green 
purchase behavior. The power of peer influence suggests a “group effect” in environmental 
behaviors. The issue regarding the role of peer groups in developing and fostering environmental 
behaviors amongst Indian consumers has not been explored till date and it needs to be explored in 
detail as literature on this aspect of green consumer behavior of Indian consumer is virtually 
non-existent. Thus, the following research question arises: 
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Does peer influence play a significant role in influencing green purchase intentions of Indian 
consumers? 


Therefore it can be hypothesized that: 


H;: Peer groups significantly affect green purchase intentions of consumers. 


METHODOLOGY 


A self administered survey was conducted in ten cities which were identified each in Western Uttar 
Pradesh and Uttarakhand, India at busy market places in the identified cities. A total of 545 valid 
responses were obtained from the survey. A Six item scale measured how well the consumer 
influences and is influenced by his peers for purchasing a green product. This scale was adapted 
from Lee (2008). The dependent variable ie. consumer's intention to purchase a green 
product/green purchase intentions was measured using 3 items adapted from Mostafa (2006); Chan 
(2001); Li (1997). 


ANALYSIS 
Table 1 shows the demographic profile of the sample. 


Table 1: Demographics 


Variable Categories Frequency (N= 545) Percentage 
Gender Male 292 54 
Female 253 46 
Age (Years) 18-30 191 35 
31-40 204 37 
41-50 109 20 
51-60 30 6 
60 Years and above 11 2 
Education Intermediate 142 26 
Graduate 175 32 
Post Graduate 163 30 
Doctorate 65 12 


Factor analysis using principal component analysis was conducted to ensure that the scales used 
have convergent validity i.e. the items load onto the same factor as indicated in the previous studies 
from which they are adopted (Mostafa, 2010). Table 2 summarizes the results of factor analysis. 


Table 2: Factor Analysis Results 
Table 2: Factor Analysis Results 


Items Eigen Value I Ul 
Peer Groups 3.270 : 

I learnt about green products from my friends. 377 
I learnt about environmental problems from my friends. .804 
I often discuss about green products with my friends. 725 
I often discuss about environmental problems with my friends. .814 
I often buy green products with my friends. 836 
I often share information regarding green products with my friends. .699 
Green Purchase Intentions 2.174 
In the future, I will consider buying Eco-friendly products and services. 803 
In the future, I will consider switching to other brands for environmental 768 
reasons. 
In the future, I plan to switch to green version of a product (for example 

; ; .758 
petrol driven scooter to electric scooter etc.). 
KMO =.877; Barlett's Test of Sphercity- Approx Chi_Square = 1934.606, df = 36, Sig. =.000 


All the factors obtained have eigen values greater than 1 and the cumulative variance is 60.481% 
with KMO of 0.877 and significant Barlett's Test of Sphercity. As the sample size of the current 
study is 545, factor loading greater that 0.298 are significant Stevens (1992). Thus, we can conclude 
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that the scales used are valid for the present sample. Table 3 highlights the descriptive statistics for 
the constructs associated. 


Table 3: Descriptive Statistics 


Construct Mean Standard Deviation 
Peer Groups 3.5872 -83039 
Green Purchase Intentions 3.8771 .61584 


Analysis of variance (ANOVA) was conducted to see the effect of peer groups in influencing 
green purchase intentions. Table 4 highlights the results of the ANOVA conducted. 


Table 4: Analysis of Variance 


Independent Factor Sum of Squares Mean Squ. Sig. of F 
Peer Groups 67.331 3. sat 13. ae -000 


Within Groups 138.988 | 525 | 265 | 


Total 206.319 544 


From table 4 we can see that, the F ratio for peer groups is F (19, 525) = 13.386 with p =. 000. 
Thus, indicating a significant relationship of peer groups with green purchase intentions. Thus, the 
above analysis answers the research positively, i.e. there is a significant effect of peer groups on 
green purchase intentions. Therefore, H/ is accepted. 


DISCUSSIONS 


Shaffer (1994) has argued that peer groups function as value setters for a particular idea or behavior. 
So this postulate can also be extended for green consumer behavior. The results of ANOVA 
(Table 4) show a highly significant effect of peer groups on green purchase intentions, F (19, 525) = 
13.386, p =.000. Our results are in agreement with the results reported in studies conducted by Lee 
(2009) Lee (2010) in Hong Kong. Berndt (1982) reports that relationship with peers is more intense 
and influential in adults and since the sample of the present study consisted of respondents above 
the age of 18 years ie. adults, so our results hold good. Sahay and Sharma (2010) also concluded 
that when individuals try to establish their independent identities as consumers, they depend on 
their peers to obtain information and opinions. Peer groups influence information search, 
acquisition and use of particular brands or class of products. The results of the present study also 
support this view. Further, Nath et a/. (2013) concluded that peers also influence environmental 
attitudes of the consumers as well as their perceived consumer effectiveness, and behavioral 
intentions are influenced by attitudes towards performing the behavior in question (Ajzen, 1991), 
therefore, the above results hold good. 


Authors such as Tufte et al., (2005) argue that peer groups could also function as value-setters for 
green purchasing and can further act as reliable sources of information about green products and 
environmental friendly practices). Lee (2010) reports that consumers may become environmentally 
conscious in order to get social approval and acceptance by their peers. Marketing actors should 
position green products as a tool to strengthen social bonds and enjoyment, while at the same time 
caring for the environment. Policy actors can also urge consumers through awareness campaigns by 
government bodies to spread the message of environmental movements and green products in their 
social circle. Thus, we can conclude that peer groups act as a vital socializing agent towards 
adoption of green products. 


CONCLUSION 


It is a vital time for industry and policy actors to design strategies for guiding the world towards a 
more sustainable development. The 2015 Millennium Development Goals set by the United 
Nations and 2020 targets for global implementation plans for carbon emission are fast approaching. 
Therefore, it is the need of the hour to ensure that correct strategies are synthesized, implemented 
and monitored for achieving these goals. Consumers are the most important units that contribute to 
the harm done to the environment, so their contribution through the adoption of environmentally 
sustainable consumption will be most ideal step towards achieving the goals of environmental 
protection and sustainability. The present study highlighted that peer groups can very well be 
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targeted by promoting the use of green products by the consumers. The current study takes a 
generalized viewpoint on green products and green purchasing behavior, since the need for a generic 
model to explain green consumerism for Indian consumers is still non-existent. In future course of 
research, product specific studies can be done to uncover the actual antecedents to purchase of a 
particular class of green products such as alternative fuel vehicles, etc. In addition, it is also 
recommended that future studies should also take sample from rural areas also, as the current study 
only focused on urban consumers from North India. 
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Abstract—ZJn the last few decades, there has been a steady supply branded offerings in the market that has brought a 
paradigm shift in the firm strategy from a mere brand strategy to brand-based market strategies. Consequently, the status of 
measures and models of brand performance have also changed in various ways. Therefore, identifying the right metrics is 
not only an academic endeavour but also an important agenda for leading brand consultants. Although, the usage of BPMs 
has been abundantly reported, there is lack of agreement regarding the appropriate criteria and measures upon which brand 
performance could be measured. 


The present study explores the practitioners’ usage of non-financial customer-based brand performance metrics (BPMs) and 
the reasons for their selection. The assessment of BPMs involved two Indian studies. The first study explored the 
categorization of BPMs on the basis of literature survey and in-depth interviews, and then used an empirical procedure to 
assess their characteristics--level of importance, frequency of data collection, level of review, and benchmarks used for 
comparison. After group assessment of BPMs, the second study identified and assessed an initial pool of individual BPMs 
and performed a positioning analysis, in order to find out an initial set of metrics that can be primarily applied for brand 
performance measurement. 


Keywords: Brand Performance, Metrics, Non-financial, Customer-based, India 


INTRODUCTION 


In the last two decades, there has been a steady supply in the measures and models of brand 
performance measurement (de Chernatony et al, 1998), which has resulted in the alleviation of 
status of brand equity from a general management principle to top management priority 
(Jourdan, 2002; Clark, 1999). Identifying BPMs has been not only an academic endeavour but also 
an important agenda for leading brand consultants. Although, the usage of BPMs has been 
abundantly reported, there is lack of agreement regarding the appropriate criteria and measures of 
brand performance. The literature broadly classifies brand performance measures into two 
interrelated categories: business-based measures---brand profitability, shareholders’ equity, and 
product market outcomes, and consumer-based measures—based on consumers’ cognitive 
dispositions, differential advantage and added value (de Chernatony et al., 1998). Since the two 
groups of metrics are highly interrelated, there are no standard criteria of metrics selection. Metrics 
selection is an essential step by which “marketing managers can learn to improve performance by 
altering the utility levels associated with marketing control variables” (Fraser and Hite, 1988, p. 97). 
However, this process depends on several factors: firms’ objectives of marketing controls---plan, 
profitability, efficiency and strategy (Kotler, 2003), level of difficulty in evaluating marketing results 
(Eisenhardt, 1985), organizational culture (Eisenhardt, 1988), and market orientation--- 
performance intention of the firm (Narver and Slater, 1990). Business-oriented measures focus on 
the short-term financial returns of the firm, without giving much consideration to the long-term 
results of brand strategies, competition or consumers’ brand commitment. In contrast, the customer- 
based measures have long-term focus, reflect consumers’ brand commitment, and brand’s potential 
to face competition. Customer-based measures are largely non-financial in nature, and present a 
multidimensional view of the customers’ mind-set and behaviour. But in reality only a few 
companies have been able to successfully capitalize on the appropriate non-financial measures 
(Ittner and Larcker, 2003). Among different measures of brand performance, those that relate to the 
customers’ mind-set dominate. However, the current studies on brand performance are largely 
based on developed market experience. Although, the fundamental nature of these measures is 
unlikely to change, some crossover in the form of transnational issues might take place. Therefore 
the present study aims to explore the practitioners’ usage of customer-based measures of brand 
performance to get a better insight of theory and practice in order to do away with the fragility and 
frivolity of global systems-- social, economic, cultural, legal and environmental complexities, which 
are surreptitiously influencing the performance of brands in the emerging markets. 
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FRAMEWORK FOR CATEGORIZING BPMs 


Researchers and consultants are always in search of metrics that will allow them to connect the dot 
points between brand strategies (investments and brand activities) and long term revenues 
(e.g. profits, incremental cash flows, etc.) However, the links between brand performance and brand 
strategies are often not very clear (Ambler et al, 2004), and so they have to be establish these 
linkages via intermediate measures--through consumers’ cognitive manifestations (e.g. customer’s 
knowledge, brand commitment, choice intention, etc.) and consumer behaviour. When the links 
between brand strategies and financial outcomes are not clear, behavioural links are considered, and 
even if links between brand strategies and consumers’ behaviour are not clear, intermediate 
measures are considered (Ambler et a/., 2004). Figure 1 presents the linkages between the four 
categories of metrics. 


Competitors’ Inputs 
Intermediate Consumer Behaviour 


Measures (Purchase, Loyalty, 
(Consumers’ mental WOM) 


Financial Outcomes 


Firm’s own inputs 
(Brand Strategies) 


Fig. 1: Metrics Categories 
Source: Ambler et al., (2004) 


Market orientation is the philosophy of marketing (McCarthy, 1960), which is seen from two 
viewpoints: behavioural viewpoint--customer orientation, competitor orientation and inter- 
functional coordination (Narver and Slater, 1990), and cultural viewpoint—developing 
organization-wide culture for generating market intelligence in order to satisfy current and future 
customer needs (Kohli and Jaworski, 1990). Since the two viewpoints of market orientation 
reverberate with each other, a holistic understanding of market orientation allows in controlling the 
behaviour of people in the organization. Although a market oriented firm establishes links between 
customer and financial outcomes, yet they give a lot of weightage to competition (Ambler et al., 
2004). According to Raggio and Leone’s (2008) brand value conceptualization framework, BPMs 
can be categorized as measures of environmental inputs, individual inputs and outputs, moderators 
(brand equity), aggregate individual outcomes, and market-level outcomes. 


In the last two decades, brand equity has proliferated as an important measure of brand 
performance (Wood, 2000). In their review of literature, Christodoulides and deChernatony (2010) 
categories customer-based brand equity measures as: direct approach---those based on multi- 
attribute brand name preferences or utility and others, and indirect approach—intermediate and 
outcomes. On the basis of Keller and Lehmann’s (2003) brand value chain model, brand equity 
measures have been categorized and integrated into three subsets of measures: customer-mindset 
measures, product-market performance measures and firm-level measures. It represents the three 
stages of brand value creation, and presents an alternative view of relating brand investments with 
business outcomes, which is different from the control theory assumption that the brand input- 
output links works backward from financial to intermediate measures. Figure 2 presents the links 
between the three value creation stages-types of brand performance measures. Firm-level measures 
are developed to link brand investments with financial outcomes, but these measures are based on 
historical data and therefore provide limited information regarding future brand value creation 
(McWilliams, 1996). Although, product-market performance measures focus on competition and 
provide objectivity to these measures, they do not provide a subjective idea about the brand’s 
strengths and weaknesses. None of the three brand value stages can singlehandedly establishes clear 
linkages between brand strategies and financial outcomes, and also provides necessary information 
for marketing and financial control. Many of the brand equity studies have suggested for 
multidimensional measures of brand performance, in order to align with the measurement goals and 
market orientation of the firm. 
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Value Stages 


Marketing Program Customer Brand Shareholder 
Investment Mind-set Performance Value 


Investor 
Sentiment 


Marketplace 
Conditions 


Multipliers Program 


Quality 


e = Clarity e Competitive reactions e =Market dynamics 
e —_ Relevance e Channel Support e Growth potential 
e Distinctiveness e Customer size e —_ Risk profile 

e Consistency 


Fig. 2: Brand Value Chain (Keller and Lehmann, 2003, p. 29) 


Based on the above mentioned viewpoints, it is realized that there is inconsistency with regard 
to the selection and prioritization of BPMs. However, it may be concluded from the above 
arguments that BPM involves the use of multiple metrics that can provide an input-output linkage 
between brand strategies and financial outcomes by taking the customers, firm, and competitors into 
consideration. Thus, the initial framework for the categorization of BPMs included: direct 
measures, intermediate mind-set measures, behavioural measures, competitive measures, and 
innovativeness. 


METHODOLOGY 


The assessment of BPMs occupied two Indian studies. As literature regarding grouping of BPMs are 
highly fragmented and based on developed market experience, study one began with an exploratory 
procedure---in-depth expert interviews (Cooper and Schindler, 1998). When literature is not readily 
available, use of qualitative data allows better understanding and support of real world situations 
(Thompson et al., 1989). Prior to an empirical analysis, in-depth interviews were conducted for 
comparison of literature extracted metrics groupings and those suggested by the experts during in- 
depth interviews, which led to the identification of metrics groups for further assessment of BPMs. 
Based on the in-depth interview results, an online questionnaire was designed and administered on 
a sample of marketing managers to assess the BPM categorizes. Study one assessed the business 
sector and firm size variations in the comparison, frequency of data collection, level of review, 
description, measurement, and orientation of BPM categories selection. 


After assessment of BPM categories, study two began with the identification of a pool of BPMs 
from the literature, which was further refined with the help of experts and pilot tested through 
telephonic surveys. The remaining metrics were then subjected to an online survey of marketing 
managers for positioning analysis. The overall design scheme of the studies were based a mixed 
method approach, where both qualitative and quantitative procedures of data collection and 
analysis were undertaken. The data analysis procedures involved the use of first generation 
statistics---use of descriptive statistics like percentage, t-tests, multiple regression and ANOVA. 


STUDY ONE: CATEGORIZATION AND ASSESSMENT OF BPMS 


Study one aimed at identification and assessment of BPM categories. The identification of BPM 
categories involved exploratory in-depth interviews of experts. Based on the interview results, 
empirical assessment of BPM categories was done through an online survey of marketing managers. 
The subsequent sections of the study provide a detailed discussion of the procedures followed during 
in-depth interviews and empirical analysis. 
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EXPLORATORY INTERVIEWS 


Twenty-four in-depth interviews were conducted with the marketing managers. The sample 
population included those marketing experts who were, besides having more than five years of 
professional experience, directly or indirectly involved in the brand related decisions of the company 
for the last one year. The respondent sample was decided through a judgement sampling method on 
the basis of a database prepared with the help of alumni database of 9 higher education institutions 
imparting technology and management related programs. The interview sample consisted of 63 
marketing managers, representing 16 different business sectors, who were selected on the basis of 
prior contact and approval for interview. The interview sample varied in terms of age, experience 
and business sector and firm size affiliation. The average age of participants was 37 years, with a 
range of 29-53 years, and their average experience was 17 years, with a range of 13-29 years. 


Interview questions were focussed on exploring the practitioners’ description of brand 
performance, how it is measured, types of non-financial measures used, level and frequency of 
review, and comparison of BPMs. Questions were also directed toward practitioners’ satisfaction 
with these metrics, and BPMs that needed further improvement. Data regarding business sector and 
firm size affiliation of participants were also collected. 


The in-depth interview results broadly confirmed the validity of five literature supported BPM 
categories: direct measures, intermediate mind-set measures, behavioural measures, competitive 
measures and innovativeness. But in practice, managers also reported the use of commercial 
measures (e.g. external ratings, ranking, etc.), which they distinguished from the earlier five groups. 
But, for convenience reasons commercial measures were included in innovativeness category. 
Interview participants also distinguished between intermediate sources and outcomes. Therefore, 
the final survey consisted of six measure categories: direct measures, intermediate sources, 
intermediate outcomes, behavioural measures, competitive measures and innovativeness. These 
changes were repeatedly coming and had become quite obvious after initial few interviews, and 
therefore, after making those changes the groups were not challenged any further. 


EMPIRICAL ANALYSIS 
Method 


After the identification of BPM categories, an empirical procedure was adopted for the wider 
validation of these measure categories. The empirical procedure involved designing of an online 
survey instrument and administering them on marketing managers, across different business sector 
and firm size. The in-depth interviews results were quite helpful in designing the survey instrument, 
which was further refined through a pilot survey. The questionnaire items were designed to evaluate 
the measure category importance, which was based on a seven point scale anchored by very 
important/ very unimportant. Items were also included for measuring the regularity of data 
collection (anchored by never/ at least quarterly), and benchmark against which the measures are 
compared (e.g. with regard to previous year, marketing plan, total category, specific competitors, or 
other brands in the group). Practitioners were also asked to reveal how they defined and measured 
brand performance, and if they measure it, how regularly it is tracked by their firm. The firms’ 
market orientation was also measured using customer and competitor orientation items drawn from 
Narver and Slater (1990). But for analysis purpose, separate surrogate indices of customer and 
competitor orientations were computed from the mean of responses of their respective scale items 
(Cronbach’s alpha 0.79 and 0.72, respectively). 


The survey questionnaire was designed in Google docs and was administered online through 
e-mails, by sending survey link or e-mail attachment. Data collection using electronic mediums are 
increasingly being encouraged for social surveys (Craig and Douglas, 2001), and web sites offering 
survey facilities have become an effective means of collecting research data. Although with Indian 
respondents, there could be some issues regarding the representativeness of data due to limited 
internet access, yet considering the profile of respondents and increasing popularity of social 
networking sites in India, use of online surveys are also becoming very popular (Ilieva et a/., 2002). 
Therefore, concerns regarding representativeness of online survey sample were minimal. 
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The respondent population consisted of marketing managers who are directly or indirectly 
involved in brand related decision making. A list of contact details of marketing managers was 
prepared using 23 alumni association’s data, which also included the contact details of earlier nine 
institutions that were used during exploratory interviews. The survey instrument was sent online to 
931 marketing managers across 16 business sectors (both goods and services) which are listed in the 
classification of consumer related business sector (Euromonitor GMDI). These 16 sectors cover 
approximately more than 60 per cent of total consumer brands that are marketed in India. The 
survey sample primarily consisted of 72 per cent male and 28 per cent female, with an average age 
of 34 years, ranging from 29 to 55 years. Although the majority of survey respondents were young, 
there was quite a bit of variability in their age. Majority of respondents were post-graduates 
(88 per cent) with technical qualification and were married (72.5 per cent), which probably forms 
the dominant age group and demographic characteristics of marketing managers in India. 


A total of 133 questionnaires were returned from the online survey, with a response rate of 14.29 
per cent. However, considering the sensitivity of information required for the study, it was decided 
that responses be kept anonymous in order to encourage response. So, missing values were difficult 
to be checked. Although, larger firms in India operate in multiple business sectors, yet their response 
rate were comparatively much less in number than others. Therefore, representativeness of response 
data can act as a limitation to this study. Table 1 presents a tabular description of respondent 
sample, which includes the number of respondents belonging to different firm size and business 
sectors. Although, there is no formal classification of business sectors on the basis of marketing, for 
convenience reasons it was classified into six categories: FMCG, retail, consumer durables, 
financial services, non-financial services and multi-category firms. In terms of size, firms were 
classified into three categories on the basis of number of on roll employees: small (<110), Medium 
(<500) and Large (>500). 


Table 1: Respondents by Business Size and Sector 


No. of Employee FMCG Retail Consumer Financial | Non-financial Multi- Total 
Durables Services Services category 
Small (<110) 2 2 4 2 11 8 29 
Medium (<500) 2 3 2 2 5 3 17 
Large (>500) 13 27 9 8 9 19 85 
Missing values 2 
Total 17 26 15 12 25 30 133 


Results 


Table 2 presents the difference of two group means---between competitive measures and all other 
categories. Competitive measures were acclaimed as significantly more importance than the other 
five BPM categories, for which the t-values were large enough to prove that it was not a chance 
result. The t-statistic comparing the importance of competitive measures with the other five 
categories of measures were all significant (p< 0.001). However, the difference between intermediate 
sources and outcomes were small. Based on Table 2, it may be concluded that the practitioners’ 
consider competitive measures as significantly more important in comparison to the other BPM 
categories. The higher t-statistic refers that the mean difference between BPM categories will not 
change and its change probability to change is reported by the level of significance, which were 
accepted at a significance level of p<0.001. The fact that the t-value for some measure categories 
was negative refers that the first condition (i.e. competitive measures) had a smaller mean than the 
second condition (all other BPM categories). 


Apart from a somewhat greater concern for innovativeness, there were no significant differences 
in the practitioners’ attribution of importance to each BPM categories. In fact, there were no 
significant differences in the BPM category importance between different business sectors. 
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Table 2: Importance of BPM Categories 


Mean t df Sig. t 
Competitive Measures 6.23 
Direct Measures 5.54 -13.60 109 .000 
Intermediate outcomes 5.39 -14.80 120 .000 
Intermediate sources 5.39 -13.90 114 .000 
Behavioural Measures 5.28 -13.90 116 .000 
Innovativeness 5.00 19.23 121 .000 


Note: t = difference between two group means, df = degree of freedom 


Irrespective of whatever importance respondents attached to the different BPM categories, 
competitive measures were more frequently collected than any other BPM category (62.9 per cent of 
the respondent sample reported collecting competitive brand data at least on a quarterly basis). 
In 23.5 percent of the cases, intermediate sources data were collected only rarely or on ad hoc basis, 
which is contrary to the Keller’s (1993) assumption of customers’ brand knowledge as the lifeblood 
of CBBE (e.g. Aaker, 1991; Keller, 1993). One probable reason for the practitioners’ lack of interest 
in the measures of customer mindset could be that they assume customers’ brand knowledge as a 
precursor of customer-based brand equity. Innovativeness, which is often seen as an important 
component of BPMs, is least regularly measured in firms (67.5 per cent of managers reported that 
their firm measure innovativeness only rarely or never). 


Table 3: Benchmarks for Comparison (Valid Per cent, where BPM Category Used) 


Previous Brand Target/ Total Brand Specific Other Brands with 
Year Plan Data Brand (s) the Firm 
Competitive Measures 28.2 21.8 30.9 65.5 ey 
Direct Measures 39.0 33.6 16.0 21.9 6.2 
Intermediate outcomes 22.4 26.3 12.9 19.6 4.2 
Intermediate sources 39.1 33.9 21.1 27.7 5.5 
Behavioural Measures 51.4 42.4 27.3 32.8 6.6 
Innovativeness 19.3 29.6 11.9 22.3 5.6 


As it is generally expected, larger firms, in all business categories, collect data for almost all 
BPM categories more frequently than smaller firms (p < 0.001 for BPM categories except 
innovativeness). Similarly, business sector was found to have a significant effect on the frequency of 
data collection, with the exception of innovativeness. A closer look at the mean frequency per 
business sector, however, did not reveal any systematic difference across sectors. On an average, 
irrespective of measure category, consumer durables and retail firms tend to collect data more 
frequently than other sectors (F (5, 511) = 10.61, p <.001). 


Table 3 presents the frequency of benchmarks used for BPM category comparisons. As 
discussed during in-depth interviews, practitioners evaluated brand performance against five 
benchmarks: previous year, brand target/ plan, total brand data, with reference to a specific brand 
(competitor), and other brands in the group. Ambler et a/., (2004) also suggested similar benchmarks 
for marketing performance assessment. Brand target/ plan serves as the most frequent benchmark 
for intermediate outcomes and innovativeness measures. Specific brand competitors serve as the 
most frequent benchmark for competitive measures. Direct measures, intermediate sources and 
consumer behaviour are compared against previous year data. The modal benchmark frequency for 
each BPM category is demarcated in the table. 


Table 4 presents the practitioners’ brand performance descriptions. Most practitioners described 
brand performance as changes in the level of consumers’ brand awareness, brand loyalty/ 
satisfaction, image, which implies that they see brand performance being manifested through the 
consumers’ cognitive apparatuses. Table 4 presents the practitioners’ top 15 brand performance 
descriptions and their valid percentage. Recognizing the level of inconsistency present in the 
practitioners’ brand performance descriptions, it would not be wrong to conclude that “brand equity 
measures should be uniquely designed for firm specific needs and that multiple measures are 
required to provide a true picture of brand health” (Reynolds and Phillips, 2005, p.172). 
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Table 4: Descriptions of Brand Performance 


Per cent Descriptions 
87% Changes in brand awareness 
83% Changes in brand loyalty/satisfaction 
81% Changes in perceived quality/esteem 
72% Changes in financial value of brand equity 
69% Increase in customer lifetime value 
62% Changes in attitude towards the brand 
54% Price premium/revenue generated due to brand name 
54% Changes in purchase intention 
44% Incremental sales revenue generated due to brand name 
36% Changes in market share (volume or value) 
26% Increase in distribution/availability 
19% Changes in ratio of advertising cost to sales revenue 
12% Changes in number of customer complaints (dissatisfaction level) 
12% Protection from transgression 
11% Competitive advantage due to brand strength 


Now moving on to how practitioners measure their brand’s performance, 21.6 per cent of the 
total sample reported that they measure brand performance financially, and 14 per cent of them 
measure through non-financial BPMs. Out of the total number of respondents, less than 10 percent 
reported using both financial and non-financial BPMs. Table 6 presents the regularity of BPM use. 


Table 5: Regularity of BPM use (Valid Per cent of the Total Sample) 


Never R arely/ Ad hoc Regularly Yearly/ Quarterly | Monthly or more 
Financial Metrics 63.3 15.0 18.1 3.5 
Non-financial Metrics 32.9 29.0 12.7 1.3 


In order to examine whether firms’ market orientation--customer orientation and competitor 
orientations have an effect on non-financial BPM selection, which depends on regularity of data 
collection, or level of importance attributed to different BPM categories. Therefore, regularity of 
data collection and BPM category importance were regressed simultaneously on customer and 
competitor orientation, after adjusting for the effect of firm size and business sector. Table 6 presents 
the multiple regression results. The multiple regression results suggest whether the model is 
successful in predicting the outcomes (regularity of tracking, or importance of BPMs) when they are 
regressed (correlated) with the two predictors variables (customer and competitor orientations). 
R-values reveal the multiple correlation coefficients between the predictors and the outcome, and R* 
account for the variability in the outcome due to change in the predictor variables. The change 
statistics (or the adjusted R’), represented by the F-ratio for each BPM category, report whether the 
change in R? is significant or not, i.e. what will be the change in the outcomes if the data were 
drawn from the population rather than the sample, so that it results in the same amount of variance 
in the outcome variables. 


In the Table 6, the t-value associated with the beta values for customer orientation across all 
measure categories were significant, except for competitive measures. It means that the predictor-- 
customer orientation had a significant influence on all measure categories, except competitive 
measures. However, the standard beta values in the table reveal that competitor orientation was a 
significant predictor for only competitive measures. 


Table 6: Regression of Regularity of BPM use on Market Orientation 


Customer Orientation | Competitor Orientation 
F R R’ Beta t Beta t 
Competitive Measures 198.53*** 29 .08 .03 0.83 22 2.137** 
Direct Measures 32.14*** A7 22 23 3.61*** .05 1.16 
Intermediate outcomes 11.14*** 27 .07 18 4.18*** .02 0.11 
Intermediate sources 12.17*** 30 .09 23 3, 79*** .03 0.16 
Behavioural Measures 8.13*** 22 .05 16 4.18*** .07 1.50 
Innovativeness 8.12*** 21 04 24 5.05*** .02 0.11 


*%p <.001 
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Table 7 reveals the relation between market orientation and BPM category importance. 
Relationship between firm orientation and BPM category importance reveal that customer oriented 
firms consider all BPM categories as important. However, competitor orientation was strongly 
correlated with the importance of two BPM categories--competitive and intermediate outcomes, and 
less strongly correlated with the importance of intermediate sources and innovativeness measures. 


Table 7: Regression of BPM Category Importance on Market Orientation 


Customer Orientation Competitor Orientation 
F R R’ Beta t Beta t 

Competitive Measures 21.66*** 39 15 04 1.29 19 6.09*** 
Direct Measures AQP F* 18 .03 ll 2.14* 04 0.71 
Intermediate outcomes 20.11*** 34 12 29 DDL 14 3,23*** 
Intermediate sources 22.05*** 37 14 31 6.22*** .07 2.11* 
Behavioural Measures 8.90*** 22 .05 .20 4.63*** .09 1.79 
Innovativeness 11.22*** 25 .06 22 4.11*** Al 2.22* 


*%p <.001, *p <.05 


In terms of moderation effects, firms market orientation—customer and competitor orientation 
was a significant predictor of regularity of data collection. Although, business sector did not 
moderate these relationships, but firm size created moderation effects on the importance of BPM 
categories. The moderation results reveal that the customer orientation was a stronger predictor of 
measure category importance for larger firms (beta = 0.58, t =2.63, p <.001). However, competitor 
orientation was found to be a better predictor of BPM category importance in small firms (beta = - 
0.49, t = -2.11, p <.001). The moderation results suggest that the large firms are already competitor 
oriented, whereas for smaller firms, competition is a big issue and therefore they consider them as 
more important. 


STUDY 2: POSITIONING OF INDIVIDUAL BPM METRICS 


Up to this point, study one has focussed on group assessment of BP metrics that are in use. 
Therefore, study two was aimed at the assessment of individual BP metrics. Study two aimed at 
exploring the reasons of metrics selection by assessing the extent to which certain individual metrics 
were considered as more important or frequently used than others. As business sector, firm size and 
other characteristic variables were expected to impact the chances of an individual metric selection, 
the study explored how metric selection vary by business sector. Such undertakings provided useful 
information for developing an initial set of metrics and initiate future research on the prioritization 
of multidimensional non-financial BP measures. 


Method 


Study two began with the generation of an initial pool of 55 individual non-financial BP metrics 
form the literature, which was further submitted to an item reduction procedure with the help of 
academic experts, those having more than five years of research experience in brand related issues. 
In additional to reduction of redundant metrics, the experts were also asked if any addition was 
required in the list of metrics. Then the researcher went through an iterative process of discussion 
and deletion of metrics that did not fall into the ambit of non-financial brand performance measures. 
The review process did not lead to any addition in the pool of metrics rather it resulted in deletion of 
16 metrics. The remaining 39 metrics were then classified into the six measure categories that were 
earlier explored in study one. Then, the reduced items were subjected to a pilot survey (sample size 
= 100; response rate 23 per cent), which resulted in the deletion of 2 metrics. Therefore the final 
survey instrument consisted of 37 items that were subjected to a large scale survey. The online 
survey was administered on a convenience sample of 931 marketing managers. Since the sample 
population was same, as in the case of study one, the characteristics of the sample population were 
also same. The survey was administered online through emails and the respondents’ identities were 
kept anonymous, it was again not possible for the researchers to check for missing values. In all 118 
questionnaires were returned with a response rate of 25.67 per cent. Table 8 presents the respondent 
sample details across different firm size and business sector. 
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Table 8: Respondents by Business Sector and Organization Structure 


No. of E mployees FMCG | Retail | Consumer | Financial | Non-financial Multi- Total 
Durables | Services Services sector 
1 unit without marketing dept. 4 4 =) 4 6 7 30 
1 unit with marketing dept 4 7 2 4 7 6 30 
Subsidiaries with 1 board 6 6 2 7 7 5 36 
More complex 5 8 9 8 10 10 50 
Missing values 2 2 
Total 19 25 21 23 30 30 118 


Results 


Participants were asked to indicate the level of importance they attached to each individual metric 
for assessing the overall performance of a brand on a 5-point scale. They were also asked to indicate 
the highest level of routine review done within the firm for each metric on a scale ranging from 
board level (5) through junior marketing (1) to not used at all (0). The respondents were asked to 
suggest any metric that they perceived was missing in the survey instrument. Contextual data, such 
as firm size and business sector, were also collected in order to understand the impact of 
environmental variable on the selection of a metric. The purpose of study two was to explore the 
reasons for individual BP metric selection by developing a ranking of top 15 metrics, assessing 
business sector variations, and developing an initial set of metric for BP measurements. The results 
in this section are presented in line with the above mentioned issues. 


RANKING OF BP METRICS 


Table 9 presents a ranking of top 15 non-financial BPMs (© 60 per cent usage) based on the 
comparison between frequency of use and metric importance and top management priority 
(Ambler et a/., 2004). The last column of Table 9 presents the correlation coefficients between metric 
importance and the level at which they are reviewed. All correlation coefficients were found to be 
highly significant. 


Table 9: Ranking of Brand Performance Metrics 


Individual BPMs % of Metric Use| % Rated as % Reach | Pearson Correlation between 
very Important | Top Level Level and Importance 
1 | Category image leadership 84 80 76 .839** 
2__| Analyst brand ratings 82 91 95 .958** 
3__| Brand differentiation 82 96 77 .TAT** 
4 | Top-of-mind awareness 79 28 13 .821** 
5 __| Purchase frequency 71 37 14 72 7** 
6 | Distribution/ Availability 68 28 39 .859** 
7 | Relative perceived quality 68 33 13 130" 
8 | No. of Consumer Complaints 58 55 31 .882** 
9 | Consumer Satisfaction 68 78 37 QLD 
10 | Brand familiarity 66 28 34 .834** 
11_ | Total Number of Customers 65 84 71 .822** 
12 | Effect of other brand’s price 65 19 66 .849** 
13. | Perceived Quality/ esteem 64 67 42 .779%** 
14 | Trial Rate 64 47 54 .839%** 
15 | Loyalty/Retention 60 49 47 .714** 


n= 116, **p<.01 


METRIC VARIATION BY BUSINESS SECTOR 


Table 10 shows the regression results of 15 most significant differences of 37 individual BPMs. 
Sectoral differences--moderation were greater for level of importance than level of review. As it may 
be assumed, intermediate sources and behavioural metrics were important across all sectors. 
However, innovativeness was significantly more important for FMCG and financial services in 
comparison to other sectors. Financial services were reviewed at higher level management in 
comparison to other sectors. 
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Table 10: ANOVA test for Significant Metric Variations by Business Sector 


Level of Importance Level of Review 
df F df F 
Category image leadership 228 8.88*** 229 4.66*** 
Image/ attribute association 226 7.91 *** 229 4.36** 
Penetration/Trial rate 225 7.67*** 229 3.07** 
Brand switching propensity 225 3.81 229 3.15** 
Anticipated difficulty in repurchase 228 6.88*** 229 3.45** 
Distribution/ availability 218 6.83*** 228 6.14*** 
Awareness/familiarity index 227 5.84*** 229 3.05** 
Relevance to consumer 226 5.34*** 228 2.61** 
Brand risk 228 5.1248 229 22555* 
Loyalty card scheme use 226 5.02*** 229 2.63** 
Willingness to pay price premium 225 4.93*** 229 4.82** 
Brand/product knowledge 228 4.54** 229 2.62** 
Commitment/purchase intent 225 2.55** 228 2.96** 
No. of consumer complaints 225 3.95** 228 2.60** 
Effect of other brand’s price 225 11.87*** 229 5.88*** 


n= 116, p <.05**, p <.001*** 


POSITIONING OF PRIMARY METRICS 


Finally, study two aimed at developing an initial set of BPMs by identifying individual BPMs which 
are considered as more important, irrespective of business sector and firm size. A pool of individual 
BPMs were generated anonymously, irrespective of sector or size, and then were subjected to an 
item reduction procedure---for assessing content and face validity of items (Churchill 1979) using a 
50 percent cut-off (Cronbach and Meehl, 1955). After item reduction procedure, final lists of 37 
metrics were categorized into six measures: customer awareness, customer attitude, customer 
perception, customer preference, customer behaviour and innovativeness measures. Item-to-total 
correlations (Cronbach’s alpha) and factor structure (through principal components analysis) were 
examined for each item. Through an iterative method of discussion and deletion with the help of 
experts was followed until significant alpha values were achieved for the six BPM categories. This 
process was followed until all items retained had an item-to-total correlation of above the 0.5 
benchmark. In this process, 10 individual BPMs were eliminated, varying slightly when level of 
review and level of importance are considered. Table 11 shows a comparison of BPMs on the two 
underlying criteria. Finally, 23 BPMs matched both criteria, resulting in an initial set of metrics 
which could be applied for brand performance measurement. 


Table 11: List of Primary BPMs 


Level of Review Level of Importance 
Construct a Items g Items 
Consumer .82 | Percentage of first choice Relevance/ .80 | Relevance/ Popularity Percentage of first 
Awareness Popularity Percentage brand trial choice Brand Familiarity index 
Consumer .72__ | Purchase intention Perceived quality .73 | Perceived quality Price-premium 
Attitudes Price-premium Brand credibility Brand credibility Purchase intention 
Brand-extension Brand-extension 
Customer .76 | Category image leadership .76 | Relevance/ Popularity Category image 
Perception Differentiation/ uniqueness leadership Differentiation/ uniqueness 
Perceived value for cost Perceived risk Perceived value for cost 
Customer .82 | Percentage willing to use brand .73 | Percentage of first choice 
Preference Percentage brand trial Weighted Brand liking Share of category 
attribute score No. of customer requirement Brand switching propensity 
complaints 
Customer .83 | Index of past purchase .79 | Purchase frequency 
Behavior Loyalty card scheme use Purchase Loyalty card scheme use 
frequency Behavioral Loyalty Customer experience Behavioral Loyalty 
Innovative .79 | External Brand ratings Distribution/ .83 | Channel support Distribution/ availability 
Measures availability Increase in market share Increase in market share 
TOTAL : 23 items TOTAL : 23 items 
n= 116 
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CONCLUSION 


The current article was aimed at understanding the reasons for practitioners’ BPM selection. The 
exploration of BPMs occupied two Indian studies. Study one aimed at categorization and 
assessment of BPMs by exploring the practitioners’ view of metric categorization and their 
characteristics—importance, frequency of data collection, level of review, benchmarks for 
comparison, description and measurement of brand performance, and market orientation— 
customer and competitor orientation. Possible moderation effects were examined on the basis of 
business sector and firm size variations. After assessment of BPM categories, study two aimed at 
identifying a set of individual BPMs by assessing them for different characteristic features in order to 
identify a set of individual BPMs on the basis of important and level at which they are reviewed. 
The study results reported a list of individual BPMs on the basis of top management prioritization. 
Consistency between firm orientation and metrics selection was reported. Within the six measure 
categories, a list of 23 BPMs was identified as a set of primary metrics for brand performance 
measurement. 
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Abstract—The aim of this paper is to explore the service quality gaps of the transportation system of a group of academic 
Institutions using the SERVQUAL Model proposed by Parasuraman et al., This model suggests how quality improvement 
can be achieved by minimizing five kinds of gaps related to customers’ expectations, service providers’ designs, service 
delivery, customers’ perceptions and service specifications after being served. As a part of literature review, various empirical 
research articles on service quality in public transportation system have been studied and presented in brief. Using 
SERVQUAL scale construct procedure, a questionnaire is designed and empirical investigations are carried out to assess 
whether there is a gap between the Perceived service and expected service in the transportation system. For this purpose 200 
questionnaires were administrated to the drivers of buses, students, faculty members and supporting staff of the group of 
colleges, out of which 168 were completed and returned. Some informal interviews were also carried out among these people. 
The data obtained from the completed questionnaire is used for the analysis. For this purpose, various methods of research 
and analysis of data are used with the help of SPSS software. The results obtained led to the conclusion that the 
transportation system of group of institutions is quite good and it provides satisfactory service. It has also been found that 
the present system needs some modifications to make it better. The required modifications have been discussed separately as 
the concluding remarks. 


Keywords: Gap Model, SERVQUAL, Transportation 


INTRODUCTION 
SERVICE QUALITY 


Service quality is always being considered as one of the important attribute for service providers. 
Findings about service quality assist service providers to initiate development program to mitigate 
gap and formulate future planning. To measure the service quality (SQ) from consumer’s 
perspective is nowadays one of the top prioritized construct of study by service providers. Service 
quality is generally visualized as the sum of customer perceptions of the service experience (Johns, 
1992). The difference between service quality and satisfaction is perceived service quality. SQ is a 
global judgment, or attitude, relating to the superiority of the service, whereas satisfaction is related 
to the specific transaction (Parasuraman, Valarie, Zeithaml & Berry, 1988). Customers form service 
expectations from many sources, such as past experiences, word of mouth, and advertising. In 
general, customers compare the perceived services with the expected service (Voss, Parasuraman & 
Grewal, 1998). If the perceived service falls below the expected service, customers are dissatisfied 
and if the perceived service quality is above the expected level, it creates satisfied customers 
(Andreassen, 1995). 


TRANSPORTATION SYSTEM AND WHY IT IS IMPORTANT 


According to Word Web Online Dictionary Transportation system is defined as “A facility 
consisting of the means and equipment necessary for the movement of passengers or goods” 


A Transportation systems are a fundamental part of logistics and planning whenever vehicles 
are used to move people or items from one location to another. They allow people to get to work on 
time using the local bus or train service, and they allow airlines to tell their customers when they 
can expect an airplane to arrive at its destination. The purpose of a transportation system is to 
coordinate the movement of people, goods and vehicles in order to utilize routes most efficiently. 
When implemented, transportation systems seek to reduce transport costs and improve delivery 
times through effective timetabling and route management. 


If all the people start using their private vehicles then it will consumes a huge amount of fuel 
apart from this it will also create a traffic problem on the roads and also increases the problem of 
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parking such an amount of vehicles. So it is very important to have an effective transportation 
system to overcome all these problems. 


ABOUT TRANSPORTATION SYSTEM UNDER CONSIDERATION 


Every day about 4000-5000passengers (students, faculties, supporting staff) travel through the 
transportation services provided by the group of academic institutes considered in this study. In such 
a scenario, systematic research aimed at measuring the commuters’ perception on service quality 
offered by the public transport services will be beneficial to consumers and service producers. The 
present study is focused on the following objective of measuring and assessing the level and 
significance of service quality perception of the passengers (mostly students) on SERVQUAL scale 
given by Parasuraman (Parsuraman et al., 1988). Additionally, a cultural dimension is included. 


Students are the direct recipients of the service provided by the transportation system of College 
and thus, students’ satisfaction has become an extremely important issue for the management itself 
direct or indirectly. Hence, student satisfaction is an important issue in terms of quality of service 
provided in the image building which is to be addressed by the transportation system. 
Transportation system should focus the services to students because as a direct customer they 
receive the service directly from the transportation system program. The objective of any 
transportation system is to maximize student satisfaction, minimize dissatisfaction and therefore, in 
turn, to improve the institution’s performance. 


The improvement of the services provided by transportation system can be achieved by getting 
feedbacks, comments, complaints or objections from the students as a customer. From the feedback, 
the transportation system has a better view of the strengths and weaknesses of its services so that 
improvement can be made wherever necessary. This can be carried out continuously to gain better 
relationships with the students as a whole. 


PZB GAP MODEL (PARASURAMAN ET AL., 1985) 


Parasuraman ef al., (1985) proposed that service quality is a function of the differences between 
expectation and performance along the quality dimensions. They developed a service quality model 
(Figure 1) based on gap analysis. The various gaps visualized in the model are: 


Gap 1 

Difference between consumers’ expectation and management’s perceptions of those expectations, 
i.e. not knowing what consumers expect. 

Gap 2 

Difference between management’s perceptions of consumer’s expectations and service quality 
specifications, i.e. improper service-quality standards. 

Gap 3 

Difference between service quality specifications and service actually delivered i.e. the service 
performance gap. 

Gap 4 

Difference between service delivery and the communications to consumers about service delivery, 
i.e. whether promises match delivery? 

Gap 5 


Difference between consumer’s expectation and perceived service. This gap depends on size and 
direction of the four gaps associated with the delivery of service quality on the marketer’s side. 
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Fig. 1: PZB Model of Service Quality 


LITERATURE REVIEW 


Service quality in public transportation system constitutes of internal and external factors which 
affect the commuter’s perception towards the public transport services (Middleton, 1998 a). Internal 
factors such as strategic issues (Lee, Lee, & Lee,2006), top management commitment, service 
quality standards (Middleton, 1998 b ), monitoring systems (Deegan, 2002; Gray, 2002; Alexandre 
& Short, Dec 1995/Jan 1996), customer complaints handling system (Kotler & Kavin, 2008) and 
external factors such as alternative services (e.g. private services, auto-rickshaws, own vehicles) 
(Evans & Shaw, 2001; Michel, 1999), frequency of traveling and timings(Flem & Schiermeyer, 
1997; Galetzka, Gelders, Verckens, & Seydel, 2008) convenience and comfort (Regis, 1996), 
climate, ego, social status, professions(Sanchez, 1999). The possibility of demographic character 
based customer ratings of service performance can also be measured. Lim, Bennett, and Dagger, 
(2008) have identified the importance of demographic characteristics in measuring service quality. 
Demographic characteristics such as age (Kumar & Lim, 2008), income, education etc can be taken 
into consideration to measure the service quality and can receive different service performance 
ratings. However, the bias seems to diminish when service fairness is considered. It appears that 
customer perceptions with regard to demographic characteristics are more powerful and important 
determinants of overall satisfaction. Customers expect justice in regards to fair service delivery. 
Interestingly, significance appears to exist between the opinions of customers across various 
demographical characteristics for service fairness (Snipes, Thomson, & Oswald, 2006). Service 
quality is also influenced by local or national culture of a particular country. Karen and Boo (2007) 
in their research have appealed to the researchers to add cultural dimension to service quality 
studies as the traditional SERVQUAL dimensions may not be meaningful in all situations 
and contexts. 


Culture is the epicenter of a society. It guides the way people live, think, behave, perceive 
things, and build attitudes. Plethora of research has been done on culture being a dimension having 
a significant effect on consumer behavior with regards to service consumption (Mattial, 1999). 
Winsted (1997) had investigated dimensions related to behavior of American and Japanese service 
consumption. In comparison to these both countries, Americans preferred quality, delivery and 
cooperativeness, Japanese preferred coordination and customization. Cross-cultural consumer 
behavior shows exhibition of different attitudes, countries which are developing like India, where 
consumers are low on registering complain, since they are not exposed to higher quality in any walk 
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of their life. Countries which are developed like USA, where high quality is the order of life, 
consumers won’t compromise on quality issues, they tend fast towards complaining. Liu and 
McClure (2001) focused their research in studying cultural differences in consumer behavior and 
found similar outcomes. 


Berry et al., (1988) described quality has become a significant differentiator and the most 
powerful competitive weapon which all the service organizations want to possess. Many have 
suggested that quality results from a comparison of perceived performance with expected 
performance based on the so-called “disconfirmation theory”. Indeed, this notion was the basis for 
the SERVQUAL model, which views service quality as the gap between the expected level of 
service and customer perceptions of the level received. Berry, Parasuraman and Zeithaml (1988) are 
the creators of this instrument which is for the measurement of customer perceptions of 
service quality. 


SERVQUAL model elaborated by Parasuraman et al., (1985), service quality as the discrepancy 
between a customer’s expectations of service offering and the customer’s perceptions of the service 
received. If what is perceived exceeds the expectations then customers think quality to be high and if 
what is perceived below the expectation then customers think quality to be low. The researchers 
developed ten general dimensions named-tangibles, reliability responsiveness, competence, 
courtesy, credibility, security, access, communications, and understanding which are evaluated in 
SERVQUAL. They noticed that some of the ten dimensions were correlated. They refined it and 
finalized the instrument composed of five dimensions include reliability, responsiveness assurance, 
empathy, and tangibles. Many researches quoted these five elements to be the most important 
dimensions to the passengers. 


TANGIBLES 


According to Philip Kotler (1999); Bitner, M.J., and Zeithaml, V.A. (2003), the appearance of 
physical facilities, equipment, personnel, and communication material of an organization is the 
tangibles. Gilbert A. Churchill, Jr. & J. Paul peter (1999) added that customer look for quality in the 
equipment, facilities, and communication materials used to provide the service. 


RELIABILITY 


According to Philip Kotler (1999); Bitner, M.J., and Zeithaml, V.A. (2003) the ability to perform the 
promised service dependably and accurately is the reliability. Gilbert A. Churchill, Jr. & J. Paul 
peter (1999) added that customers want performance to be consistent and dependable. 


RESPONSIVENESS 


According to Philip Kotler (1999); Bitner, M.J., and Zeithaml, V.A. (2003) responsiveness is the 
willingness to help customers and provide prompt service. Gilbert A. Churchill, Jr. & J. Paul peter 
(1999) added that customer must see service provider as ready and willing to perform. 


ASSURANCE 


According to Philip Kotler (1999); Bitner, M.J., and Zeithaml, V.A. (2003), assurance means the 
knowledge and courtesy of employees and their ability to convey trust and confidence. 


EMPATHY 
According to Philip Kotler (1999); Bitner, M.J., and Zeithaml, V.A. (2003) empathy means the 
provision of caring, individualized attention to the customer. The service quality model of 
Parasuraman et al., (1985) identified five key gaps that can cause problems in service delivery. 
These gaps are: 
1. Research Gap: between customer expectations and management's perception of those 
expectations. 


2. Planning and Design Gap: between management's perception of what the customer wants 
and the designed capabilities of the system that management develops to provide the service. 


An Assessment of Service Quality of Transportation System with in a Group of Academic Institutions / 769 


3. Implementation Gap: between what the service system is designed to provide and what it 
actually provides. 


4. Communication Gap: between what the service system provides and what the customer is 
told it provides. 


5. Reality Gap: between customers' service expectations and their perception of that service. 


A company should always pay attention to the customer perceptions and expectations. If there 
is a difference between customer expectations and perceptions, there is a gap and in practice, it does 
not matter whether the gap is based on facts or feelings, but how the customer perceives service 
matters stated by Friday and Cotts (1995). Heskett et a/., (1994) claim that quality of service equals 
delivered service quality minus service expected. Quality of service is seen to be similar to customer 
satisfaction. So five distinct criteria of service quality have been identified, that can be measured as 
the perceived performance immobile market, which are: tangibles reliability, responsiveness, 
assurance and empathy. For this study, “A case study of service quality of transportation system 
of a college” was taken to find out customer service expectation and perception of the service. 


METHODOLOGY 


Initial instrument was developed by generating a questionnaire after a thorough understanding of 
concept and operational issues of the service quality construct in public transportation services in 
the college. The SERVQUAL developed by (Parasuraman et al., 1988) was adopted to prepare the 
initial instrument. The first part of the questionnaire was left with four items relating to reliability 
factor, second part with five items relating to responsiveness factor, third part with three items 
relating to assurance factor, fourth part with three items relating to Empathy factor, fifth part with 
seven items relating to tangibility factor. All the closed-ended questions were designed to generate 
responses on a seven point Likert scale to measure the perception of service quality indicated as 1 
strongly disagree 7 strongly agree. Cui, Lewis, and Park, (2003) in a study measuring service quality 
using SERVQUAL with five dimensions have achieved successful results using likert scale with 
seven point scale, however for the present study seven point likert scale is used since respondents are 
intercepted at bus points (bus stations), hence to reduce the time of response and make respondent 
more comfortable. A study done by Pe’rez, Abad, Carrillo, and Ferna’ndez, (2007) has used five 
point scale in knowing the commuters behaviour about public transportation services in Spain. 


Fig. 2: Likert Scale 


This measurement scale was developed, as suggested by (Stafford, 1999; Akan, 1995) that 
SERVQUAL need to be modified to suit to a particular industry context. Quantum of research in 
SERVQUAL is done, and in many research studies it is established that the generic SERQUAL 
scale has to be extended with new dimensions, (Boulding et al, 1993; Cronin & Taylor, 1992; 
Parasuraman et al., 1991; 2005; Zeithaml et al, 1996). Majorly the SERVQUAL model has been 
used tested and enhanced within the United States. In India few studies have been conducted by 
(Malhotra et al., 2005; Satyabhusan, Ed, & Kalyan, 2009). 


A sample size of 200 was taken. The period of the study was 3 April’2012 to 15" of April 2013. 
The sample respondents for the study were selected from the students, faculties, supporting staff & 
drivers by convenient sampling method because of easy accessibility and affordability. 153 
completely filled in questionnaires from passengers i.e. students, faculty members & supporting staff 
were obtained and 15 questionnaires from drivers were obtained for the data analysis. 


This study is limited to a particular group of academic institutes only. Survey method was used 
for collecting primary data at select bus stops from the commuters who regularly travel through the 
transportation system. 168 completely filled in questionnaires were finalized. Adequate care has 
been taken to avoid redundancy in data collection from the sample elements. 
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DATA ANALYSIS & RESULTS 


200 questionnaires were distributed to various respondents including passengers & drivers. We 
received 168 questionnaires complete in all respects. Out of the complete questionnaires filled in 
65% were males and 35% females. Maximum of the respondents were in less than 28 age group & 
some were above this age group. Informal interviews were also taken before the questionnaire 
design. 


With regards to educational qualifications 30% (approx.) reported to be post-graduates, 70% to 
be graduates. In India, the education of children is financially and morally supported by their 
parents, added to it, the society looks for is higher education-higher social status; hence finding 
more post-graduates in urban India is the deal. In terms of employment status 85% (approx.) were 
students, 12% were faculty members and 3% were supporting staff. This indicates that majority of 
the respondents were student, India is one of the countries producing more number of Engineers, 


x Engg 
rumentation Engg 


Information & tech. Engg. 
me MBA 


@ Male 


@ Female 


Fig. 3: The Information about the Persons who Filled the Questionnaire 


RESULTS 


The final data that is collected from the questionnaires is inputted to the SPSS software for the 
analysis of data. The data from passengers (i.e. students, faculty members & supporting staff) and 
drivers is analyzed separately in SPSS to know the customers’ expectations and marketer’s 
perceptions and then by finding their differences we got the service quality of the system. Each 
dimension was analyzed separately to get the service quality of each dimension. 


For the measurement of reliability of the modal the authors have used (SERVQUAL Modal), 
they calculated the value of Cronbach's Alpha (a). If the value of o is greater than 0.8 than it can be 
said that the modal used is reliable and will give proper results that are also reliable. 


Table 1: Cronbach's Alpha 


Reliability Statistics 
Cronbach's Alpha Cronbach's Alpha Based on Standardized Items No. of Items 
844 847 5 


After checking the reliability of the modal they found the GAP 5 for each dimension of the PZB 
GAP Model in the service quality of the transportation system. Gap 5 is the Gap between the 
consumers’ expectations and the marketer’s perception. For finding the GAP 5 the following 
formula is used: 
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GAP 5 = (P-E) .ceceesecssssseere Eq. (1) 


Where, 
o P= Perceptions from Drivers (15 in number). 


o E=Expectations from passengers (153 in number). 


Using this formula we found the GAP 5 in each dimension from SPSS: 


Gap in Reliability = 5.683 - 3.839 = 1.844 
Gap in Responsiveness = 5.546 - 3.656 = 1.890 
Gap in Assurance = 5.200 - 4.026 = 1.174 
Gap in Empathy = 4.266 - 4.320 = -0.054 
Gap in Tangibility = 4.761 - 3.525 = 1.236 


From the above values we can conclude the following: 


The Gap value of Empathy is —ve which means that the provided service is better than the 
expected service. 


The Gap value of Assurance and Tangibility is near about 1, which means that the provided 
service is quite good. 


The Gap value of Reliability and Responsiveness is near about 1.8, which means that the 
provided service is poor and need modifications. 


After getting the Gap values we find the Correlation between the different dimensions of the 
SERVQUAL modal: 


From the above table following can be concluded: 


Correlation between Reliability and Responsiveness is.657, which means that the on altering 
any of the dimensions the other one also get altered which is very good in service industries. 


Similarly Reliability and assurance, Responsiveness and Assurance are also well correlated. 


Also Empathy and reliability, reliability and tangibility and responsiveness and tangibility 
are also satisfactorily correlated. 


But in case of Empathy and Assurance correlation is only.306, which means that they are 
very poorly correlated and there is no or very little change in the other o altering any one. 


0.9 

0.8 

0.7 

0.6 

0.5 

0.4 

0.3 

0.2 

0.1 

0 
Reliab Respo Assur Empat Tangi 
ility mnsiven ance hy bility 
m Reliability 1 0.657. 0.607. —-0.457-—«(0.496 
m Responsiveness 0.657 1 0.629 0.306 0.585 
@ Assurance 0.607 0.629 1 0.514 0.555 
=Empathy 0.457 0.306 =0.514 1 0.439 


= Tangibility 0.496 0.585 0.555 0.439 1 


Fig. 4: Correlation Matrix and Chart 
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After finding Correlation, the service index of the transportation system from P-E values has 
been found using the following formula: 


Service Index = 


p(t question in the dimension 


PARGiNOas GuEStIOnS )«(P-E Value of the dimension) 


Total no.of Dimensions (n) 


Putting the obtained data in the above formula, the service index is obtained as given below: 


Service Index = 
(5 1844) + (2 1.890) + (= 1.174) + : (—0.054) +(5 1.236) 
—*«1, —*«1. —*«1. — « (-0. —*1. 
22 22 22 22 22 


Service Index = 0.2621 


In this formula, the average of P-E values of all the dimensions with their weightages as per the 
no. of questions in the dimensions are found out. In the ideal case, the P-E value should be zero, so 
the service index value should also be zero. And in this study, the value of Service Index is 0.2621, 
which is close to zero. So it can be said that the Service Quality of the transportation system is 
GOOD and provides satisfactory services. 


After analyzing the results according to the dimensions, it can be said that, the service quality of 
the transportation system is working Good in Empathy, Satisfactory in Assurance and Tangibility, 
And Poor in Reliability and Responsiveness. 


Some more statistical results from SPSS are presented below: 


Table 2: Statistics of Drivers 


Statistics of Passengers 
Avg. Rly. Avg. Resp. Avg. Ass. Avg. Emp. Avg. Tang. 
Mean 3.839 3.656 4.026 4.320 3.525 
Std. Deviation 1.222 1.302 1.320 1.508 1.221 
Variance 1.494 1.697 1.743 2.275 1.491 
Range 6.00 6.00 6.00 6.00 5.57 
Minimum 1.00 1.00 1.00 1.00 1.00 
Maximum 7.00 7.00 7.00 7.00 6.57 


Table 3: Statistics of Passengers 


Statistics of Drivers 


Avg. Rly. Avg. Resp. Avg. Ass. Avg. Emp. Avg. Tang. 
Mean 5.683 5.546 5.200 4.266 4.761 
Std. Deviation 1.193 883 1.264 993 605 
Variance 1.424 .780 1.600 987 366 
Range 4.00 2.80 3.67 2.67 1.57 
Minimum 3.00 3.80 3.33 2.67 4.14 
Maximum 7.00 6.60 7.00 5.33 5.71 


IMPLICATIONS OF THE STUDY 


Transportation system can help cities to decrease the level of pollution, since vehicular pollution is 
one of the major pollution contributor in urban areas, better service quality in transportation can 
attract a large number of people to minimize the use of privately owned transport like car, bike or 
other vehicles. As better service quality in transportation attracts more commuters it will address not 
only pollution, but also it will solve the traffic problem in the cities, hence public transportation can 
be used as one shot for two birds. Also it is likely to reduce the depletion of the 
nonrenewable resources. 
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CONCLUSION 


The aim of this study is measuring the commuter perception on service quality in public 
transportation using SERVQUAL, at the same time it also insists on the extension of generic 
SERVQUAL dimensions with additional dimension representing the study context. By analyzing 
the questionnaires it can be said that the Transportation System of the group of academic 
institutions for study is GOOD and provides quite satisfactory service. The system needs some 
modifications in the present stage. The following are some suggestions: 


e A helpline number should be started for the passengers for their enquiries. 
e A proper room or shed (resting arrangement) should be provided for the drivers to take rest. 


e A water cooler should be kept at the bus stop of the college to drink water for students and 
drivers. 


e Sheds should be made for the students and other commuters, who are waiting for the bus at 
the bus stop of college. 


e Proper medical facilities should be provided in every bus. 


e Toilet facilities should be provided for drivers at the bus stop. 
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Abstract—ZJndian Information Technology Software Services industry has grown at a phenomenal pace in last fifteen 
years. Up till now, technical skills, English speaking skills and lower labour costs helped Indian IT industry to grow at a 
fast pace. However, a number of clients now are stressing that their vendors adopt sustainable business practices with due 
respect towards environment and society. In order to ensure continued success, it is important that IT firms give high 
importance to sustainability while formulating their strategy. This paper shows how Indian IT Software Services firms can 
use Balanced Scorecard to translate their strategy on Sustainability into concrete and interlinked set of initiatives. Different 
initiatives that IT firms should take have been incorporated into existing four perspectives of Balanced Scorecard i.e. 
financial perspective, customer’s perspective, internal process perspective and learning & growth perspective. 
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INTRODUCTION 


Indian Information Technology (IT) industry has grown at a phenomenal pace in last fifteen years. 
According to NASSCOM the contribution of IT sector to India’s GDP has grown from 1.2% in FY 
1998 to 7.5% in FY 2012, revenues of IT sector have reached an estimated USD 100 billion in FY 
2012 and the sector provides direct employment to about 2.8 million people and indirect 
employment to 8.9 million people (NASSCOM, 2012). Further, IT services (such as the Internet) 
are key to promoting, selling and performing several other services (Rahman, 2002). With this 
magnitude of scale and impact, it is important that IT firms give high importance to sustainability 
while formulating their strategy. This is to ensure the continued success of Indian IT sector in 
long run. 


So far technical skills, English speaking skills and lower labour costs have helped IT firms to 
grow at a fast pace. However, a number of Multi-National Corporations (who are clients of Indian 
IT firms) are asking their suppliers to adopt sustainable business practices. Companies like Walmart, 
Procter & Gamble and several others use scorecards to objectively measure the performance of 
suppliers on sustainability (Green Plus, n.d.). In order to continue to do business with such clients, 
Indian IT firms need to make sure that they adhere to the sustainability standards set by 
such clients. 


The word Sustainability may have different meaning to different people. The Brundtland 
Commission defines Sustainable Development as “"Development that meets the needs of the 
present without compromising the ability of future generations to meet their own needs” 
(United Nations General Assembly, 1987). The World Summit Outcome Report 2005, describes 
sustainable development as integration of economic development, social development and 
environmental protection. This report further describes these as the three pillars of sustainable 
development that are interdependent and mutually reinforcing (World Summit Outcome, 2005). 
Another way to look at sustainable development is through the concept of Triple Bottom line— 
People, Planet and Profit (TRUIST, 2013). Sustainability is now given a high importance in all 
arenas. To survive and maintain a healthy growth rate in long run, Indian IT firms should also give 
a high weightage to sustainability. 


In order to make sure that sustainability gets high attention at all levels within the organization, 
it should be considered while framing the firm’s strategy. This will make sure that the resulting 
objectives and goals related to sustainability flow down within the hierarchy of the organization. 
Further, firms should be clear on what objectives and goals they want to pursue with respect to 
sustainability and how it will help the organization. A popular tool that can be used for this purpose 
is Balanced Scorecard (BSC) devised by Kaplan and Norton (Kaplan & Norton, The Balanced 
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Scorecard - Measures That Drive Performance, 1992). This paper shows how Indian IT Software 
Services firms can use BSC to convert their strategy on Sustainability into concrete and interlinked 
set of initiatives. 


LITERATURE REVIEW 


BSC is a performance measurement approach that considers four different perspectives while 
measuring the performance of the organization. In addition to financial perspective, BSC approach 
also considers customer’s perspective, internal process perspective and learning and growth perspective 
(Kaplan & Norton, The Balanced Scorecard - Measures That Drive Performance, 1992). BSC 
suggests the use of strategic objectives, measures, targets and initiatives in order to translate the 
vision and strategy of a firm into a coherent and linked set of performance measures (Kaplan & 
Norton, 1996). 


Three different approaches to integrate environmental and social aspects in the BSC have been 
discussed by Figge et al., (Figge, Hahn, Schaltegger, & Wagner, 2002). The first approach is to 
incorporate sustainability in existing four perspectives of BSC. The second is to add a sustainability 
perspective to existing four perspectives of BSC. And third approach is to formulate a separate 
scorecard for Sustainability. In this paper first approach has been used to show the inter- 
relationships between steps that can be taken by Indian IT Software Services firms of India in order 
to enhance sustainability. 


OBJECTIVES 


Objective of this paper is to formulate a Sustainability Balanced Scorecard (BSC) for Indian IT 
Software Services companies and to show the linkages between different perspectives of this BSC. 
This BSC will be helpful for IT firms while devising their strategy on sustainability. 


METHODOLOGY 


This paper uses BSC developed by Kaplan and Norton (Kaplan & Norton, The Balanced Scorecard 
- Measures That Drive Performance, 1992) to demonstrate how Indian IT firms can incorporate 
sustainability in existing four perspectives i.e., financial perspective, customer’s perspective, internal process 
perspective and learning & growth perspective. Next four sections of this paper discuss each of these 
perspective in more detail. The paper then demonstrates how these perspectives are interlinked with 
each other. The list of sustainability measures given this paper is taken from various sources like 
journals, websites, newspapers, magazines and our own experience in IT industry. Although the list 
is not exhaustive, the BSC given in this paper can serve as a good starting point for devising 
sustainability strategy for Indian IT Software Services firms. 


FINANCIAL PERSPECTIVE 


Efforts towards sustainability will get high priority in Indian IT Software Services firms only if these 
measures are linked to better financial performance. Kaplan and Norton suggest three themes that 
firms use in order to measure their financial success. These are (1) Revenue growth and mix, (2) 
Cost reduction and (3) Asset Utilization (Kaplan & Norton, Linking the Balanced Scorecard to 
Strategy, 1996). These themes are applicable to Indian IT Software Services firms as well. In 
addition to this, firms can also reduce the risk of government/social fines and penalties by adhering 
to sustainable business practices (Bansal, 2001). Reducing this risk can also be taken as one of the 
objective. 


Sustainable business practices involve improving internal operations in order to reduce carbon 
footprint. It also involves recycling and using resources more efficiently. This leads to reduction of 
costs in long run as well as better asset utilization thereby improving shareholder value. 


If a firm continues to use environmental and social resources indiscriminately, it will attract 
penalties or intervention from government/society sooner or later. Focus towards sustainable 
business practices helps in ensuring that a firm is not distracted by such penalties or interventions. 
Further, any penalties imposed by government bring bad name to firms. Customers prefer to do 
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business with firms that are reputed and have good name in market. By adopting business practices 
that are friendly to business and society, firms earn good reputation in market thereby reducing the 
cost of customer acquisition. An environment friendly firm also helps in attracting and retaining 
talent (Working for the Earth: Green Companies and Green Jobs Attract Employees, 2007). The 
financial objectives, measures, targets and initiatives of the BSC are summarized in Exhibit 1. 


Exhibit 1: Financial Perspective of Balanced Scorecard 
Financial Perspective 
Objective Measures Targets Initiatives 
Revenue growth Revenues from business | Rs. XXX Improve customer satisfaction by complying 
with customer requirements on sustainability. 
Happy customers will give more business 
thereby increasing revenues. 
Cost reduction cost per unit of output X% reduction in cost | Reduction in costs by improving efficiency of 
per unit of output internal operations and reducing waste through 
the use of sustainable business practices. 
Asset Utilization Asset turnover ratio X% increase in asset | Better asset utilization by recycling and 
turnover ratio reducing waste. 
Reduce risk of % compliance with 100% compliance Voluntary reporting on globally respected and 
government /social | government regulations with regulations accepted standards (like GRI) related to 
penalties and sustainability 
intervention Amount of money and X% of Adopting Business practices that benefit society 
other resources devoted revenues/profits for 
for corporate social CSR activities 
responsibility programs 
CUSTOMER PERSPECTIVE 


A number of MNCs (who are clients of Indian IT firms) are asking their suppliers to adopt 
sustainable business practices. Companies like Walmart, Procter & Gamble and several others use 
scorecards to objectively measure the performance of suppliers on sustainability (Green Plus, n.d.). 
In order to continue to do business with such clients, Indian IT firms need to make sure that they 
adhere to the sustainability standards set by such clients. 


Adopting sustainable business practices also leads to good reputation in market. Customers like 
to do business with firms that have good market reputation. Thus adopting sustainable business 
practices helps in customer acquisition. Sustainable business practices also help in better bonding 
with customers thereby increasing the switching costs for customers. Exhibit 2 shows the summary 
of Customer’s perspective of BSC. 


Exhibit 2: Customer Perspective of Balanced Scorecard 
Customer Perspective 


Objective Measures Targets Initiatives 
Comply with customer's % compliance with customer | 100% compliance Take into consideration 
requirements from suppliers | provided scorecard customer scorecards on 


sustainability while adopting 
sustainable business practices 


Better reputation in market | Number of positive X numbers Share the sustainable 

that helps in attracting news/articles in media about business practices that the 

customers firm's focus on sustainability firm is adopting through 
media and through research 
papers 


INTERNAL PROCESS PERSPECTIVE 


The internal business processes of IT software and services firms should aim at reducing Green 
House Gas (GHG) emissions, reduce energy consumption, reduce the use of paper, proper e-waste 
management and recycle waste water. Apart from being environment friendly, these measures also 
help in reducing costs and therefore help in meeting the financial objectives of the firm. 


One good way to reduce GHG emissions is to adopt policies and cultivate culture where 
employees can work from home. There are multiple benefits of “work from home” policy for 
employees, firms as well as for environment. By working from home employees save time, money 
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and effort needed to commute to and from office. According to one study, the average commuting 
time in Mumbai, Delhi, Bangalore and Chennai is 47.26 minutes, 42.96 minutes, 37.91 minutes and 
36.08 minutes respectively (Beniwal, 2007). If we take commuting time both ways, the average 
commuting time for employees in these cities comes out to be approximately an hour and half. By 
working from home employees save this time as well as money spent on commuting. Further, 
employees get more flexibility and more time to spend with family. This leads to higher employee 
satisfaction which in turn leads to higher customer satisfaction. Work from home policy also helps 
IT firms as they can save on office space and other infrastructure and overhead costs (Lothringer, 
2012). This policy is also environment friendly as it helps in saving fuel thereby reducing GHG 
emissions. Although some Indian IT firms have a “work from home” policy, it is still seen as benefit 
given to employees. This attitude needs to change. Technological advances have made remote 
working and communication very efficient. Indian IT Software Services firms should devise policies 
and frameworks to make use of these technological developments. 


Yet another way to reduce GHG emissions is to use electricity from renewable sources 
(Energy Made Easy, n.d.). Firms like Microsoft obtain almost half of their energy requirements 
from renewable energy sources (Goldenberg, 2012). Indian IT firms should also follow similar 
initiatives. Firms should set targets to use certain percentage of energy from renewable energy 
sources. For example, Infosys (India’s third largest IT Software Services firm) plans to source all its 
electricity needs from renewable energy sources by year 2017. In year 2011-12 Infosys sourced 18% 
of its electricity consumption from renewable energy sources (Tejaswi, 2013). 


Exhibit 3: Internal Processes Perspective of Balanced Scorecard 
Internal Process Perspective 


Objective Measures Targets Initiatives 
Reduce GHG emissions GHG emissions per X% GHG reduction per Work from home policy. 
employee employee Use energy from renewable 


sources 


Reduce energy 
consumption 


KWH of electricity used per 
employee 


X% electricity usage 
reduction per employee 


Motion sensors that 
automatically turn the lights 
off 


Computers and other 
hardware and equipment 
that consume less energy 


Reduce paper waste 


Amount of paper consumed 


X% reduction in amount of 
paper used per employee 


Spread awareness among 
employees for optimal 
usage of printers 


e-waste management 


Computers and other 
electronic products 
reused/donated as a 
percentage of such products 
bought 


X% of electronic products 
reused/donated 


Donate old computers and 
other equipment to schools 
and colleges where they can 
be used by students. 


Computers and other 
electronic products recycled 
as a percentage of such 
products bought 


X% of electronic products 
recycled 


Recycle the equipment that 
has no other alternate use 
through proper e waste 
management. 


Recycle water 


Amount of water recycled as 
a percentage of amount of 
water consumed 


X% 


Use mechanisms and 
technologies for waste 
water recycling 


Development centres in 
smaller cities 


Number employees working 
in smaller cities as a 
percentage of total number of 
employees 


X% of employees working in 
smaller cities 


Coordinate with 
government via 
NASSCOM to open IT 
parks in smaller cities and 
towns 


There are a number of ways in which energy consumption can be reduced by IT firms. Motion 
sensors that automatically turn the lights on/off should be installed in offices. Laptops, desktops and 
other hardware and electric appliances should be high on energy efficiency. Office buildings should 
be energy-efficient. IT firms should target certain percentage of reduction in electricity consumption 
per employee every year. For example, Infosys reduced per employee electricity consumption by 
about a third between 2009 and 2012 (Goldenberg, 2012). 
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Opening development centres in smaller towns and cities is also a good step towards 
sustainability. Metropolitans of India are getting congested. From sustainability point of view, it 
would help if IT firms open development centres in smaller towns and cities. This will be beneficial 
because (1) people from smaller cities need not migrate to metropolitans in search for employment, 
(2) time and fuel consumed for commuting to office is much less in smaller cities compared to 
metropolitans, (3) this will would also help in further development of smaller cities due to increased 
economic activity in these cities. According to some estimates, smaller cities offer savings of up to 
30% in wages and rents (Thoppil & Rumman, 2012). IT firms will need to coordinate with 
government in order to set up appropriate infrastructure in smaller cities. 


IT firms should also monitor the paper prints taken through the installed printers. Awareness 
should be generated within the firm for optimal use of printer facility. Paper shredders should be 
installed so that waste paper could be sent for recycling without the risk of losing any sensitive 
information. Firms should establish targets to reduce the number of prints taken per employee by a 
certain percentage every year. 


IT firms should play an important role in management of e-waste. One good way for reusing 
computers and other hardware is to donate them to institutions like schools and colleges. Such 
equipment that is in good working condition may be outdated for IT firms but may still have lot of 
value for schools or NGOs. This way IT firms can also benefit society. Apart from this IT firms 
should actively plan for management of e-waste. 


IT firms should also look towards conserving and recycling waste water. One very good 
example of this comes from Infosys. Infosys conserves water at its Mysore campus through rain 
water harvesting and recycling waste water using Membrane Bioreactor technology of General 
Electric. By doing this Infosys is able to sequester more fresh water into the ground than it actually 
uses (GE Power & Water, 2013). By adopting such environment friendly practices, IT firms can 
help themselves to sustain in long run. Summary of internal process perspective is given in 
Exhibit 3. 


LEARNING AND GROWTH PERSPECTIVE 


For efforts towards sustainability to be effective, it is very important to create an organization 
culture that understands, accepts and promotes steps towards sustainability. This involves spreading 
awareness about need and benefits of sustainable business practices. Employee participation should 
also be encouraged by inviting sustainability related ideas from employees. 


Exhibit 4; L earning & Growth Perspective of Balanced Scorecard 
Learning and Growth Perspective 
Objective Measures Targets Initiatives 
Awareness of sustainable Number of days of X number of days Organizing sustainability 
business practices among sustainability training related training programs 
employees imparted to employees 
Encouraging participation of | Number of sustainability X number of ideas Inviting sustainability related 
employees towards related ideas submitted by ideas from employees 
sustainability related efforts employees 


IT firms normally ask employees to undergo certain number of days of training on technical as 
well as soft skills. In addition to training in technical and soft skills, IT firms should also impart 
training related to sustainability to employees. This will help spread awareness about sustainability 
within organization. Employees will also feel more confident while making decisions that help in 
sustainability. 


Further, as firms continue on the path of sustainable business practices, there will be lot of 
learning while doing. This learning should be documented, shared and used for further 
improvement of initiatives taken towards sustainability. Exhibit 4 gives the summary of Learning & 
Growth perspective of BSC. 


780 / Research and Sustainable Business 


LINKAGE BETWEEN DIFFERENT PERSPECTIVES 


The different perspectives of the BSC are linked to each other (Kaplan & Norton, Linking the 
Balanced Scorecard to Strategy, 1996). For example the organization culture that values 
sustainability will help in adoption of internal processes that reduce carbon footprint, reduce and 
recycle waste and conserve and recycle water. These internal processes will in turn help in 
improving efficiency, better use of available resources and complying with customer and 
government requirements related to sustainability. Efficiency improvement and better use of 
available resources will help in reducing the costs and better asset utilization. Higher customer 
satisfaction will help in getting more business from customer thereby increasing revenues. By 
complying with government requirements on sustainability, firms could avoid backlash from 
government and society. Exhibit 5 shows the linkage between different perspectives of BSC for 
Indian IT Software Services firms. 


Exhibit 5: Linkage between different perspectives 


Cost Better Asset Revenue Reduced risk of 
reduction _ utilization growth government/social penalties 


Comply with — dcust 

requirements on Sica customer 

a 7 satisfaction 
Reduce Work from improved 
energy home policy employee 


| carbon Es and Conserve and 
| Es recycle water 
Reduce 
GHG 


4 OB on 7 EO 


ee 


nenneeon 'd 


Reduce 
paper waste 
officesin e-waste 
smaller managemen 
Sustainability Sustainability culture Active Ce 
awareness Ce 


CONCLUSION 


In order to ensure continued success in long run, IT Software Services firms should give high 
importance to sustainability. This becomes even more important because a number of clients are 
now objectively measuring their suppliers with respect to sustainability. To ensure that sustainability 
is given a high weightage at all levels within the organization, IT firms should consider 
Sustainability as a part of strategy. This will make sure that resulting objectives and goals related to 
sustainability flow down within the hierarchy of the organization. Further, firms should be clear on 
what objectives and goals they want to pursue with respect to sustainability and how these will help 
the organization. BSC is a good tool that can help Indian IT Software Services firms to plan the 
different initiatives towards sustainability in a clear and integrated way. The four perspectives of 
BSC can help IT firms to look at sustainability strategy from different angles. This scorecard can 
also help Indian IT firms to see the linkage between different initiatives and how these initiatives 
complement each other. This will eventually lead to higher employee satisfaction, higher customer 
satisfaction, superior financial performance and better environment and society. 
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Abstract—Risk management plays an important role in every movement among supply chain partners. With the concept 
of increasing push and pull system, supply chain management getting more risky. Academic interests appear to focus mostly 
on the risks associated with operation of supply chain. To fulfil customer requirements organizations need to improve their 
supply chain system by eliminating risks associated to it by using appropriate tools and techniques. This paper highlights 
four areas of supply chain risk management i.e. financial risks, Natural and social risks, performance measurement risks 
and procurement risks. The purpose of this paper is to provide ANP based framework to mitigate risks. This papermade an 
effort for risks mitigation in supply chain and to find out the best alternatives. For this purpose, multi criteria decision 
making approaches, analytical network process (ANP) and a multi-objective optimization using ratio analysis (MOORA) 
technique for order preference are used. 


Keywords: Risks, Supply Chain Management, ANP, MOORA 


INTRODUCTION 


Supply chain risk may result from unexpected variations in capacity constraints, or 
frombreakdowns, quality problems, fires or natural disasters (Blackhurst et al. 2005, Yang and 
Yang, 2010). A failure in any partner in a supply chain possibly causes disruptions for all consorting 
companies at inbound and outbound services (Yang and Yang, 2010). An important feature of the 
quickly evolving businesschanges, prompted by significant technology shifts, innovation, 
communication technologies and globalisation, increasing prevalence of risk our daily lives (Wu 
and Blackhurst 2009). Risks arisedue to the unknown forecast. We can adopt the best forecasts 
methods and can do every possible investigation, but there is always a chance of uncertainty about 
future (Waters 2007). This uncertainty creates a gap between what really happens and what a firm 
has planned for and consequently causes losses due to the sequence of failures (Lewis 
2003).Norrman and Lindroth (2002) define risk managementascollaborationamong supply chain 
partners to deal with risks and uncertainties caused by logistics. According to Tang(2006) supply 
chain risk management is the management of supply chain risks through coordination or 
collaboration among the supply chain membersis to ensure profitability and continuity’. 


Juttner et al. (2002) have observed that the term “risk” can be confusing, and argue that risk 
should be separated from “risk sources” and “risk consequences”. Risk sources related to 
environment, organization or supply chain variables that cannot be predicted and that affect the 
supply chain downstreamvariables (Norrman and Jansson, 2004). A most important task about risk 
management process is the identification and assessment of risk (Samvedi et al 2013). This risk 
management process involves understanding the situations that give rise to understand potential 
problems, and then managing the negative impact of these problems (Tapiero 2007). Chand et al 
(2013) have analysed the risks in traditional, agile, and lean supply chain. Tang (2006) divided risk 
into operational and disruption risks. Chopra and Sodhi(2004) found that risk reduction can be 
expensive across partners which may reduce the cost of mitigating risks. Harland et al. (2003) 
developed a supply chain risk management tool and tested it on a case study. Johnson (2001) have 
presented risk mitigationstechnique and listed the learning from managing supply chain risk.Diabat 
et al. (2012) have analysed that operational risks which can affect the firm’s internal supply chain to 
produce goods and services, ultimately affecting the profitability of the company, and may result 
from a breakdown at manufacturingstage. Chen et al. (2013) have described supplier related risks 
which occurs due to material movements from suppliers to the firm and include the dependability of 
suppliers, and considerations such as single versus multiple and centralised versus decentralised 
sourcing. 
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Tang (2006) classified the risk in two categories: operational risks and disruption risks or term 
them as supply-demand related risks and disruption risks (Kleindorfer and Saad, 2005). Operational 
risks include the step by step management of the supply chain where disruptions risks are allied with 
unexpected actionsof nature (Kouvelis et al., 2006). 


In a traditional supply chain, the movement of materials and information is lined from one part 
to another. Every member in supply chain has limited information regarding i.e. high carbon 
footprint and natural disasters of the other members. Agility in supply chain is define business 
related capability that embraces organizational structures, information systems, logistics processes 
and in particular, mindsets (Power et al., 2001; Katayama and Bennett, 1999). Agility in supply 
chain is concern with the ability of an organization to respond quickly to customer demand, in the 
order of volume and variety (Christopher, 2000). Jones and Towill, (1999) have combinedlean and 
agile patterns within successfully designed and operated total supply chains. 


This paper presents a structure for risk mitigations in lean, agile and traditional supply chain. 
Here the risk mitigations in SC are important to fulfil the need of the customer and organization. 
The framework provide in this paperwill be beneficial for decision makers in mitigating the variables 
affecting the dimensions: financial risk (FR), natural and social risk (NSR), performance 
measurement risk (PMR) and procurement risk (PR). In this paper analytical network process 
(ANP) is presented to structure the problem related to the selection of an alternative for risks in SC 
in the form hierarchical and link the determinants, dimensions and mitigations of risk. 


The main purposes of this paper are: 
e To determine risks evaluation criteriaby using ANP. 


e Ranking of alternatives using MOORA method. 


METHODOLOGY USED 


This paper deeds to explore the feasibility of a novel MCDM method, i.e. Multi-Objective 
Optimization by using Ratio Analysis (MOORA) method to deal with the decision making for 
analysing the risk mitigations in supply chain.This multi objective optimization method 
alsorecognized as multi criteria or multi attribute optimization method, which shows 
simultaneously optimizing two or more conflicting criteria subject to convinced constraints. The 
MOORA methodwas introduced by Brauers (2004) as a multi objective optimization technique 
which can be applied to solve different types of complex decision making problems in the 
manufacturing environment. 


Chakraborty (2010) describe the other application of MOORA method for the decision making 
in manufacturing environment. Maniya and Bhatt (2010)state the decision-making method for the 
selection of material. Maniya and Bhatt (2011) illustratedthe optimal facility layout design selection 
problems by using MOORA method. Das et al. (2012) have analysed comparative evaluation of 
Indian technical institutions. Attri and Grover (2013) decision making over the production system 
life cycle. Various steps involve in MOORA are: 


Step I: The first step is to identify the objective, and define the pertinent evaluation criteria and 
sub-criteria. 


Step 2: The afterward step is to signify all the related available data for the criteria in the term 
of a decision matrix. The data given in eq. (1) are represented where Ai represents the 
alternatives, i= 1, 2, ...,m; Cjrepresents jth criterion or attribute, j= 1, 2, ..., m, related 
to ith alternative. The SC of the jth attribute is denoted by Wj; and xij indicates the 
performance of each alternative Ai with respect to each criterion Cj. Then a ratio 
analysis based system is developed in which the performance of alternatives on 
eachcriteria is compared to the denominator which is the representative of all the 
alternatives concerning that criteria. 


ca ced Cana oo 
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Step 3: Brauers et al. (2008) have resolvedfor the denominator, square root of the sum of 
squares of each alternative per criteria is the best choice. This resolution is given below: 


s Xj 


xX i= P 
xX (2) 
i=l 


Where x; is a dimensionless number which belongs to the interval [0, 1] representing 
the normalized performance of i™ alternative on j"criteria. 


Step 4: For this multi objective optimization method, the normalized concerts are added in case 
of maximization (for beneficial criteria) and subtracted in case of minimization (for 
non-beneficial criteria). Then the optimization problem becomes: 


g n 


jretl 


Where wjrepresents the weight of j"criteria, which can be determined by applying 
analytic network process (ANP). 


Step 5: The yi value can be positive or negative depending of the totals of its maxima 
(beneficial criteria) and minima (non-beneficial criteria) in the decision matrix. An 
ordinal ranking of yi shows the final preference. Thus, the best alternative has the 
highest value for yi, while the worst alternative has the lowest value for yi. 


ILLUSTRATION OF MOORA METHOD FOR ANALYSING THE RISKS IN SUPPLY CHAIN 


To determine the applicability and accuracy of the MOORA method in decision 
creatingenvironment for mitigating the risk in supply chain illustrated below. The main objective of 
this paper is to rank the alternatives by analysing the financial risk (FR), natural and social risk 
(NSR), performance measurement risk (PMR) and procurement risk (PR) with their sub criteria. 
The problem is converted into a network in order to renovate the criteria, sub-criteria and 
alternative into a state which can be analysed by using the ANP method. The schematic structure 
established is shown in Fig. 1. The aim is “To select the best supply chain” are organizedin the first 
preferenceamong the ANP model and the risk criteria (financial risk, natural and social risk, 
performance measurement risk and procurement risk) are organized in the second preference. The 
risk sub-criteria in the third preference include: four sub-factors for the financial risk, natural and 
social risk, performance measurement risk and procurement risk. Three alternatives considered for 
this study organized in the last preference of the model are lean supply chain, agile supply chain and 
traditional supply chain. This problem deals with the risk mitigations in supply chain of ranking the 
most appropriate supply chain. This risk assessment in supply chain consists of three alternatives 
and four performances attribute i.e. FR, NSR, PMR, PR as shown in Fig 1. Among these all of four 
attributes are beneficial attribute. The decision network for the risk assessment is shown in Fig. 1. 
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The normalized decision matrix and criteria weights as Wer = 0.270, Wnsr = 0.278, Wome = 0.204 
and Wpr= .311 determined by using the ANP methodology. In this MOORA method same weights 
are used here for subsequent analysis. After this, normalized assessment values (yi) of all the 
considered alternatives are computed using Eq. (3) as shown in Table 4. 


Table 1: Normalization Decision Matrix 


Alternatives/ Risks FR NSR PMR PR 
LSC 301 436 170 273 
ASC 317 358 12 588 
TSC 282 206 314 139 

Table 2: Normalization Decision Matrix with W factors 
Wij .270 .278 .204 311 

Alternatives/ Risks FR NSR PMR PR 
LSC 301 436 170 273 
ASC 317 358 12 588 
TSC 282 206 314 139 

To select the best supply chain 
Financial Risk (FR) Natural and Social Risk Performance measurement Risk Procurement Risk (PR) 
(NSR) (PMR) 


Economic Recession (ER) 


Natural Disasters (ND) 


Product Performance (PP) 


Monopoly Situations (MS) 


Exchange Rate Fluctuation 
(CFERF) 


Financial Market Instability Crime Rate (CR) Process Performance (PP1) Supply Disruption (SD) 
(FMI) 
Currency or Foreign Machine Explosion (ME) Requirement Uncertainty Unreliable Supplier (US) 


(RU) 


Fuel prices (FP) 


Social and Cultural grivence 


(SCG) 


Standerzation (S) 


Damage to Cargo (DC) 


Lean Supply Chain (LSC) 


Agile Supply Chain 
(ASC) 


Traditional Supply Chain (TSC) 


Fig. 1: Analytical Network Process for Risk Mitigations 
Table 3: Weight of Criteria 


Alternatives/Risks FR NSR PMR PR 
LSC .081 121 .034 .084 
ASC 085 .099 104 182 
TSC .076 .057 .064 043 

Table 4: Score and Ranking of Alternatives 
Alternatives yi Ranking 
LSC 32 2 
ASC A7 1 
TSC 24 3 


All of the attributes are beneficial for risk reduction than y; is calculated by using Table 3. 
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Based on the above analysisthe outcomes are 2-1-3 which are arrangedin the descending series 
of their outcomes (ASC > LSC > TSC). For this problem, agile supply chain is the best choice 
among the considered alternatives. In all the cases, the worst choice is traditional supply chain. 
Ranking performance of MOORA method of alternatives w.r.t Yi shown in Figure 2. 


@ Ranking of alternatives 


Fig. 2: Ranking of Alternatives 


CONCLUSION 


The research goal was to develop a model to mitigate risks in the supply chain and to involve the 
ANP method in the characterization of decision priorities. From the results of this study, the model 
seems helpful in creating awareness of risk mitigations in supply chain.Based on this analysis, 
managers and academicians can take steps to mitigate the identified risks. Decision making for the 
risk mitigations in supply chain involves the complex evaluation procedure to blurred information. 
In this regards the application of ANP-MOORA method is recommended for making decision of 
risk mitigation in supply chain for the selection of best alternatives. There may be inconsistencies 
among the ranking of alternatives due to the diverse opinion given by the decision makers. The 
application of the ANP and MOORA method seems to be particularly helpful—in order to support 
the prioritization of objectives and the overall impact analysis. This method is very simple and 
easily graspable which can be handle a large no. of selection criteria. This study also addresses the 
whispers for supply chain managers as they balance a concern for risks with their efforts to search 
for, select, develop, and manage their set among supply chain partners. 
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Abstract— 


Purpose: Hi-Tech Solutions have made it inevitable for Businesses to adapt Social-Media for achieving Business 
Solutions. Purpose of this study is to explore Trends, Practices & Strategies adopted by Corporate wrt Unique Concept of 
Professional-Networking & Benefits therein. 


Design/ Methodology/Approach: Data is collected from Publications, News-Papers, followed by discussions with 
Experts using Point-Method. The Study Analyses data using Scientific Methods for Optimum Business Solutions & 
Conclusions. 


Findings: This study draws insights leading to usable/practicable conclusions, which would be highly beneficial to the 
Corporate-World for building Business Promotion Strategies Vis-a-Vie Corporate Trends. 


Managerial Implications: This study comes out with various Facts, Figures, Actions, Developments, Strategies, Issues 
Faced, Solutions Proposed & Adopted by Corporate. It Analyses the Contribution of Professional-Networking to Businesses. 


Scope for Further Work/Limitations: Professional-Networking, being Contemporary & Unique Concept, Future In- 
depth Studies both Exploratory & Analytical in nature can be done. 


Reference: Boyd, D.M. et al “Social Network Sites” & 22 Others. 


Keywords: Networking, Social-Media, Corporate, Sustainable-Business-Practices, Performance 


INTRODUCTION 


Networking has always been an effective tool to Build & Sustain Meaningful Business 
Relationships. Technology has not only changed the Dynamics of Business Practices but has also 
given a New Outlook to the way we Network. Personal Networking is largely complimented by 
Social Media so as to bring-in its Transition into Professional Networking. It has changed the 
scenario from: Limited Access to Mass Reach, Controlled Publishing to Self Publishing, Personal 
Networking to Professional Networking. 


Customer Power has jumped to newer heights. Simeon Edosomwan et-al 2011 said “In recent 
times, social-media has impacted many aspects of human communication thereby impacting 
business.” Debra AW, said “The strength of Social Networking as a worldwide online activity 
cannot be understated” Needless to say, Professional Networking has completely changed, rather 
revolutionized the way we perceive, Visualize, build & Sustain Business. Quality & Speed of 
Information Exchange has been increasing at unbelievably high pace. The Age Old Mantra 
“Change or Perish” is all the more relevant in today’s context. Networking has been articulated as: 


Social Networking is the grouping of individuals into specific groups, like small communities or 
neighborhood subdivisions.-www.whatisocialnetworking.com 


Social Networking is a process that fosters the exchange of information and ideas among 
individuals or groups that share a common interest. Networking may fall into one of these 
categories-Personal or Business. In the latter category, one of the implicit objectives is to form 
professional relationships that may boost one's future business prospects.-www.investopedia.com 


Business Networking is asocioeconomic activity by which groups of like-minded business 
people recognize, create, or act upon business opportunities. A business network is a type of Social 
Network whose reason for existing is business activity. They allow the business person to build new 
business relationships and generate business opportunities at the same time.—Wikipedia. 
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Professional Network is a type of social network service that is focused solely on interactions and 
relationships of a business nature rather than including personal, Non-business interactions. Jessica 
EV 2007-Wikipedia. 


Digital Marketing, Business Networking, Social Media Marketing are popularly used terms. 
This study takes a detailed look at Trends, Practices, Strategies, Past & Future Perspectives so as to 
Understand & Frame Sustainable Business Practices wrt all encompassing concept of Professional 
Networking. 


LITERATURE REVIEW & RESEARCH GAPS 


This being a contemporary subject, very limited & basic literature is available and mostly for Non- 
Indian conditions. Literature Review is divided into following parts: 


DEFINING AND UNDERSTANDING NETWORKING 


e Social Networking is an act of engagement where people with common interests associate 
together and build relationships through a community. Simeon Edosomwan et-al 2011 


e Social Networking Sites (SNSs) are web-based services that allow individuals to 
o Construct a public or semi-public profile within a bounded system 
o Articulate a list of other users with whom they share a connection, and 
o View and traverse their list of connections and those made by others within the system. 
D.M. Boyd et al. 2008 


e Social Media is the dynamic exchange of information between two units via an online 
community, such as Company Blog, Online forum, Website, or any other type of social 
media outlet or tool. This dynamic content includes, but is not limited to Blogs, Twitter, FB, 
LinkedIn, Youtube, SlideShare etc. Aberdeen et al. 2011. 


PROFESSIONAL NETWORKING FOR SUSTAINABLE BUSINESS 


According to Huaxia R. et al. (2009) the key innovation of social media is recognizing and 
connecting people’s need for Information and Attention. Yubo Chen et-al. (2011) says Social media 
provides an unparalleled platform for consumers to publicize their personal evaluations of 
purchased products and thus facilitate word-of-mouth communication. Social media is thus used as 
a marketing tool in creating brand awareness and brand preference among the consumers. Social 
media is the cheapest medium for seeking information & Traditional Media is slowly losing its grip. 
W.Glynn Mangold et-al. (2011) contends Social Media has Dramatically changed the Content, 
Frequency, Timing, Communication Control, Level of Engagement, Medium of Communications 
& thus the Promotion Mix Strategy of a Business/ Brand. 


While 7 Building Blocks of Social Media by J.H. Kaetzmann’s et-al. (2011) Identity- 
Conversations-Sharing-Presence-Relationships-Reputation-Groups proposes a simplistic model on 
Professional Networking, H. Onishi et-al. (2011) Positives Corelates Volume of online user ratings to 
sales (Liu 2006; Dellarocas et al. 2007; Duan et al. 2008; Chintagunta et al. 2010), which is reconfirmed 
by M. Trusov et-al. (2008) saying WOM referrals have a very strong impact on new customer acquisition 
& Aberdeen’s Survey in 2011 confirming a direct link between social media & increased customer 
loyalty, help build Brand Advocates, Focus on Target Customers, Grow Customer Database, Monitor 
Customer Sentiments etc. 


RESEARCH GAP 


Detailed study of literature indicates that there are no studies available to understand Indian 
Business Practices vis-a-vis Professional Networking. 
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RESEARCH DESIGN 
RESEARCH OBJECTIVE 
e To Study Role of Professional Networking in Indian Corporate Environment. 


e To Study Impact of Professional Networking for Sustainable Business Models & Strategies 
in Indian Context. Understand Existing Corporate Practices, & Suggest Viable Business 
Strategies. 


RESEARCH METHODOLOGY-SAMPLING AND DATA COLLECTION 


This is an exploratory study wherein secondary sources of data have been used extensively. 
Additionally discussions were held with 20 top knowledgeable experts from the field to gain & 
understand respective insights into Sustainable Business Practices & Startagies vis-a-vis Professional 
Networking. 


LIMITATIONS 


The study was limited to Deliberations & Analysis of Secondary data i.e. Print Media Articles 
Picked from a set of National Publications. 


DISCUSSION 


The Study explores several avenues of Indian Corporate Practices & Strategies visa vie Professional 
Networking through Analysis of 135 Published Articles. A few Unique Insights: 


e There isn’t a single thing where digital thing isn’t a profit thing. Digital Explosion is killing 
Print & TV. Tina Brown, Former Editor, New Yorker, Newsweek on Future of Journalism. 


e Youtube has become a judicious marketing platform with worldwide reach to put out 
content and get instant audience response—Rafiq Gangjee YRF on Trailer & Film Success. 


e The only thing that really hurts the movies today is the amount of time people spend on 
phones & skypeing & tweeting & texting. Steven Speilberg. 


e Social Media is a highly effective Marketing Tool for Companies, but it’s very Ubiquity & 
the Speed with which the messaging goes Viral has meant that it can hurt them badly as 
well. 


The Articles were classified under News & Trends from following 6 Subheads: 


FACTS & FIGURES 


Professional Networking has an interesting History. Martin Cooper, Vint Cerf & Tim Berners 
Invented Mobiles 40 Yrs ago. Internet 30 years & World Wide Web (www) 20 Yrs ago respectively. 
Little did anyone imagin the size of Mega Information Explosion that the World is witnessing today 
i.e. 2.86 Net Users, 818m net access through mobiles, Every 10% Increase in Net Access in 
Developing Nations translating to a 1.38% Increase in GDP Growth. $14.4-trillion Estimated 
Incremental Value created by net from 2013-22. Computing has moved from Fixed Machine in 
1995 to Mobile Devices in 2000 to New-Age Smart-Devices in 2013 to Internet of Everything— 
People/ Processes/Data/Things in 2020. 


Today India leads the show with 205m net users which is expected to be 243m very soon to beat 
US & be the 2™ largest after China. A few interesting figures include: 75% are below 35 Yrs, Urban 
India is 65%, Mobile Net Users are 65%, Average Time Spent on Net is 30Mins/Day, Students are 
29%-High Increase in last 1 Yr & Reason of using Net-eMail 90%, Social Media 75%, 
Entertainment 69%. Social Networking Sites being profiled as under: 
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Brief SNS (Social Networking Site) Profile 
Linked In 


Since 


Regd Users-b 


% Of Internet Users 


Monthly Active Users-b 


Mobile Users/ Month 


Avg Min/Visit 17 


% Male Visitor 54 64 -- 66 


Video Uploads 
Revenues 2.6m Co Pgs 1Hr/Sec 0.1m/Day 


|Video Views 6b} 
Hrs/Mth 


SOCIAL NETWORKING SITES 


SNSs compete heavily on User-Base & Ad-Revenue, New Innovations &Offers. Ups & Downs 
of SNSs are no less a thriller i.e. 


1. Facebook: VC Accel made $10b in 7 Yrs, 2012 IPO valued at $16b,Sent 7 Engineers on 
Indian Streets to grab next 1b users, Buys Atlas Advertiser Suit. 

2. Twitter. 140 Character SMS of Net. Has over 50% of its Revenue from Mobile ad followed 
by FB-41% & Google 25%. On IPO (70m Shares) debut at NYSE Shares opened almost 
100% high, valued at $14.1b, Investor Suhail Rizvi with over 15% stake got a Networth 
3.82b. 

3. Youtube: Competing with Smart TVs, Gives high Network Speed at Low Cost to tap Large 
opportunity for Digital Marketing & Online Ads. 

4. Google: Share price crosses $1000 & Ad revenues grow while revenue/ click dropped by 8% 
due to shift to Mobile ads that draw lower rates. 

5. Apple blogger, John Gruber, Daring Fireball creates Market Influence/ Buzz/ Referrals, has 
5m Visitors/ Month. Earns over $0.5m/ Year. Steve Jobs regularly read his blog. 

TECHNOLOGY 


Today’s Hi-Tech World springs in Surprises each coming day i.e. Net Speeds grow 2000 times to 10 
Gbps/ Sec at low cost using Fiber Optics. Yearly Net Traffic measured in Zettabytes or 1 Trillion 
GBs. Vrool Video Ad Technology, Superpipe Revolution-High Speed Internet, By 2016 55% of Net 
Traffic will be on Video Files, Cars with Net access the list is endless. 


CORPORATE/ INSTITUTIONAL STRATEGY 


This is the most important part of study wherein Corporate Strategies & Practices are Critically 
Analyzed & Documented as under: 


Industry Strategies, Practices & Trends: 


Marketing. Feed Forward by Phillip Kotler. 3 Vs of Marketing: Valued Customer, Value 
Network & Value Proposition by Nirmalya Kumar World’s leading Thinker on Strategy & 
Marketing. Twitter Amplify: Align TV with Social Media. Tweet while watching TV. Misuse 
of Social Media: Fake Likes by Cos like Fan Bullet. If not monitored,can backfire eg. Star 
Sports, BCCI, PepsoCo, Bajaj Alliaz, Fortis Hospital. 


HRM: Reach Gen Next through Social Media Platforms for HR Functions, Dog Fooding by 
Facebook 1.e. Employees allowed to test Co Products, leads to Employee Engagement. 


Woman Leaders Blog: Offer Learning, Share Views, Generate Discussions/ Feedback, Get 
Insights on Issues, Release Guilt & Pressure. Used by Kiran Mazumdar Shaw, Sheryl 
Sandberg, FB COO. 
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CEO’s on Social Media: Enhance Mass Reach, Productivity, Innovations, Casual v/s 
Purposeful Usage, .Info Explosion v/s Informed Decisions. Empowering Employees 
Manage Crisis, Encourage sense of Belongingness & Attract Customers. Cases are: Bill 
Gates 1“ post on SNS generated over 1m views in 48 hrs. 


Capital Markets (SNSs): Strategy is to Trade, Where you want, When you want and What you 
want. Cases are: 


SEBI & SEC(USA)’s Investor Control & Connect. 


Share Brokers Launch Apps attract, educate & engage investors, Angel Broking: Virtual 
Stock Trading Game. App for Real Stock Trading. 


[e) 


CSR & Social Media: Engage masses for a Good Cause, Humanize Brands. Provide 
Modern Consumerism through Armchair Activism. Associate Brand/ Co to a Cause. 
Creating collective consciousness. Cases are: Hit: War Against Malaria, Lifebuoy: Help a 
child Reach 5, Tata Tea: Abla Nari to Able Nari-Jago Re Campaign. Hails: Breath the 
Change Campaign, Nicorette Chewing Gum: Virtual No Smoking Zones, FoxyMoron 
(Garnier Men’s Face-wash) Powerlight Campaign for village lighting. 


Banking & Insurance: Online Self-help Model, Simplification, Research—Engage—Acquire— 
Service,, ROPO-Research Online Purchase Offline Casses are: Maxlife Khushiyon Ki 
Planning, SBI Life, Aviva Great Wall of Education. 


Telecom Sector. Mobile Banking, Peer to Peer (P2P) Payments, Airtel Funds Transfer. 
Direct Online Banking, Self Configuration of products, Gamification. 


Hotel Industry: Digital Detox-No Mobile No Net Deaddiction Areas, Creative 
Infrastructure for customer engagement-Shape of Amphitheater, Mustach on Mirror, 
Twitter Experience Hotel-through an exclusive network. Vitual Kisses, Online Contests. 
Instant Access, 


Travel Cos: Assist in Travel Planning, Experimental Travels. Generate Enquiries through 
FB Pages, Pics, Articles & Blogs, Online Orders & Bookings. Cases are: Yatra: Happy 
Travel Jigsaw App. Pearl Luxe, Singapore Tourism, Tourism Board Malaysia, TUI. 


Real Estate: Customer Engagement, Low Cost, Discounts & Offers, .Reach NREs, 
HNIs. Cases are: Tata Housing. 


Library Services: South Asian Studies’ Digital Archive Services. Speed & Ease of 
Information Access. 


Film, TV & Cricket—Celebrities. Fans = Popularity, Network, Youtube trailer views 
indicate film success. Cases are: Bollywood Social Network: Flickbay.com, IPL Team- 
Shout-outs, Contests, TV Ratings Linked to Social Media Tweets: Nielson Twitter TV 
Rating, Film Direction & Career Launch, Celebrity Endorsements: Sponsored Celebrity 
Postings, Low Cost Social Media Contracts, Priyanka Chopra, Kim Kardeshian, 7000 
Pounds/Tweet. 


Corporate Strategies, Practices & Trends: 


Intel: Consumer Internet is Big Focus in India. 


Hindustan Unilever Ltd. 

o Prefer Net over TV. 

o Benchmarking with Redbull, Nike. 

o Treseme Style Studio help consumers wrt hair Styling 

o Youth Compatible-BE Digital, Integrate Social Media into Marketing 
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o Treble Digital Ad Spend. Online spend as% of Total ad spend to grow from 7% in 2012 
to 10% in 2013. 


o Social Media Training & Skill Development: Personal Digital Trainer for CEO Nitin 
Paranjpe. 


o Wheel Missed call Campaign. Keratinology, Hair Care Brand, Virtual Hair Care Studio 
on Youtube. 


e IBM Social Business (ibm.com/socialbusiness/in): 
o Increase Efficiency by 25% through Social Technology. 
o 1.5b Users of Social Media, Turn Customers into advocates. 
o Social Technology Industry—$600m in 2010 to be $ 6.4b in 2016. 
o By 2022 Social technology will enable 4 out of 5 Customer Transactions. 


o Cases are: Cemex $15b Cement maker built a network for its employees in 50 
Countries, Amadori. 


e Dot.Com—Online Services 
o Ensuring Quality of Service, Efficiency, Productivity to Masses. 
o Facilitating utility to masses, Revenue from Online & Mobile advertising. 
o Zomato Online Food & Restaurant Listing Platform. 


o Ecom Express/ Delhivery/ Chottu.in/ IndiaOnTime/ DotZot: Online Marketplace 
through Logistics Algorithm-e-Commerce & SCM, Ecom Express. SafeShip. 


SMALL BUSINESS & SOCIAL MEDIA 


Training & Development (Web Portal). Wiztango-Social Learning Platform for Trainers, Cos & 
Students 


e-Commerce/  Online-Markets: Level-playing field, Supply Chain support, Customer 
Engagement, Seller-e-Market-Buyer, Launchpad, Mass Opportunities. Cases are: 
ODigMa-0 to Rs 6 Cr Business, 10% Net Population buys online to be 35m by 2015. 


SOCIETY, POLITICS & SOCIAL MEDIA 


Roll of Social Media: Speed & Efficiency of Mass Mobilization. 5" Pilller of Democracy. 
Social Impact: Crowd sourced sites & SNS help Policing, Social Media Week, Public 
Endorsements: Online User reviews, Power shifted from Experts to Masses. Cases are: Burrp 
& Zomato, Makeupaaley.com, Celebrities on SM: Obama, Pope Francis, Hillary Clinton, 
Manmohan Sigh, Narendra Modi, Amitabh Bachchan, Sachin Tendukar, K-Mart, Tom 
Hnaks, Angela Markel. 


Influence on Kids: Parents on FB, Online Craze/Madness, 55% dummy accounts, 78% Chat 
with strangers, Pics/Info Misuse, Favorite Pastime, Kids On FB—96%, Twitter 2%, Blogs 
1%. 


Impact on Politics: Election Model Code for Social Media, Key focus to fight political battles, 
Modi’s Wharton, speech cancelled after FB campaign, Shivraj App in MP. 


Impact on Journalism: Sea change in the way News is presented/ perceived. News is totally 
democratic. Users are talking to people & not at them, Instant Feedback, Power of Speed, 
Multimedia, User Generated Content. Going Viral, Trends identified in advance. Real time 
Access, Analytics. 
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CONCLUSION 


The study extensively explored several existing business, social practices & strategies adopted in the 
Market place which had varied impacts on the customer & society at large. The best & most 
sustainable of these are recommended as under: 


Biggest of Innovations/ Changes are happening in Digital World. 
Online Mobile Advertising is the key to influence today’s customers. 
Facebook, Twitter & Youtube have been the most popular & effective SNSs. 


Digital World is where the Customers are. Those who tap it smartly would have the biggest 
laugh. 


CEID (Connect-Engage-Influence-Deliver) Model of Professional Networking is proving to 
be a winning formula. 


Professional Networking has shifted the power from Industry to Customers through easy 
access to data, information & analytics. 


Customer Reach and Customer Education/ Awareness are top rated Business Performance 
Improvement Indicators however these ultimately lead to Customer Engagement, Business 
Enquiries and Orders thereby Business Growth. 


SCOPE OF FURTHER STUDY 
This research gives us enough insights to encourage further research in the following fields: 


Having established the effective usage of Professional Networking across the spectrum, 
further Quantitative & Analytical Research is proposed. 


In-depth Case Study Analysis and Research is proposed wherein heavy and long term 
Business Users of Professional Networking will bring out deeper insights supported by full- 
fledged Statistical Tests. 


The Study can be taken up for Sector specific Business Users of Professional Networking. 


Corporate Strategies & Various Business Models can be further studied wrt Professional 
Networking Parameters and Business Performance Indicators for deeper understanding and 
practical business applications. 
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Abstract—Nowadays banking industry is one of the largest service sectors in India. Its main aim is to attract the Asian 
market in terms of investment. The prime function of banking sector is to provide efficient services to its customers. It consist 
public and private sector financial banks whose objective is to serving people for their banking, financial and economic 
needs. This paper highlights the impact of service quality on individual customers of Indian banking sector. This study is a 
type of descriptive research using non-probability sampling technique and the sample of 50 individual clients has been taken 
according to the convenience of the researcher. For this purpose the questionnaire based on service quality dimensions was 
prepared which has two parts i.e. Expectations and perception. The various statistical tools have been used accordingly to 
compile the result. This paper make several suggestions and contributions regarding further studies related to service quality 
in banking industry. 


Keywords: Service Quality Dimension, Banking Services, Customer Satisfaction 


INTRODUCTION 


In India, banking industry plays a pivotal role in the economic development and form the core of 
the money market in growth of country. Among all, banking sector is one of the huge service sectors 
in India and strongest driver to Indian economic growth. In the present scenario, it is running in a 
dynamic challenge concerning both customer base and performance so as to provide efficient 
services to its customers. Banks are trying hard to win customer satisfaction by providing better 
quality services. Today banks interest has shifted from customer acquisition to their satisfaction and 
retention. In today’s competitive environment, banking services plays a dominant role in customer 
satisfaction and service quality has emerged as one of the important aspect. 


The paper highlights the impact of service quality on individual customers of Indian banking 
sector by analyzing the gap between their expectations and perceptions regarding the services 
consumed. 


SERVICE QUALITY AND CUSTOMER SATISFACTION IN INDIAN 
BANKING INDUSTRY 


Service quality and customer satisfaction are very foremost concepts that banking industry must 
understand in order to remain competing in business. It is very crucial to know how to measure 
these factors from the consumers’ prospects in order to understand their demands and to make them 
satisfy. Banking Services are considered very important because it leads to higher customer 
satisfaction, reduced cost, profitability, customer loyalty and retention. 


According to Parsuraman, Zeithaml & Berry (1985) [1] “Service quality is the difference 
between the service expectation and service actually received by the customer”. Service quality is a 
vital and essential tool for attaining operational efficiency and improved business performance 
which helps to satisfy and retain customers. Customer satisfaction is seen as difference between 
customer’s expectations and customers experience or perceptions after getting the services. 
Customer satisfaction depends on such factors like reliability, assurance tangibles, empathy and 
responsiveness. Customer satisfaction is related with the type of service quality, if the quality of 
service provided by the service provider is good then this leads to the higher satisfaction. For 
measuring the service quality, it is necessary that the service provider with respect to the customer 
expectation as well as the customer perception should understand the service quality parameters. 
This will help in getting the better service and provide greater level of customer satisfaction. The 
customer expectation with reference to various quality parameters differs from person to person. 
Such change in perception can affect the customer satisfaction. 
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SERVICE QUALITY DIMENSIONS 


Parasuraman et al. (1988) [2] identified five dimensions of service quality (viz. reliability, 
responsiveness, assurance, empathy, and tangibles) that link specific service characteristics to 
consumers’ expectations. 


Table 1: Service Quality Dimensions 


Dimensions Factors 

Reliability Ability to perform the promised service dependably and accurately. 

Assurance Knowledge and courtesy of employees and their ability to convey trust and 
confidence. 

Tangibles Appearance of the physical facilities, equipment, personnel and communication 
materials. 

Empathy Caring and individualized attention to customers. 

Responsiveness Willingness to help customers and to provide prompt services. 


Source: Parsuraman (1988) [2] 


In Table 1, service quality dimensions have been explained which was investigated by 
Parsuraman (1988) [2]. As per the gap model given by Parsuraman & Zeithaml there exists a gap 
between the customer perception & customer expectation. This gap is called as the customer gap. 
Customer Expectation represents the actual expected service & Customer Perception reveals the 
actual received service. In this study the researcher studies the impact of service quality offered by 
Indian banking industry on individual customers by using this customer gap of expectation and their 
perception. 


VARIABLES 
Independent Variables: Individual Customers. 


Dependant Variables: Service Quality Dimensions. 


LITERATURE REVIEW 


Tazreen S. (2012) highlights the implication of SERVQUAL model for measuring service quality in 
terms of the differences between the customer expectations and their perceptions regarding the 
service offered. The finding reveals the gap between expectation and perception of service quality 
dimensions regarding customer services. Responsiveness shows a highest gap scores while four 
remaining dimensions shows the comparatively smaller gap scores. 


Agathee U.S. (2010) this study show huge gap between customers’ perception and expectation 
for reliability and responsiveness. This study highlights the need for bankers to gear customer 
service and quality improvements efforts towards components of reliability and responsiveness. 


Arasli H., Katircioglu S.T., Smadi S. M. (2005) purpose of this was to analyze and compare 
service quality in the commercial banking sector and to investigate the relationship between overall 
bank customer satisfactions. Research revealed that the expectations of customers in both areas 
were not met and the largest gap was found in the empathy dimension. Whereas assurance had the 
highest impact on customer satisfaction and overall satisfaction of customers. 


Ismail A., Bootwala and Gokhru A. (2012) in their study service quality issue are critically 
examines from the perspectives of customers with respect to a developing economy India. In 
addition, it also examined the impact of various demographic variables on selection of banks. 


Ahmed K. and Chowdhury T. A. (2013) in his study found that nationalized commercial banks 
and private commercial banks are almost equally reliable but services of private commercial banks 
give more assurance to the customers. The study revealed that the performance of nationalized 
commercial banks suffer in terms of empathy and tangibles. The customers feel that private 
commercial banks are performing better than nationalized commercial banks. So Nationalized 
Commercial Banks needs to take initiative for service quality improvements. 
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OBJECTIVE 


The purpose of the study is to explore the basic dimensions of service quality offered by Indian 
banking industry and its impact on individual customers by using the gap between the customer 
expectations and perceptions regarding the services offered by banking industry. 


RESEARCH DESIGN AND METHODOLOGY 


SAMPLE UNIT 
Individual client of Agra and Meerut city having bank account in SBI. 


HYPOTHESIS 


There is no significant difference between the expectations and perceptions of customers regarding 
the services consumed. 


SAMPLE SIZE 


50 individual customers who holding account in branches of SBI in Agra and Meerut city has been 
taken as sample size for the study. 


SAMPLING PROCEDURE 


The researcher follows non-probability sampling method in the selection of sample as per the 
convenience. 


PRIMARY DATA 


To achieve the objective, data has been collected to know about the perceptions of customers related 
to services offered by SBI through questionnaire which is based on service quality dimensions. 


SECONDARY DATA 


Secondary data have been collected through, different researches, published research papers, thesis, 
journals, articles, related websites etc. 


METHODOLOGY 


A study has been conducted on the individual customers of State Bank of India. To evaluate the 
dimensions of service quality, ten statements were chosen from the structured service quality 
questionnaire and then modified to make it specific and best suitable for customers of banking 
sector. Two sets of questionnaires were prepared including ten identical statements. One set of 
questions ask about the expectation of customers and the other set asks their views and perception. 
A five point Likert scale is applied to get the desired level of expectation and perception associated 
with each service quality dimensions. After conducting the survey, questionnaires were collected for 
tabulation and analysis. The test of significance has been applied on the basis of the comparison of 
mean values of expectation and perception. 


ANALYSIS AND INTERPRETATION 


For this study, data collected were duly edited, classified and analyzed using T-test as statistical 
techniques. The data were presented through simple classification and tabular representation which 
represents mean difference of each service quality dimension and calculation table which represents 
the comparison of expectation and perception of customers regarding services. The calculated T- 
value has been tested at 5% level of significance. 


Table 2: The Following Tables Represent the Mean Difference between Expectation and Perception of Customers 


Service Quality Dimensions Mean Difference of Each Mean Difference of Each 
Statement Dimension 
Reliability 
Statement 1 -0.86 -0.72 
Statement 2 -0.58 


Table 2 (Contd.)... 
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...Table 2 (Contd.) 


Assurance 
Statement 3 -1.18 -1.02 
Statement 4 -0.86 

Tangibles 
Statement 5 -0.12 -0.42 
Statement 6 -0.72 

Empathy 
Statement 7 -0.66 -0.75 
Statement 8 -0.84 

Responsiveness 

Statement 9 -0.88 -1.06 
Statement 10 -1.24 


Source: Survey 


In the Table 2, the researcher finds the mean difference of each dimensions regarding service 
quality offered by SBI. This table shows the average gap score between customer expectation and 
perception. The average gap result and mean difference for all the service quality dimensions of SBI 
are showing adverse values which indicates that the customers expectation are higher than their 
actual perception which shows dissatisfaction in customers. Mean difference for reliability, 
assurance, tangibles, empathy and responsiveness are-0.72, -1.02, -0.42, -0.75 and-1.06 respectively 
for all the service quality dimensions which represents higher dissatisfaction regarding services. 
Responsiveness showing highest negative gap score whereas the rest four dimensions show 
comparatively lesser gap that represents lower customer dissatisfaction. 


HYPOTHESIS TESTING 


Hy: There is no significant difference between the customer expectations and their perceptions 
regarding the services consumed. 


Table 3: Comparison of Expectation and Perception of Customers Regarding Services Consumed 


Areas N M SD Cal-t Table value R 
Expectation 50 16.78 6.13 4.94 2.132 \H0: is rejected 
Perception 50 24.72 4.89 


Source: Survey 


In the Table 3, N stands for number of sample size, M for mean, SD stands for standard 
deviation and R stands for result. This clearly shows the t-value of the service quality dimensions. 
As we know that when t-value is exceeding the table value then the hypothesis is rejected. The 
above analysis shows that the t-value for service quality is 4.94 and table value at 95% level of 
significance is 2.132 which clearly depicts that calculated value of service quality dimensions is 
greater than the table value therefore the above Hypothesis is rejected which conclude that there is 
significant difference between customer expectation and their perception regarding the services 
offered by the Indian banking sector. 


LIMITATIONS 
There are several limitations associated with this study: 

1. The geographic scope of the study is restricted to Agra and Meerut city. 

2. The study was only focused on service quality and individual customers of Indian bank. 
3. The result is based on primary data and secondary data that have its own limitations. 
4 


The sample size and no. of actual respondents are limited that does not represent the whole 
population due to non-probability sampling method. 


5. Cost and time did not allow for more extensive data collection. 
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CONCLUSION 


The aim of this study was to analyze the customers’ perceptions regarding service quality 
dimensions to achieve the aforesaid objective. In this research, the researcher examines the basic 
dimensions of service quality and its impact on individual customers by using the gap between the 
customers’ expectations and their perception. This study concludes that service quality is the most 
significant determinant among the customers in SBI branches in Agra and Meerut city. This 
research should be carried out in order to enhance the better understanding regarding service quality 
dimensions and customer retention strategies also in terms of profitability and growth this study 
may be replicated to other areas with a large sample size so that generalized results should be 
obtained. Hence to satisfy and retain customers, the Indian banking sector needs to enhance the 
quality of service for delivery banking facilities. 
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APPENDIX 
CUSTOMERS QUESTIONNAIRE 
Dear Respondents, 


All your information will remain confidential and used for an academic purpose only. Please 
answer all the questions as honestly as possible and your full participation would greatly help the 
cause of the study. 


Question below are based on a 1 to 5 point scale (1-Strongly Agree 2-Agree 3-Moderate 4- 
Disagree 5-Strongly Disagree). Kindly read the question carefully before choosing your response for 
the question and tick (V) the appropriate box as per you understanding, experience, and perception 
related to the service quality dimensions. 


RESPONDENTS PROFILE 
Name: 
Education: Occupation: 
(Present Status) 
Address: 
Email: 
Age: Male 
Female 
Dimensions Statement Expectation Perception 
SA |A|M/D|SD|SA|A|M/D|SD 
Reliability The bank should bear all the services within the 


promised deadlines. 

You should feel secure in all your transactions 
with the bank. 

Assurance The employees should be quick and efficient in 
service delivery. 

All the employees should have strong knowledge 
to answer your queries about the offerings and 
their operations. 

Tangibles The bank should maintain all the necessary 
modern equipment. (online banking, ATM 
services, internet banking etc.) 

The branch should have convenient sitting and 
waiting arrangement. 

Empathy The bank should maintain strong relationship. 
The bank should always inform you about new 
and attractive schemes and always suggest you 
for taking the correct decision. 

Responsiveness | Whenever you face any kind of banking 
problems, the employee should help you to 
resolve the problem. 

The bank should operate a regular and efficient 
complaint handling process. 
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Abstract— 
Purpose: Conceptual analysis of supply chain strategies in Indian Retailing Industry. 


Design/ Methodology/ Approach: The design would include a comprehensive analysis of literature identifying 
Indian and global retail and supply chain practices with segmentation of retailing in the organized and unorganized 
format. The categorization of Indian retailing units and food and grocery characteristics explored by reviewing literature. 
The supply chain domain analyzed with respect to supply, manufacturing and distribution. Further exploring supply chain 
characteristics in Indian retailing with chain management systems. 


Research Findings detail: Important dimensions of supply chain in Indian retailing are explored, which explain the 
retail supply chain characteristics and strategies prevalent and possible in India. 


Managerial Implications: Highlights the exclusive retails supply chain strategies, to be adopted for future Indian retail 
environment. 


Scope and Limitations: The scope of this paper is limited to Indian retailing and supply chain practices may be 
extended to manufacturing and process Industries. 


INTRODUCTION 


The boom in the Indian economy has created a new set of opportunities targeted at people from 
different facets of life. The economic reforms have made India a lucrative destination for foreign 
direct investments; Indian business scenario has witnessed unprecedented changes over the last 
years. The IT, telecommunication and many other industries have grown phenomenally, but the 
industry that has caught the imagination of the common man on the street and surpassed the growth 
graph is the booming retail industry. This paper looks at the retailing scenario in Global and Indian 
context citing reasons for the boom in the Indian retail sector. The paper defines the importance of 
supply chain in Indian context and identifies successful supply chain strategies in Indian retailing. 


RETAILING DEFINED 


Retailing has been defined as “the last link in the chain of production, which begins at the extractive 
stages, moves through manufacturing, and ends in the distribution of goods and services to the final 
consumer” (www.oppapers. com). Wikipedia defines retailing as “The sale sale of goods and 
services from individuals or businesses to the end user. Retailers are part of an integrated system 
called the supply chain. A retailer purchases goods or products in large quantities from 
manufacturers directly or through a wholesale, and then sells smaller quantities to the consumers for 
a profit”. The factors driving the Indian retail sector over the last few years include favorable 
demographic, consumer confidence, a young and thriving population, international exposure, brand 
communication, wide range of products, psychographic changes relating to India's consumer class, 
availability of quality retail space etc. 


Till a few years back, the Indian retail space was dominated mostly by regional retail chains and 
most common amongst them were apparel brand stores. The consumer spending in India is highest 
on food, which makes the food and grocery sector most lucrative in Indian context, though there 
exist major opportunities within other product categories. Wet groceries i.e. fresh fruits and 
vegetables are the preferred choice of most Indian households making it a promising segment within 
food and grocery but a very few organized retailers have tapped into this opportunity. (Srivastava, 
2008). 


The practitioners and academicians in the retail industry face a host of open problems. They are 
facing tough time due to high customer expectations, low margins, high property cost and poor 
infrastructure and hence the retail industry has emerged as a fascinating and a popular choice for 
researchers in the field of supply chain management. The industry presents a large number of 
challenges that provide the context of much of the research in the related area of IT implementation, 
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operation research and management of inventory. The recent past has witnessed exciting new 
researches that tried to address some of the retail industry’s many challenges in the western 
countries. However, in India, there are only a few researches done on retail supply chain. (Agarwal 
and Smith, 2008) 


RETAILING: GLOBAL SCENARIO 


The economy at the global level has changed, the rise in incomes has made the shoppers seek both 
convenience, new tastes and stimulation, consumer demand has shifted, supermarkets have 
expanded the products offered, and retailers’ computer systems are technologically advance than 
ever before. The new technologies have allowed retailers to carry and manage much higher number 
of items and provide them with features like 'just-in-time' store replenishment. The worldwide retail 
sales are valued at $ 7 trillion making it the largest globally. The top 200 retailers are accountable for 
30% of the worldwide demand. USA has been a clear leader where out of the $ 10 trillions 
American economy, around two thirds or $ 6.6 trillions is consumer spending. The average growth 
of sector appears to follow an uphill pattern with approximately 2000 billion Euros retail turnover in 
the EU. The Asian economies expect a consistent 6% growth. 


Europe has been most able in its capability to draw top retailers of the world with 58% of the 
world’s top 250 retailers having a presence in Europe. The UK surpassed other major economies of 
Europe like France, Spain, Italy and Germany, ranking first among the top 15 most international 
retail markets. The US stands 10th worldwide, with 39% of global retailers. Although Europe leads 
with eight international retail locations out of the top 15 global locations, developing economies like 
Russia, China and the United Arab Emirates have been gaining considerable ground over past few 
years. 


Though the development in the global retail segment has been phenomenal over the past two 
decades, global retail sales declined 3.7 percent in 2009. The profitability for most retailers has also 
been sharply affected over the last few years. The profit margins of the 200 largest retailers in the 
world fell to 2.4 percent from 4.1 percent during fiscal 2008-09 and many retailers also posted losses 
during the period. Wal-Mart continued to be the world’s biggest retailer, at the forefront of 
Carrefour Group. The retail spending is forecasted to decline in major markets like the US and UK 
while emerging markets such as China and India are forecasted to have a strong growth. 


RETAIL-INDIAN SCENARIO 


As per the Global Retail Development Index 2012, out of the top 30 rising retail markets, India has 
been ranked fifth. Greater than before consumerism and increased spending capacity on luxurious 
goods with augmented spend power in the Indian hands are few of the many reasons that are 
leading development of this sector. 


A meager 5% of a whopping $450 billion retail sector in India is organized. As per popular 
estimates the Indian retail sector would be growing at 10-12% per annum, which is a very 
encouraging estimate if the country's economy is projected to grow at 6% only. (Kumar, 2005) 


Tougher enhanced competition and influx of foreign brands are about to transfer the Indian 
retail landscape into the next stage of evolution and also make the domestic players grow bigger and 
become more innovative. This competition and innovation is a good news for the Indian consumer 
a stage the Indian consumers have long craved for as they will be inundated with a flurry of state-of- 
the-art products and services at reasonable prices (Srivastava, 2008). 


Indian retailing is maturing into a more microscopic and systematized process. This era of 
modern retailing has a variety of formats both large and small formats and also exclusive outlets 
which showcase a complete range of products. The retailing sector has also witnessed a steep 
growth due to the establishment of a number of international quality formats which have been 
tailored to suit the Indian purchase behavior. (Negi H.S., 2008) 


Currently India stands amongst the top 10 FDI destinations one the major reason being a stable 
government with 2nd stage reforms in place. The Indian retail sector has gigantic investment plans 
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in infrastructure in the coming years, it stands second amongst the most attractive developing 
market, with more young people than any other country in the entire world with more English 
speaking people than of in the entire Europe (Srivastava, 2008). 


The above stated factors and many more make retail the largest industry in India, it also gives 
employment to 8% and contributes over 10% of the country’s GDP.The future is bright for the 
industry in India as it is expected to grow at 25% being pushed by a strong income growth, 
favorable demographic patterns and changing lifestyles. (Das M.S., 2007) 


India has over 12 million retail outlets, which make it the second largest employer. Though the 
retailing in India is vastly fragmented organized retailing is gaining momentum rapidly and is 
growing at almost 25-30% per annum. Organized retailing is forecasted to be 10% of the total 
retailing in less than two years. (Economy Watch, 2010) 


CLASSIFICATION 
A ORGANIZED RETAILING 


The Indian retail industry can be categorized broadly as organized and unorganized. The organized 
retailers are the ones who have their businesses registered with sales tax/ VAT and also other 
relevant authorities, that means they have all the permissions from the concerned governmental 
authorities in place. The examples of these enterprises include super markets; hypermarkets, retail 
chains and other privately owned large retail businesses. The presence of these organized retailers 
are of recent origin though they are gaining importance and are growing at a decent pace. 


UNORGANIZED RETAILING 


The category of unorganized retailers includes all the local general shops, kirana stores, family run 
own account trade enterprises and Mom-Pop shops. These small businesses are registered under the 
Shops and Establishment Act (s), administered by the local authorities. The unorganized stores are 
big in number and have a hefty share of 98 percent in the total establishments. Small shops 
including small grocery and vegetable shops run from a room of a house, wayside vendors, and 
handcarts operating without any licenses also fall in the category of unorganized retailers. (Prasad 
and Koshy, 2012). Food and grocery sector, which is at 60%, is the biggest chunk of unorganized 
retailing in India. (Refer Figure 1.1) 


Unorganized Retail: Sector-wise Break-up 


@ Food and Groceries 

@ Cothing and Textile 

0 Consumer Durables 

0 Jewellery & Watches 

Home Décor and 
Fumishings 

@ Beauty Care 


@ Other 


Fig. 1.1 
“Retailing”-Annual Review CRISINFAC Sept 2005 


RETAILING FORMATS 


“Retailing format is the store ‘package’ that the retailer presents to the shopper. A format is defined 
as a type of retail mix, used by a set of retailers. Store Formats are formats based on the physical 
store where the vendor interacts with the customer”. (Sinha and Kumar, 2004). 
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Organized retail can be cateogarized into the following formats: 


Malls: A mall can range anywhere from anywhere between 60,000 sq ft to 7,00,000 sq ft, 
they are the largest form of organized retiling and are usually located in metro cities or close 
to a urban center. 


Hypermarkets: The Hypermarkets have an "industrial-look" interior and a multiple division 
layout. The price of goods at hypermarkets is competitive and viable and they offer 
discounts at large purchases. 


Multiple Brand Outlets (MBO's): Multi Brand outlets offer various brands across a single 
product category and are also termed as Category Killers. 


Super Markets: The supermarkets have a concentrate on sale of personal items, food and 
grocery; they are self-service outlets that catering to varied daily needs and for the reason are 
located near residential streets. 


Discount Stores: As the name indicates these outlets offer big discount on maximum retail 
price of goods when items are purchased in bulk and hence reach economies of scale. They 
also sell stock left over from a season and are also called factory outlets. 


Convenience Stores: The convenience stores are small in size and range from 400-2,000 sq. 
feet, they are situated near residential areas and sell high-turnover convenience products, the 
goods at these stores are sold at somewhat higher prices due to the convenience premium. 


Departmental Store: The departmental stores are big in size range from 20000-50000 sq. They 
cater to very diverse consumer needs. 


Exclusive Store: The format of an exclusive store is managed by a Company or through its 
franchise and it can vary from 500 sq ft to 5,000 sq ft. and above. 


Specialty Store: These stores large variety base to choose from focusing on a specific 
product class, they have a medium sized layout and are placed in strategic locations. 
(Negi H.S., 2008). 


FOODS AND GROCERY RETAILING 


The retail food industry is revolutionizing the way the Indian consumer shops. The foods and 
grocery retail is budding at the rate of 30%, and is becoming a key driving force for the retail 
industry. Food and its products account for almost 50% of the value of total private consumption. 
Food consumes the biggest part of the Indian household income and will remain the single largest 
category. The growth in organized retail for various popular sectors in India is depicted in 
Fig. 1.2. 


Sector-wise CAGR Growth: Organized Retail 
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Fig. 1.2 
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SUPPLY CHAIN 


“Supply chain is a system of organizations, people, technology, activities, information and resources 
involved in moving a product or service from supplier to customer”. (www.kosmix.com) 


Business Directory defines supply chain as “A network of manufacturers, wholesalers, 
distributors, and retailers, who turn raw materials into finished goods and services and deliver them 
to consumers”. The capabilities of of suppliers, manufacturers, channel partners and customers are 
aligned in the supply chain with the aim of controlling the flow of products from point of 
production to point of use. According to wikipedia “A supply chain is a chain of processes that 
supply one to another. In its most simple layout, the chain is a one-way sequence of processes”. 
(Refer figure 1.3) 


P(1) ===> P(2) ===> P33) ===>... ===> P(n) 
Fig. 1.3: Supply Chain Layout 


The movement of goods and material undertaken in the supply chain can be between different 
companies who seek to increase their activity within their area of interest, but may have little or no 
knowledge or interest in the activities of other players in the supply chain. In real-world situations, 
the involved processes can form a whole supply network where processes can supply to each other 
and form flexible patterns. 


SUPPLY CHAIN IN INDIAN RETAILING 


Supply chain is of paramount importance to any retail business for on it depends the growth. In the 
Indian retail sector the presence of fresh produce is very small and the supply chain is fragmented 
which implies that supply chain has to play an important role in the organized retail sector. 


The role of supply chain in the Indian market is very critical and important due to very varied 
customer needs, the customer demands a variety of product mix at affordable prices. Indian retailers 
are trying to cut cost on aspects like inventory management, transportation etc. The retailers are 
implementing concepts like vendor managed Inventory (VMI) or investing in logistics through 
partnership or directly. The retailers are trying to make their supply chains become responsive and 
adaptive to the customer demands as the sector is growing which makes the role of supply chains all 
the more important. The need is to make Supply chains cost efficient and collaborative to win in 
this immensely competitive in sector. The growth in the Indian retail sector to a large extent 
depends on supply chain efficiency, so efforts must be made by the Indian retailers to enhance 
efficiency. 


SUPPLY CHAIN MANAGEMENT SYSTEMS 


The growth in the Indian retail sector has made the various players work towards efficient 
supply chain management systems. The organized retailers in the country have started adopting the 
international business solutions and practices with the aim of being able to serve their customer 
better. Supply chain management, warehousing, inventory management, implementation of IT 
systems are the new areas that are finding importance and every major retailer is looking to enhance 
its supply chain management systems. (Mittal, 2008) 


The retailers have realized that the boom that is happening can sustain its momentum if supply 
chain management is given paramount importance. The retailers are giving outmost importance to 
managing their supply chains in order to achieve long term profitable growth. Supply chains are 
being aligned into efficient, agile and adaptable networks to handle larger volumes, expand reach, 
balance cost and address the demographic variations while providing scalability. (Murali and Roy, 
2008) 


IMPORTANT DIMENSIONS OF SUPPLY CHAIN IN RETAILING 


Management of supply chains requires performing a balancing act keeping n view the multiple 
needs of the current era. The costs should be kept low to remain competitive without compromising 
on service level standards. The challenges arising from global operations which involve sourcing 
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and selling in more than one country should be handled effectively to satisfy the increasingly aware 
customer to achieve profitability and success in today’s agile and unpredictable market. 


Complexities both current and arising in the area of supply chain can be addressed with cost 
effective, integrated solutions that help retailers drive enhanced supply chain efficiency and trading 
partner collaboration by better connecting product information, processes, systems, and people. The 
modern day supply chain solutions address key retail business issues such as making order and 
replenishment processes more effective; these solutions help lower inventory levels, help with 
warehousing and distribution centers; improve out-of-stock levels; reduce paperwork; and improve 
data accuracy. 


DIMENSIONS OF INDIAN RETAIL SUPPLY CHAIN MANAGEMENT 
STRATEGIES 


Food and grocery sector is the fastest growing sector (CAGR-48.12%) and has the largest sector 
wise share of retail spend (60%). As retailing is still largely unorganized in India, there is immense 
scope for improving performance of this sector. Retailing is well developed in the developed 
economies—USA, UK France etc. Their markets are saturated. One can learn from the experience of 
retailing in these economies and experiment in India. 


Competitive advantage, cost reduction, customer loyalty can be achieved through closer 
relationships between the organizations interacting in the supply chain. 


Supply, manufacturing and distribution are the three main parts of a supply chain. 


Indian retailers should be to create a shelf centric partnership with their suppliers and 
manufacturers as this will create loss free supply chain. 


Indian organized retail sector has a very fragmented supply chain which shrinks the already 
small. 


Warehousing has an important role to play as transport infrastructure in India is limiting factor. 
Supply chain is paramount to achieving profitable growth in the retail sector. 


Businesses can address their current and coming problems by employing modern integrated 
solutions which are instrumental in achieving supply chain efficiency and trading partner 
collaboration by connecting product information, processes, systems, and people in a particular 
chain. 


CONCLUSION 


The retail supply chain should become responsive and adaptive to the customer demands as the 
Indian retail sector is growing hence making the role of supply chains all the more important. 


The growth of the Indian retail industry to a large extent depends on supply chain, so efforts 
must be made by the Indian retailers to maintain it properly. 


India has witnessed tremendous changes in its social, economical and technological front during 
the last few years, which have increased the level of competition among all enterprises. In such a 
scenario, a close relationship between customers and suppliers has enhanced the possibility of 
technological improvement and innovation. The suppliers are expected to deliver products and 
services at much faster phase by using direct communication and reliable services. Now, 
implementation of better marketing strategies plays an important role in increasing sales, 
profitability and consumer’s satisfaction. Understanding the weaknesses at each level of supply 
chain will help reduce the cost component leading to profitability but better customer service also. 
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Abstract— 


Purpose: This paper is an attempt to understand the Green Supply Chain Management (GSCM) practices and initiatives 
in developing nations, and try to identify various factors which will foster the implementation of green concept in the Indian 
manufacturing industry. 


Methodology/ Approach: The methodology used for this research is based on survey/review of literature and conducting 
survey instrument in context of Indian manufacturing industries to gather the expert opinion which would be useful in 
finalizing the drivers and barriers for implementing GSCM concept. 


Findings: Obtained results indicate that total nine driving factors and eight barriers factors are identified which are directly 
linked with the successful implementation of GSCM in background of the Indian manufacturing Industry. 


Implications: The various identified attributes (i.e. drivers and barriers) will help the managers in designing, planning and 
maintaining green supply chain activities in their organization in a more efficient way. 


Scope for Future Work: More detailed empirical survey and case studies can be conducted to test the credibility of the 
findings. The summarized attributes can be evaluated further using various multi criteria decision making tools like ISM, 
AHP, DEMATEL etc. 


Keywords: Green Supply Chain Management, Drivers, Barriers, Indian Manufacturing Industries 


INTRODUCTION 


Green Supply Chain Management (GSCM) is one of the very effective initiative to enhance the 
capabilities and performance of the Supply Chain. Researchers and practitioners related to supply 
chain management and operations field have published various articles related to GSCM because of 
their gaining more interest due to its benefits and the need of the hour. The growing importance of 
this field is due to various driving factors the most important of which is increased devastation of the 
environment, e.g. increasing levels of pollution and diminishing raw material resources. One major 
factor which led to the development of GSCM is the growth of consumer awareness related to 
environmental issues. GSCM strategies points out towards the efforts to minimize the negative 
impacts of traditional supply chain management practices and to check the way in which industries 
operates not considering the affect they are making on the environment. In the wake of concerns 
regarding climate change, pollution, and non-renewable resource constraints, firms are heeding 
stakeholder demands regarding corporate citizenship behavior and performance (Sarkis, 2001). 
According to Corbett and Klassen (2006); Mollenkopf (2006), “ A Green supply chain focus 
requires working with suppliers and customers, analysis of internal operations and processes, 
environmental considerations in the product development process, and extended stewardship across 
products’ life-cycles.” 


According to Chopra and Meindl (2010), “Supply Chain consists of all parties involved, directly 
or indirectly, in fulfilling a customer request. The supply chain includes not only the manufacturer 
and supplier, but also transporters, warehouses, retailers and even customer themselves. Within 
each organization, such as manufacturer, the supply chain includes all functions involved in 
receiving and fulfilling a customer request. These functions include, but are not limited to, new 
product development, marketing, operations, distribution, finance, and customer service. A supply 
chain is a dynamic and involves constant flow of information, products, and funds between different 
stages along both direction of this chain.” 


The need of the hour to implement GSCM practices has well-being understood by developed 
nations but the concept is still in immature form in developing nations. Indian manufacturing 
industries are trying to adopt these practices due to its environmental consciousness but still they 
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find it difficult to implement GSCM due to various factors like lack of resources, knowledge, etc. 
This literature will present a general idea about the Green Supply Chain Management (GSCM) and 
various factors such as driving factors and barriers faced by Indian manufacturing industries during 
the implementation of GSCM in their organizations. 


LITERATURE REVIEW 


A number of authors have presented various studies on GSCM. This literature review consists of 
knowledge about the GSCM. Also, it contains an introduction to the various drivers as well as the 
barriers for the implementation of GSCM in context to the Indian manufacturing industries. For 
instance, Walker et al. (2008), reviewed the literature and identified various drivers and barriers 
related to implementing green supply chain initiatives; these drivers are bifurcated into two 
categories which includes internal drivers such as organizational factors, and external drivers such 
as society, customer, supplier, regulation and competitors. Barriers are also classified into two 
categories which includes internal barriers such as cost and lack of legitimacy, as well as external 
barriers such as poor supplier commitment, regulation and industry specific barriers. 


Rao and Holt (2005), indicated that GSCM practices adoption might lead to gaining 
competitive advantages. The research paper which gained an excessive popularity due the first 
empirical evaluation of the link between GSCM practices adoption and increased competitiveness 
and improved performance. Rao and Holt (2005), mentioned that there are some barriers that face 
GSCM practices such as green purchasing application. These barriers include but are not limited to 
high cost of uneconomical recycling and reusing and environmental programs. There are also some 
other elements mentioned in the paper that should be considered, such as lack of supplier’s 
awareness and lack of management commitment. 


Zhu et al. (2004), founded some main drivers behind applying GSCM in Chinese manufacturing 
industry, which leads to straightforward cost reduction to facilitate the development of co-operative 
relationships with suppliers and encouraging life-cycle. Zhu and Sarkis (2006), have investigated the 
occurrence of various drivers and pressure factors for automobile industry and other industries in 
China. Using Interpretive Structure Modeling (ISM) through an Indian case study, Ali and Diabat 
(2011), also have investigated eleven drivers to implement GSCM practices some of which are green 
design, cutting energy consumption, integrated quality environmental management into the 
planning and operation process and reusing-recycling materials and packing drivers. 


Mangla et al. (2013a) identified and analyzed the interaction among various variables in 
initiating and implementing product recovery activities in GSC dimension. In other study of 
Mangla et al. (2013b), the green initiative among organization has been analyzed in perspective of 
organization by considering enablers and outcomes for the GSCM adoption. In this study, we 
attempt to identify drivers and barriers in implementing GSCM practices in context of the Indian 
manufacturing organizations. 


RESEARCH METHODOLOGY 


The nature of analysis carried out in this study is of conceptual type. To fulfil the objectives of the 
study, we required qualitative data which is collected through (i) by studying the literature related to 
green supply chain management and (ii) semi-structured interviews is conducted with the select 
supervisors and managers at middle level and top level who are responsible for managing green 
operations in the Indian Manufacturing firms. The selection of organizations for comprising the 
sample size is random or on chance basis i.e. any object can be included in sample space assigning 
equal probability to them. The feedback of selected managers was collected based on the factors 
enlisted during the literature review, and they were asked to classify the provided factors based on 
their significance in organization. The reply received from these industries were analyzed, 
depending on which the drivers and barriers were segregated which were ranked most significant by 
the respective industries. Apart from the factors enlisted from literature review, experts were asked 
to right some factors which they found significant according to their industry. It helped us to classify 
some more factors based on survey results which are enlisted in next section. 
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IDENTIFICATION OF FACTORS 


From the Literature review, survey and the expert opinion, several factory have been identified but 
out of those, the factors that are most significant in context of the Indian manufacturing industries 


are mentioned below: 


Driver of Green Supply 
Chain Management 


Table 1: Drivers of GSCM 


Description 


Paper Source 


Government regulations and 
standards 


Central government as well as State 
government policies are proven to be the 
major drivers for Green initiatives. Various 
norms led by the government and various 
award ceremony, conferences are the 
example of some of the initiatives 


Walker et al. (2008), 
Zhu and Sarkis (2006), 
Green et al. (1996), 
Mangla et al. (2012) 


Environment management 
System ISO 14001 
certification 


Certification helps organization to start and 
encourage environmental friendly activities 
in their organization and generate conscious 
among the employees 


Rao and Holt e al. 
(2005), Zhu et al. (2005) 


Customer 


Customer demand to buy product which are 
manufactured in eco-friendly way is an 
important factor for an organization to adopt 
Green practices 


Zhu et al. (2005), Rao 
and Holt (2005) 


Competitiveness 


To combat competition and _ attain 
competitive advantage, green initiatives is 
one of the best way 


Walker et al. (2008), 
Zhu and Sarkis (2007) 


Globalization 


Efforts of an organization to go multi- 
national is in vain unless they comply with 
the export country Green norms 


Mollenkopf et a/. (2009), 
Walker et al. (2008), 
Zhu et al. (2007) 


Supplier integration 


Supplier can't be neglected to make the whole 
supply chain Green. Organization needs to 
train and guide their supplier for green 
initiatives 


Zhu and Sarkis (2010), 
Walker et al. (2008), 
Zhu et al. (2008), 
Vachon and _ Klassen 
(2007) 


Financial Incentives 


Building Brand Image 


Organization's Values 


Incentives in terms of more customer base 
results in profit. Also, reduction in energy 
consumption is the result of green practices 
Adoption of the Green supply chain 
management by an organization helps in 
building its brand image 

Values laid down by an organization and 
their ethical practices are the main driving 
force for the acceptance of any model to be 
implemented in that organization 


Table 2: Barriers of GSCM 


Mollenkopf et a/. (2009), 
Rao and Holt (2005) 


Survey Based 


Survey Based 


S. No. Barriers of Green Supply Description Paper Source 
Chain Management 
1 Financial implications Resistance of the organization for|Mollenkopf et al. (2009), 
investment in green supply chain | Walker et al. (2008), Ravi and 
development process as the payback | Shankar (2005) 
period or Return-on-Investment period 
can be too long 
2 Top management | If the top management have some other |Dashore and Sohani (2013), 
commitment priorities, they will be least interested in | Walker et al. (2008), Zhu et al. 
green initiative (2007), Mangla et al. (2013a,b) 
3 Lack of employee | Any new model if effective if it is|Dashore and Sohani (2013), 
involvement accepted and implemented by all its | Walker et al. (2008) 
employees 


Table 2 (Contd.)... 
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...Table 2 (Contd.) 


4 Lack of technical expertize | Lack of availability of skilled manpower] Dashore and Sohani (2013), 
to implement any model is one of the | Mathiyazhagan et al. (2012), 
major cause of the failure Zhu and Sarkis (2006), 

> Supply Chain Coordination | Coordination is very important within|Dashore and Sohani (2013), 


the total supply chain for effective | Mollenkopf et a/. (2009) 
implementation of Green initiatives 
6 Lack of training Training is a very important part to|Mathiyazhagan et al. (2012), 
implement, maintain and monitor any | Bowen et al. (2001) 

model but due to lack of finance or 
absence of professional, this part is 
neglected 

7 Reluctant Supplier Supplier reluctance towards the adoption|Hu and Hsu et al. (2008), 
of green supply chain management in | Kannan et al. (2008), Srivastva 
design and processes development will | (2007) 

affect the whole supply chain 
Adoption of advanced) Unavailability of advance processes and | Survey Based 


processes and technology new technology in a firm to adopt the 
concept of green supply chain 


IMPLICATION OF FINDINGS 


This study of most significant drivers and barriers of GSCM will help management of various 
Indian industries to take productive decisions while implementing GSCM in their organization. It 
will also help the industries which all planning to implement GSCM in their organizations as they 
can plan proactive measures to check any kind of hindrance in the planning stage itself, thus, will 
lead to smooth implementation of GSCM. As due to globalization and export pressure it is 
becoming important for any export oriented manufacturing unit to follow Green Norms, therefore, 
this segregation of most significant drivers and barriers will help the Indian manufacturing industries 
to implement GSCM, so they can show their presence in the GSCM chapters at the Global level. 
Thus, building the brand image of their organizations. 


CONCLUSION / LIMITATIONS / SCOPE FOR FUTURE WORK 


This study will help various Indian organizations to implement the concept of GSCM which are 
new to this field. Also, it will help those industries to prioritize and plan or rework the existing 
model to make it more efficient and result oriented. 


In this study the factors mentioned are mainly the most significant, however, detailed study can 
be conducted to dig down many other factors which are of equivalent importance but at later stage 
in the implementation of GSCM. Moreover, the factors can be evaluated using various multi criteria 
decision making tools like ISM, AHP, etc. Also, there are many more evaluation techniques which 
are used today like DEMATEL, Fuzzy-DEMATEL, Fuzzy-AHP, etc. which may be used to further 
analyze the identified factors. In this manner, it will help organizations to prioritize and plan their 
implementation steps or to carry out further improvement in their pre-existing GSCM model. 
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Abstract— There is a need to introduce a substitute of cutting, rolling and welding processes in the manufacturing of 
exhaust component in two-wheeler segment for automobile industry which in turn would reduce cost and increase 
production rate. The basic formulation of the FEA program LS-DYNA proposed by Jensen et al. (2001), is used as a 
primary reference for development of two-wheeler component by Tube Hydroforming (THF) for both free forming and closed 
dies calibrations. The quantitative production requirements and technical aspects of the conventional process will be 
considered to establish THF under the parametric analysis of displacement, plastic strain and pressure with respect to time, 
where the component is hydroformed successfully. Variation of thickness along feed and pressure is still not evaluated. 
Considering present work, the narrow diametric part of component is still not manufactured in single shot THF processing. 


Keywords: Tube Hydroforming (THF), LS-DYNA, Simulation, Production Trends, Technical Parametric Analysis 


INTRODUCTION 


Hydroforming is a specialized type of die forming which is characterises under compressive forming 
that uses a high pressure hydraulic fluid to press material into a die. As compared to traditional 
processes for vehicle manufacturing, Hydroforming imparts higher mass and operation savings, 
material versatility and high structural strength. Tube hydroforming (THF) is one of the most 
acceptable unconventional metal forming processes which covers respectively most of the 
limitations of traditional manufacturing. In this process, tubes are hydroformed under the heads of 
internal pressure and axial compressive loads simultaneously to take the shape as per the die cavity. 
The main process parameters in hydroforming are the inner pressure and the material feeding (for 
force as well as stroke controlled), where a correct combination of these parameters is crucial for the 
success of the process. THF process has been widely and specially used in four wheeler segment to 
produce unibody automotive structures, which ultimately leads to overall production savings. 


FEA modeling and simulation helps engineers to explore all the possibilities of THF in 
automobile as well as all other manufacturing sectors. Optimization of all parameters becomes less 
time consuming and it also directs towards new areas of research. Earlier work on analytical models 
was carried out by Asnafi in 1999, where he derived relationships for axial forces, yield strength, 
limiting strength, friction, etc[1]. In 2002, Koc and Altan applied plasticity, membrane, and thin— 
thick walled tube theories to predict buckling, wrinkling, and bursting as well as axial force, internal 
pressure, counter force, and thinning in THF[2]. 


PROBLEM FORMULATION 


India is predominantly a two-wheeler market (by volume) today, and given that affordability is 
expected to continue as a key issue for a large part of the Indian population. There is always a 
growth or sustainability in silencer manufacturing as an original equipment as well as replacement 
part. With the expansion in road transport means i.e. buses, auto rickshaws, cars, scooters, 
motorcycles etc, there will be always a good potential and huge scope for auto silencer 
manufacturing unit. Expansion plans of some industries are tabulated below. 


Table 1: Greenfield Capacity Expansion Plans of three OEM’s over the Next Two Years 


Company and Investment Location 
Hero MotoCorp (Rs 15 billion) Rajasthan & Gujarat 
Honda Karnataka 
Yamaha (Rs 15 billion) Tamil Nadu 


This will impart additional 22% on existing industrial capacity as these three Original 
Equipment Manufacturers will add 4 million units to existing two-wheeler capacity[3]. 
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Table 2: Automobile Production Trends (Number of Vehicles/ Year) 


Segment 2010-11 2011-12 2012-13 
Passenger Vehicles 2,982,772 3,146,069 3,233,561 
Commercial Vehicles 760,735 929,136 831,744 
Three Wheelers 799,553 879,289 839,742 
Two Wheelers 13,349,349 15,427,532 15,721,180 
Grand Total 17,892,409 20,382,026 20,626,227 


After considering the various positives associated with the two-wheeler industry i.e. moderate 
two-wheeler penetration levels, favorable demographic profile, growing urbanization, under 
developed public transport system and strong replacement demand, over the medium term, the two- 
wheeler industry is expected to report a volume CAGR of 8-9% to reach a size of 22-23 million units 
(domestic + exports) by 2016-17 (our longer-term growth forecast remains at 9-11%), (in relation to 
several other emerging markets), as also the large opportunity available to grow presence in overseas 
markets, mainly Africa and Latin America. 


Compared to the traditional manufacturing through cutting, rolling and welding processes, the 
THF leads to time, cost and weight savings with great accuracy and no finishing processes required. 
Technical aspects covering the problems arise at different states of conventional process of 
manufacturing are tabulated below. 


Table 3: Problems Arise Due to Conventional Process of Silencer Manufacturing 


Problems due to cutting Problems due to Roll Forming 
Further operation required to remove | Before removal at least three passes 
sharp edges after cutting of rolling required 

Processes limited to thickness of sheets | Work piece become work hardened 
with continued rolling 

Each cut requires its own punch anda_ | Highly skilled operator needed 

die, making it inflexible 
Less accurate 


Problems due to Welding 
Troublesome flux handling systems 


Health and safety concerns due to flux 
and slag residue 
Requires slag removal 


Low repeatability Chances of weld porosity due to flux 
contamination 
Weld metal chemistry is difficult to 


control 


Wastage in form of unused sheet metal | Safety hazards 


METHODOLOGY 


First of all data collected and represented in geometric model before conducting CAE simulation. 
We use NX for modeling and subsequent meshing was performed in Hypermesh. The CAE 
simulation process consists of three main steps (1) pre-processing (2) solution (3) post-processing. 
The process is iterative (Fu M. W., 2006) in nature[4] as affixed boundary conditions or data 
processing is continuously modifying to get desired results. Amendment in part design, tool design 
and configuration of processes, all are the part of these modifications in metal forming system. 


This geometry prepared in CAD-NX is a Silencer of Bike which is manufactured by combined 
operation of sheet cutting, rolling and welding. Punch stroking is done only at one end and kept 
other end stationary. The solid models of die, tube and punch are as shown in Figure 1. This study 
applies LS-DYNA a general purpose finite element code for simulating complex real world 
problems and is capable for analyzing the large deformations including structures coupled to fluids. 
Assumptions during THF process include homogeneous isotropic material, steel and SAE 30 is 
taken as a fluid (Jensen,2000,01)[5][6] with properties mentioned in Table 3, no sticking friction and 
spring back effect has been taken. 


LS-DYNA keyword file consists following input data and parameter for simulation, one of them 
is AIRBAG, its purpose is to define an airbag or control volume. We are working under Linear 
Fluid option. This model is for the simulation of forming processes. The pressure (uniform) is 
controlled by the mass flowing into the volume and by the current volume. 
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Hydroforming 


Fig. 2: Real Image of Component 


Database keyword input interface using D3PLOT files contain plotting information to plot data 
over the three dimensional geometry of the model and having data for complete output states. 


Material Model: ‘Power Law Plasticity’ for Tube and ‘Rigid’ for Die (all degree of freedom are 
constrained) and Punch. 


Define Curve section allows the user for defining load, constitutive behaviors etc. The curve 
represents Airbag and Displacement for our problem. 


Section contributes to the element formulation, integration rule, nodal thicknesses, and cross 
sectional properties are defined follows Gauss integration rule and Lobatto integration rule. 


Boundary defines imposed motions on boundary nodes. In our case a rotational displacement 
(prescribed) about the z-axis to rigid body is provided. 


Contact in our case, deformable body to rigid body contact is specified. 


Control section allows the control of parameters like shell element formulation, numerical 
damping, termination time etc. 


Table 3: Inputs from LS-DYNA Keyword File 


Parameters Data 
Bulk Modulus of Fluid 1500 
Density of the Fluid 9.12x10-10 
Volume Scale Factor (VSCA) 1.5 
Pressure Scale Factor (PSCA) 2 
Time interval between outputs 5x10-5 
Mass Density 8x10-9 
Young’s Modulus 2x105 
Poisson’s Ratio 0.3 
Strength Coefficient 1212 
Hardening Exponent 0.34 
Number of Nodes 76147 
Number of Element (Shell) 75981 
Section Shell Thickness for Tube 1.2 
Section Shell Thickness for Die and Punch 1 
Termination time 0.035 
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Other quantities are taken as default 


Units taken for above quantities are mass in tonne, length in milli metre, time in second, force in 
newton, stress in mega pascal. 


RESULTS AND DISCUSSION 


ANALYSIS OF COMPONENT 


Following the methodology as per LS-DYNA for analysis and simulation we are ready to plot the 
graph from the data inputted through keyword file. First of all the behavior related to displacement 
with respect to time at nodes is analyzed as in figure 3. We are selecting four nodes, one of which, is 
A 68458 at the point of initial contact between tube and punch, other one, D 50970 is at the end 
where movement is restrained and other two, B 63677 and C 61668 are at the embossed portion for 
provision of rear axle nut and rear suspension movement and at the middle portion of component. 
The formability at these nodes shows the wide spectrum of results as one node is selected where the 
initial contact started and one at the point where movement restrained and other two have little 
complex die geometry. 


LS-DYNA keyword deck by LS-PrePost 


200. 


Node no. 


—A_68458 
_B 63677 
_C 61668 
_| _D_50970 


Z-displacement 


Fig. 3: Displacement-Time Curve at Selected Nodes 


LS-DYNA keyword deck by LS-PrePost Fringe Levels 
Time= 0.035 
Contours of Effective Plastic Strain 1.621e+00 


max JP, value 1.465e+00 
min=0,0590064, at efem# 54920 


max=1.62114, at efem# 68009 1,309e+00 


1.152e+00 
9,963e-01 
6.401e-01 
6.839e-01 
5,276e-01 
3.714e-01 
2.152e-01 


5.901e-02 | 


Fig. 4: Effective Plastic Strain on Selected Element at State = 701 and Time = 0.035 


The above analysis from the figure 4 shows the behavior of Effective plastic strain at final state 
with respect to time. We have taken the results continuously after every 50 steps starting from 1 and 
ending at 701. The plastic strain on the wall of the tube varies from 0 to 1.621 mm/mm from initial 
to the end of process. The time taken by the process is 0.035 seconds. The maximum plastic strain is 
at the part where geometry is complex due to embossed section in die. 
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LS-DYNA keyword deck by LS-PrePost 
Time= 0.035 
Contours of Pressure 7.824e+02 
max }P, value 6.459e+02 
min=-582,722, at eiem# 68979 
max=782.363, at elem# 67998 5.093e+02 


3.728e+02 
2.363e+02 
9,982e+01 
-3.669e+01 
-1,732e+02 


Fringe Levels 


-3,097e+02 
-4,462e+02 
5.827e+02 | 


Fig. 5: Pressure Distribution on Selected Element at State = 701 and Time = 0.035 


The above analysis from the figure 5 shows the behavior of Pressure distribution along the wall 
of the tube at final state with respect to time. We have taken the results continuously after every 50 
steps starting from 1 and ending at 701. The pressure distribution on the wall of the tube varies from 
0 to 782 MPa from initial to the end of process. The time taken by the process is 0.035 seconds. 
The maximum pressure distribution is at the part where geometry is complex due to embossed 
section in die. 


CONCLUSION AND FUTURE SCOPE OF RESEARCH 


In this paper we used the FEA program LS-DYNA for virtual process development of two-wheeler 
component through THF process. Both quantitative and technical aspects are discussed in the paper 
to validate the importance of THF in Indian two-wheeler industry. The success of THF largely 
depends upon the simultaneous control of internal pressure and external stroke (especially in case of 
stroke-controlled forming). With the advances in Computer Integrated Manufacturing (CIM), the 
relevant technologies such as high pressure intensifiers, computer controlled hydraulic supply, 
loading and unloading devices, integration with robots etc developed dramatically in recent decades 
and all these makes it worth to adopt THF for large volume production. Need to expand boundaries 
of process from four wheeler to two wheeler manufacturing is also validated. We have also removed 
buckling in our case by varying diameter, thickness and direction of punch stroke. Considering 
present work, the narrow diametric part of silencer body is still not manufactured in single shot THF 
processing. We take the thickness of tube through iteration, which is equal to 1.2mm, can go for less 
thickness i.e. Imm and 0.8mm. Variation of thickness as well as thinning along punch stroke and 
pressure is still not evaluated. Research can be carried out after considering friction and its effect 
between tube and die. 
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Abstract— This paper aims to extensively study about the image of general insurance industry and its contribution in 
manufacturing industries to prevent them from financial losses due to various risk factors. These hazards could be natural 
(due to act of God) or man-made. 


The manufacturing industries play a key role of financial growth of a country and sustainability of the businesses and the 
same is true for insurance industry. Insurance is one of the largest industries in the global economy. In 2007, world 
premium volume exceeded US$4 trillion, while the industry’s global assets under management stood at over US$17 trillion 
in 2006. 


A decade into the 21st century, the role of manufacturing in the global economy continues to evolve and a promising future 
of economical growth worldwide. Developing economies are expected to impel global growth in demand for manufactured 
goods, emerging as important as markets as they have been as contributors to the supply chains. Manufacturing industries 
have helped drive economic growth and rising living standards for nearly three centuries and continue to do so in developing 
economies as well. 


This paper with the help of a case study aims to highlight the exposure of hazards in manufacturing industries which can 
cause the major financial losses and the ways insurance helps to restore those financial losses. This case study is about a 
Gujarat (India) based manufacturing plant of thermocol (expanded polystyrene) moulded items. This company was insured 
by a leading private general insurance company with SFSP policy (Standard Fire and Special Perils Policy). 


During the policy period, company encountered a fire loss due to electrical short circuit in lighting wiring and ignited the 
stock of raw material and finished products lying there. This paper highlights the significant details of insurance policy in 
securing the claim against the losses incurred. 


Keywords: Manufacturing Industry, General Insurance, Insurance Claims, Fire Losses. 


INTRODUCTION 


THE INSURANCE INDUSTRY 


Insurance is a product offered by insurance companies to various organisations in the market, who 
then become insurance policy holders. Insurance is a means of protecting the insured against the 
financial costs of unwanted events, such as fire, storms, floods or inundation etc. In essence, 
insurance reimburses incurred losses in exchange for prepaid premiums from policy holders. 
Notably, states are also involved in property insurance, where the rationale for involvement may be 
substantial loss potential (e.g. natural catastrophes, such as earthquakes). 


Various manufacturing industries as well as households may use insurance to safeguard against 
both damage to property caused by the environment, and liability for damage caused to the 
environment. Insurance can also be taken to offer protection against long-term environmental 
damage and liabilities that may not be immediately visible. This latter area is particularly often 
related to industrial sector activities. In this study, the focus is primarily on property and liability 
insurances. 


The insurance company provides coverage for unexpected and unforeseen losses against the 
insurance premium which is paid to insurance company by insured. The insurance premium is 
determined by market-based mechanisms, where the price is determined by the insurance company 
expectations to pay out for losses. The premiums paid to the insurance company are invested so as 
to provide the necessary capital in case of losses. By giving the risk a price, the insurance industry 


encourages risk reduction (Sanna et al., 2011). 


THE MANUFACTURING INDUSTRY 
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A decade into the 21“ century, the role of manufacturing sector in the global economy continues 
to evolve. The manufacturing industry is the promising industry of global economy growth. Over 
the next 15 years, another 1.8 billion people will enter the global consuming class and worldwide 
consumption will be nearby double to $ 64 trillion. Developing economies will continue to drive 
global growth in demand for manufacturing goods, becoming just as markets as they have been as 
contributors to the supply chain. In developing economies, manufacturing will continue to provide a 


pathway to higher living standards (James et al., 2012). 


IMPORTANCE OF MANUFACTURING INDUSTRIES IN ECONOMIC GROWTH 


James et al., (2012) highlighted that manufacturing industries helps to drive economic growth and 
rising living standards for nearly three centuries and continue to do so in developing economies. 
Establishing and strengthening manufacturing sector is still a necessary step in national 
development. Even India, which has leapfrogged into the global services trade with its information 
technology and business process outsourcing industries, continues to build up its manufacturing 
sector to raise living standards. 


How MANUFACTURING INDUSTRY CONTRIBUTES TO ECONOMIC GROWTH 


Mckinsey reported through its findings from a global survey, that manufacturing output (as 
measured by gross value added) continues to grow by about 2.7 percent annually in advanced 
economies and 7.4 percent in large developing economies (between 2000 and 2007). Economies 
such as China, India and Indonesia have risen into the top ranks; the sector contributes from 10 
percent to 33 percent of value added. (See Fig. 2.1) 


It is also evident from this report that India’s national manufacturing policy, adopted in 
November 2011, calls for setting up national manufacturing zones, creating 100 million 
manufacturing jobs, and raising manufacturing’s contribution to GDP from 16 percent today and 25 
percent by 2022. 


Large developing economies are moving up in global manufacturing 
Top 15 manufacturers by share of global nominal manufacturing gross value added 
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1 South Korea ranked 25 in 1980. 

2 In 2000, Indonesia ranked 20 and Russia ranked 21. 

NOTE: Based on IHS Global Insight database sample of 75 economies, of which 28 are developed and 47 are developing. 
Manufacturing here is calculated top down from the IHS Global Insight aggregate; there might be discrepancy with bottom-up 
calculations elsewhere. 


SOURCE: IHS Global Insight: McKinsey Global Institute analysis 


Fig 2.1: Extract of Mckinsey Report 
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NECESSITY OF INSURANCE IN MANUFACTURING INDUSTRIES 


Manufacturing industries involve various manufacturing operations which are exposed to various 
types of hazards or risks, these hazards could be internal or external and both affect plant property 
as well as the workers who are engaged with plant operations, for example fire is one of the most 
common risks which could take place internally in the plant due to inappropriate manufacturing 
operations, or by electrical short circuit and air craft damage, impact damage due to impact of 
loading vehicle or by material handling equipment and theft or burglary are the common example of 
external risks. 


Manufacturing industries are also exposed to the catastrophic hazards or risks such as 
earthquake, cyclone, land sliding, and flood etc. 


Hence, insurance premiums are calculated based on actuarial techniques, i.e. based on 
historical data and through estimating the likelihoods and sizes of potential claims. Premiums are 
affected by a multitude of factors, including the monetary value of a potential loss, the probability of 
such a loss, and the terms and conditions of the insurance policy in place. 


In general, high insurance premiums for a particular activity or property type indicate that the 
risks for that activity or property type are high. High premiums can lead to policy holders investing 
in active risk reduction in order to decrease insurance premiums. Alternatively, the policy holder 
may choose to withdraw completely from the high-risk activity, or decide to carry the risks 
themselves. 


Through insurance policy terms and conditions, the insurance companies can also define 
mandatory risk reduction measures, i.e. measures that the policy holder must carry out to prevent or 
contain risks. For example, in order for certain property damages from floods to be covered by 
insurance, an insurance company can state in its policy conditions that certain technical standards 
must be adhered to in installation or construction activities for flood water drainage. 


The insurers may also in some cases be protected against risk through other means. For 


example, James et al., (2012) highlighted that the Norwegian National Fund for Natural Damage 
Assistance provides compensation for natural damages in cases where insurance against such 
damage is not available through private insurance. On the other hand, in Finland the public debate 
on the role of the state in paying for damage has been heated. Whilst insurance companies in some 
countries may price flood insurance premiums based on location and may well refuse to insure 
properties in certain areas, this is not the case in, for example, Finland or Sweden today. Whether 
this is due to public opinion or influence from the environmental policy sector to ensure that 
households can still get affordable insurance, is open. 


Catastrophic events such as major storms, earthquakes, or oil spills can create simultaneous 
insurance claims too expensive to bear for a single insurance company. In order to protect 
themselves from such large losses, insurance companies in turn insure themselves (re-insurance). 
Reinsurance companies either have adequate funds to cover large losses or alternatively the 
insurance is covered by selling the reinsurance liability directly to investors via various funding 
schemes. The value chain described is illustrated in Figure 3.1. 
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INSURANCE SECTOR 
ACTORS 


Risks/damage caused by 
the environment 


Insurence policy holders 


Reinsurance companies 


Risks/damage caused to 


the environment 


Fig. 3.1: Insurance Industry Value Chain and its Role in Reducing Environmental Risks 


Although availability of reinsurance capital is crucial for the operation of the insurance market, 
the focus in this study is on industry associations and insurance companies, as shown in darker blue 
in Figure 3.1. The choice was based on the assumption that companies interacting directly with the 
policy holder could also interact either directly or through industry associations with the 
environmental administration at the national, regional, and local level. The focus supports the aim 


to identify and analyze interaction between the different actors (Sanna et al., 2011). 


INSURANCE AS A TOOL FOR PREVENTING FINANCIAL LOSS OF MANUFACTURING INDUSTRIES 


The insurance works as a shield for manufacturing industries to prevent them from any kind of 
financial losses, e.g. production loss, unwanted event loss (fire, flood or burglary), loss due to 
machinery breakdown and human loss during plant operation. 


The followings are the major general insurance policies which covers various losses: 
e Fire Insurance or Standard Fire Special Perils (SFSP) 

e Industrial All Risk (LAR) 

e Machinery Breakdown (MBD) 

e Public Liability Industrial Insurance (PLI) 


FIRE INSURANCE OR STANDARD FIRE SPECIAL PERILS 


Fire insurance is the insurance which prevents an organization from the financial loss of 
manufacturing industries due to fire and other specified perils. 


The followings are the insurable property in this insurance policy: 
e Building 


e Contents of buildings such as plant & machineries, utilities, electric fittings, furniture and 
fixtures and other accessories. 
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e Raw material, packing material, semi-finished goods and finished goods which stored in 
godowns or in open storage. 


The specified perils in this insurance policy are 


Fire 
In this peril, destructions or damages are excluded caused to the property insured by 
1. Its own fermentation, natural heating or spontaneous combustion. 
2. Its undergoing any heating or drying process 
Burning of property insured by order of any Public Authority. 
(Note: Spontaneous combustion can be covered at extra premium) 
LIGHTNING 
Explosion/ Implosion 
Explosion /Implosion cover excludes loss, destruction of or damage: 
e To boilers or their contents resulting from their own explosion/implosion. 
e Caused by centrifugal forces. 


(Note: This risk can be covered by Boiler Explosion Policy in Engineering Insurance) 


Aircraft Damage 

Destruction of damage due to aircraft, other aerial or space devices and articles dropped therefrom 
excluding those caused by pressure waves. 

Riots, Strike and Malicious Damage 

Loss due to visible physical damage or destruction by external violent means directly caused to the 
property insured by riots, strike and malicious damage. 

Terrorism Cover 

Terrorism cover will be a separate cover which can be granted only in conjunction with Riots, Strike 
and Malicious Damage (RSMD). Terrorism cover will not be given in isolation without RSMD 
cover. 

Storm, Cyclone, Typhoon, Tempest, Hurricane, Tornado, Flood and Inundation 

The natural perils cover is defined as: Loss, destruction or damage directly caused by storm, 
cyclone, typhoon, tempest, hurricane, tornado, flood and inundation excluding those resulting from 
earthquake, volcanic eruption or other convulsions of nature. 

Impact Damage 


Loss or visible physical damage or destruction caused to the property insured due to impact by any 
rail/road vehicle or animal by direct contact not belonging to or owned by: 


e The insured or any occupier of the premises or 


e Their employees while acting in the curse of their employment. 


Subsidence and Landslide Including Rockslide 


“Loss, destruction or damage directly caused by subsidence of part of the site on which the property 
stands or landslide rockslide excluding...” 
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The normal cracking, settlement or bedding down of new structures 


Demolition, construction, structural alterations or repair of any property or groundwork’s or 
excavations. 


Bursting and/or overflowing of water tanks, apparatus and pipes 


Missile testing operation 


Accidental leakage from automatic sprinkler installation 
Bush Fire 


Excluding destruction or damage caused by forest fire. 


INDUSTRIAL ALL RISK (IAR) 


The IAR policy is designed for industrial risks for industrial and storage facility. This is a package 
policy which covers the overall risk of sum assured Rs. 100 crores and above. 


The policy covers the following sections: 


Fire and special perils 

Burglary 

Machinery Breakdown/Boiler Explosion/Electronics Equipment (Material Damage) 
Business Interruption (Fire & allied perils) 


Business Interruption (Machinery Breakdown), this is an optional cover (Insurance Institute 
of India, IC-34). 


MACHINERY BREAKDOWN (MBD) 


Machinery Breakdown policy is an ideal cover for all kinds of plant and machinery, to cover cost of 
repairs or replacement of damaged parts as a result of unforeseen and sudden physical damages. 


The covers afford protection to the insured machinery whilst at work or at rest and also when 
they are being dismantled for the purpose of cleaning, inspection and overhauling or removal to 
another position or in the course of their operations or subsequent re-erection, provided these are 
performed in the same premises. 


The MBD policy covers: 


Unforeseen and sudden physical damage to the insured machinery by 
Any cause not specifically excluded 
Whilst in the specified premises, 


Necessitating its immediate repair or replacement. 


The MBD insurance also covers loss or damage due to fire, in insured electrical machineries, 
originating from within such insured machinery and resultant fire damage to such machinery only, 
the Standard Fire & Special Perils Policy specifically excludes this risk. 


The following major electrical and mechanical breakdowns risks, faced by plant and machinery, 
are covered by this policy: 


Short circuiting, excess voltage & electrical arcing 
Faulty design, faulty material and faulty casting (manifesting after warranty period) 
Abnormal operating conditions 


Carelessness and lack of skill in the operation and maintenance of machinery 
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e Entry of foreign bodies 
e Falling, Impact &Collision 


e Bursting or disruption of turbines, compressors, cylinders of steam engines, hydraulic 
cylinders or fly wheels or other apparatus subject to centrifugal force, internal pressure. 


PUBLIC LIABILITY INDUSTRIAL INSURANCE (PLI) 


In India most of the insurers offer Liability insurance in format of Third Party Liability covers. The 
covers are offered by various names and forms as follows: 


1. Public Liability Industrial Insurance-(PLI) 

2. Public Liability Non Industrial Insurance-(PLI-Non Ind.) 
3. Public Liability Act Insurance-(PLI-Act) 

4. Comprehensive General Liability (CGL) 


Globally, another increasingly popular cover that has come into place is called “Environmental 
Insurance” or many times as “Environmental Impairment Liability Insurance”. In many markets it 
is also referred to as “Pollution Liability Insurance”. 


Pollution as well as Pollution Liability is increasingly becoming an area of great concern for 
various industry segments, whether it is power sector, automobile industry, oil exploration, crude 
oil transportation, shipping, soft drink manufacturers, brick kiln business, stone crushing, or leather 
tanning. Most Jurisdictions are increasingly becoming sensitive to preserve environment and many 
countries have introduced and enforced strict legislation and various enactments over the last 3-4 
decades. All of us who have been working in casualty lines of insurance providing Liability 
Insurance covers have come across the standard exclusion of pollution in General Liability, 
Property Insurance and in Automobile Liability Insurances. Most of the Liability policies exclude 
some or all the claims for injury or damage caused by pollution, including cost of cleaning up of 
pollutants .The policies enlisted above thus are usually found to leave a coverage void for many a 
businesses. It is to fill this notable gap in the insurance coverage that a number of policies have been 
developed .The Environmental Liability Insurance addresses a wider range of loss / liability 
exposures of the insureds. 


Environmental Impairment Liability Insurance has existed as a separate insurance coverage 
since 1977 in USA. The market has remained very restricted till late 1980s, since when the 
marketplace and insurance offerings for the coverages have seen a rapid growth and evolution. 


Environmental Liability can arise due to the traditional sources of liability: 

1. Torts—negligence, strict liability or intentional torts (nuisance and trespass) 
2. Contractual Obligations and 

3. Violation of Statutes 


The Environmental Liability (EIL) becomes more complex to manage in most jurisdictions 
since mostly it is also associated with being legislated, retroactive nature, strict liability for clean-up 
costs. The source of EIL could be therefore: 


1. Actual or alleged release of pollutants 
2. Responsibility to pay expenses for environmental remediation 


3. Violation of statutes for protection of environment from the pollutants and/ or protection of 
human life or even at times of flora and fauna in a region—like a sanctuary , nature park ora 
specific vegetation zone : for example, 
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e Oil spill after an accident of a ship / tanker contaminating the sea water and destroying the 
sea life, affecting the ecology as well as eliminating the source of employment for fishing 
community in the area. 


e A toxic chemical released from a tanker involved in a road accident caused fumes causing 
medical emergency to passersby and triggering a need for an evacuation of the population in 
the surrounding area, and finally followed by a major clean-up operation for neutralising or 
reducing the toxicity of the chemical. 


The key distinction in a Strict Liability case and in a suit for Negligence is that in strict liability 
cases the common law defences are readily available while in Negligence cases it is seldom 
available. 


A typical EL Policy or Environment Impairment Liability Policy (EIL) specifically provides 
comprehensive coverage by inclusion of Environmental Restoration or Cleanup Costs as well. It 
covers for both First party and Third Party liability coverage. Most Commercial Property Insurance 
covers at best allow for nominal coverage by amount or percentage of loss towards cost of pollutants 
from land or water at insured premises, this is apart from the debris removal coverage which 
excludes loss due to pollution. The major types of Environmental Liability coverages are: 


1. Site Specific EIL Insurance 

Contractors EIL Insurance 

Environmental E&O Liability Insurance 

Asbestos and lead abatement Contractors General Liability Policy 
Environmental Remediation Insurance 

Combined CGL/EIL Insurance 


The dynamics of EIL brings us to another important aspect of coverage trigger-which is better 
for insured-Claims made versus Occurrence Based. 


CASE STUDY 


This case study is about a fire loss in small manufacturing industry situated in an Industrial Estate of 
Gujarat (India). This manufacturing industry is insured by private insurance company of India by 
Standard Fire and Special Policy. This manufacturing industry is engaged with the manufacturing 
of thermocol (expanded polystyrene) moulded items since November 2011. Moulded thermocol 
items were generally used as packing material by tile manufacturer. 


y= ON a <Q 


Factory building was a single storey structure admeasuring about 4850 square feet. 


Its had brick masonry walls AC sheet roof is supported on steel structure. Machinery installed in 
the factory included two moulding machines, a preforming machine, an air compressor, a steam 
boiler, and R.O. plant. The plant used EPS (Expanded Poly Styrene) granules as raw material. 


The sum insured (value of the plant) was: 


Plant Items Sum Insured (in Rs.) 
Building including plinth & foundation 20, 71,000 
Plant & Machinery 66,66,000 
Stocks 30,00,000 
Total 1,17,37,000 


The factory generally worked for two shifts. On 18™ August 2012 in night shift around 1:25 a.m. 
the workers noticed sparks generated from lighting wiring and ignited the stock of raw material as 
well as the finished product lying there. EPS (thermocol) being highly flammable, the fire spread 
rapidly and engulfed the entire factory before the workers could take any action to extinguish the 
fire. Immediately, the insured was informed on phone and fire brigade was alerted. 
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A few fire tenders attended the site at about 1:50 a.m. and started the action to control the fire. 
The fire was controlled by about 3:20 a.m. on the same day and was extinguished thereafter. Local 
police also attended the site and drew panchnama. Officials of Forensic Science Laboratory (FSL) 
visited the site and drew a few samples for their analysis and investigations in to the incident. 
However, exact cause of fire could not be ascertained. Based on eye witnesses’ statements, it was 
established that electric fault in lighting wiring generated spark and caused the fire. EPS being 
highly combustible material, it had burnt rapidly and leaving behind no salvage. Due to this fire 
accident in plant, the building, machinery and stocks were severely damaged. 


Later, to claim these losses insured (the plant owner) submitted the relevant data like policy 
copy, copy of invoices of purchased material, estimated loss value, copy of Police Panchnama and 
fire brigade reports etc. After receiving the details from the insurer the insurance company 
appointed a loss surveyor to assess the loss and give the actual value of loss. After physical 
verification of damaged property, saved and damaged stock verification was carried out. Relevant 
records were also verified. 


The insured obtained quotation for the repair and sent details of their claim as follows: 


Item Rupees 
Building 1,92,000 
Machinery 10,95,678 
Stock 10,99,311 
Others 77,610 
Total 24,64,599 


Based on physical verification by the third party loss assessor, quotation of claim amount is 
given by the insured. The insured had initially estimated their losses on machinery at Rs.10, 
95,678.00. The insured were requested to review their claim on machinery as many components for 
which replacement was preferred, appeared repairable. The insured submitted revised claim on 
machinery amounting to Rs. 6, 84,409.00. 


The loss surveyor reported that all the machines were inspected in dismantled condition and in 
presence of representatives of repair agency. Some of the parts were found repairable whereas cost 
of restoration on a few parts of machinery was worked out at Rs. 5, 31,388.00. 


The insured had purchased machinery during last quarter of year 2011 and machinery was used 
only for about 8 months. Aspect of adequacy of insurance cover and depreciation was appropriately 
looked into. Salvage had only nominal value as scrap. 


As the stock of raw materials and part of the stock of finished product was completely burnt and 
was beyond physical verification. The loss assessor made reference to purchase and dispatch of 
stock for the period from inception of the factory and till the date of loss. The loss assessor made 
reference to following records: 


e Sales and Purchase register 

e Purchase invoices of raw material (01.04.2012 onward) 

e Sales invoices (01.04 2012 onwards) 

e Audit report for the financial year 2011-12 

e Stock statements submitted to the bankers 

e Input Credit Register of central excise pertaining to August 2012 


e A letter of Superintendent of central, the insured for reversal of credit of excise duty availed 
for the manufacture of goods which burnt in the fire. 


e Revised estimated for plant and machinery. 
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Value of raw material was considered at purchase cost including ex cise duty paid. Conversion 
cost for the finished goods was computed based on the audited accounts for the year ended on 
31.03.2012. The insured have already reversed the input credit of excise duty pertaining to stock 
destroyed in the fire. Subsequently, a detailed workout with above mentioned details net claim of 
Rs. 11,84,872.00 has been agreed to be paid to the insured company. 


CONCLUSION 


A major finding from this study is that manufacturing industries always play the key role of 
financial growth of the any country but insurance is the back support to survival of the industry 
during emergency hazardous situations. Specifically, for small manufacturing industries which have 
small financial background and largely depend on financial institutions for financing their 
operations, the insurance is seemingly the only support for the survival of such kind of small 
manufacturing industries. 
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Abstract— Total quality management (TQM) and information technology (IT) are becoming essential features of any 
industry. TQM is managerial approach that continuously enhances the industry performance, while IT is technical 
knowledge and both are frequently used by quality management (QM) experts to fulfill their customer requirements. When 
TQM enablers are combined with IT resources, industries achieve success and improved competitive advantage. The aim of 
this research is to propose a theoretical model that investigates TQM enablers and IT resources in the Information and 
communication Technology (ICT) industries. The major finding of this study is how to measure customer satisfaction (CS) 
factors by using enablers and resources. TQM enablers and IT resources have a significant effect on the CS. The result of 
this study will highlight the importance of TQM enablers and IT resources in contributing to CS within the ICT industry. 

The scope of this study is to estimate the extent of implementation of TQM enablers and IT resources and their relationship 
with CS across the ICT industry. One of the major managerial implications of this study is how to use TQM enablers and 
IT resources for improving the economy of ICT industry. 


Keywords: Total Quality Management (TQM), Information Technology (IT), Enablers, Resources, Information and 
Communication Technology (ICT) Industry, Customer Satisfaction (CS) 


INTRODUCTION 


Total Quality Management (TQM) and Information Technology (IT) are the two most important 
elements to achieve competitive advantage together with strengthening organization 
competitiveness in the Information Communication and Technology (ICT) industry. TQM is a 
holistic management concept that intends to continuously improve the overall functions of the 
organization. It aims to achieve effectiveness from the system such as design, planning, production, 
customer satisfaction and quality tools and techniques involvement (Talib, 2013). TQM is not just a 
management philosophybut a culture of an organization committed to total customer satisfaction 
through Continuous Quality Improvement (CQI) programs (Talib et al, 2011 a; Vouzas and 
Psychogios, 2007).TQM and IT have Individual significance in the industry, when the TQM and IT 
are properly applied together; they have the potential to help an organization attain new levels of 
competitive strength (Talib et al., 2013a). 


TOM and IT when introduced in combined embrace, both social and technical dimensions that 
aim to achieve excellent results. IT plays a leading role in economic sustainability. Industries are 
now maximizing the use of resources for increasing quality performance. McAdam and Henderson 
(2004) argued that technology is one of the four key external factors which is influential for the 
development of TQM in an organization. IT describes the current business environment and set to 
disruptive.IT enables rapid and more accurate information retrieval and a transfer as well as 
improve communication links. Recently market becomes more commercialized due to customer 
brand savvy and demanding behavior. To survive in the current business environment, industries 
introduced IT resources to improve their financial performance. IT acts as a feedback mechanism 
and facilitates communication and the implementation of advanced tools, systems and modelling 
techniques. IT is used to increase productivity, improve quality, reduce cost and enhance 
competition of industries (Talib et a/. 2013 a). In addition TQM enablers have given special 
attention for ensuring organization success. Enablers are used as terms in the organization to 
achieve the goal. Enablers contribute to success in a TQM program and identify improvement 
opportunities in the ICT industry. Moreover TQM enablers are especially significant in facilitating 
knowledge sharing and interaction among members of the organization. Enablers bring a concept 
that helps industry to identify the critical issue that helps in implementation of TQM. Combination 
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of enablers and resources has given birth to a new requirement, which is to successfully combine 
TQM and IT in any organization (Talib and Rahman, 2012). The aim of this paper is to identify the 
TQM enablers and IT resources in the ICT industries to develop a framework for further study by 
developing hypothesis and next section of the paper elaborates extensive literature review of TQM 
and ICT which include TQM-IT, TQM-IS and TQM-telecommunication. Further this study also 
covers overview of TQM enablers and IT resources. The rest of the paper is organized as follows. 
The study developed a theoretical model and hypotheses for successful implementation of TQM 
enablers and IT resources in the ICT industry. In the last section discussions and conclusion are 
presented including future scope and managerial implication of the study 


RESEARCH OBJECTIVE AND METHODOLOGY 


The main objective of this paper is to propose a model emphasizing the TQM enablers and IT 
resources in effective manner for the ICT industry. A literature survey methodology was adopted to 
present the appropriate model and to know how much enablers and resources are linked together. A 
literature review was carried from recently published research papers on the current subject and 
area. These published papers were identified through keywords such as “TQM and IT”, “TQM and 
BPO”, “TQM enablers and IT resources”, and “Model/ framework of TQM and IT”. Research 
papers were selected using comprehensive computer aided search from the ProQuest and Inflibnet. 
The results were further narrowed down with the keywords like “TQM”, “IT”, “TQM practices”, 
“TQM enablers”, “IT resources”, and “ICT industry” with a limitation on English language and 
peer reviewed articles. The search resulted in 325 hits. 


This study further filter out the search results through the keywords into “TQM enablers and IT 
resources in the ICT industry”. The rest of the literature review process categorized as follows. In 
this process, 84 quality management (QM) reviewed publications were excluded, 62 papers on short 
articles/commentaries were not considered and 81 papers were paper not into consideration as they 
were published before year 2000. A total of 98 papers on “TQM enablers and IT resources” were 
reviewed for the second criteria. Out of 98 research paper, 50 papers were purely based on TQM 
enabler and IT resources in ICT industry. While 27 papers were excluded on TQM, that were not 
dealing with the ICT industry. In addition to this 11 papers were deleted as they are not concerned 
with IT resources although represent ICT industry. Finally 50 papers were selected for review and 
categorized for further research study. This methodological literature review process is depicted in 
Figure 1. Further, data from 50 research publications is depicted in the Table 1 and 2. From these 50 
research papers TQM enablers and IT resources were obtained based on their frequency of 
occurrences. 


LITERATURE REVIEW 


Over the last three decades many studies have been undertaken on TQM. However, recently few 
attempts have been done on the TQM and ICT. It is widely accepted that ICT shaped the 
economics of QM. ICT industry covers many areas like IT, Information System (IS), 
telecommunication, Business Process Outsourcing (BPO) and software industry. Acceptance of ICT 
in TQM has received considerable support from researchers and practitioners (Talib et a/., 2012). 
Adoption of ICT led to an increment at process of organizational capability development and had a 
strategic impact. ICT act as technology and support managerial decision making in TQM. 
Moreover ICT integrate and access the organizational memory. ICT offers industries the 
opportunity either to enhance differentiation or to lower cost. 


TQM IN ICT INDUSTRY 


In the globalization competitive environment ICT industry is widely accepted as the key forces for 
shaping the economic landscape. ICT industry makes a rapid change in the advancement of 
technological services. The past two decades have shown that ICT industry has been one of the 
fastest growing businesses. In many countries ICT has the highest priority area and actively 
pursuing business in the global market. The impact of adoption of ICT and its use on the QM has 
received special attention of researchers and practitioners. Positive effect of ICT on business 
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performance has been seen not only in terms of productivity, profitability, market value, and market 
share, but also in intermediate performance measures, such as process efficiency, service quality, 
cost savings, organizational and process flexibility, and customer satisfaction (CS) (Kohli and 
Devaraj, 2003). ICT adoption has drastically modified communication, sales, and information 
methods (Wang et al., 2006), thus enabling firms to achieve strong competitive advantage, in both 
production and other areas. ICT usage and ways of increasing the positive impact of ICT on firm 
performance (Gretton et a/., 2004). 


Tsang and Antony (2001) examined the enablers of TQM in ICT industry, six enablers explored 
this study, top management commitment and support, customer focus, training and development, 
teamwork, continuous improvement, supplier partnership and culture change. Khanam et al. (2013) 
also examined the nine TQM enablers and eight IT resources in ICT industry. This study will help 
equip quality experts and managers in TQM implementation in a more effective and fruitful way in 
ICT industries. 


Brah and Lim (2006) explored the TQM enablers top management leadership, strategic 
planning, process management, information system and analysis, human resource management, 
quality focus and customer focus in IT sector, It enquired the relationship between quality 
management practices, technology and performances of the logistics companies. Siddiqui and 
Rahman (2007) investigated the TQM-IS (Information System) relationship and explored the five 
TQM enablers top management commitment, customer centric advancement, benchmarking, 
relentless improvement and strengthen the base. These enablers analyzed the realization of 
pragmatic goal through the introduction of IS in TQM. 


Many software companies suffering from financial setbacks therefore are trying to reduce the 
investment and control the cost. Software quality gets more attention by innovation of TQM. The 
need of quality management becomes highly relevant in software projects (Wali et al., 2000).Many 
software development enterprises use TQM philosophy to enhance the quality of software and to 
improve their development efficiencies (Parzinger & Nath, 2000). They identified eight TQM 
enablers and software measures. 


Hsu and Su (2002)identified the TQM enabler in 39 telecommunication area in Taiwan. This 
study discovered the enabler’s quality leadership, human resource development and quality 
information that lead to the enhancement of customer satisfaction and business performance. TQM 
enablers in Telecom Fiji indicated a change in organizational culture, improved processes and 
productivity and improvement in employee relations and commitment (Patel and Djerdjouri; 2002). 


325 papers retrieved from Inflibnet and Pro Quest 
Advanced search databases based on keywords like TQM, 


IT, ICT, IS & TOM 


98 papers are screened 
on TOM enablers and 
IT resources 


62 papers are excluded 81 papers are 
on short articles/ excluded publication 
commentaries up to 1999 


84 papers are 
excluded on QM 


50 papers are included 
identified TQM enablers 
and IT resources in ICT 
industry 


11 papers are excluded 


27 papers are excluded not 
not identified IT in the 


identified TQM in the 
ICT industry 


ICT industry 


Fig. 1: Methodological Literature Review Process 
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TOM ENABLERS 


Each enabler discussed in detail which is giving special attention to TQM, as the management of 
processes invariably requires information. Oakland (2000) says that enablers deliver the results, 
which in turn drive innovation and learning. An enabler promotes a specific behavior type of quality 
management. Enablers affect performance and helps organizations achieve organizational 
excellence. Salaheldin (2009) argues that enablers accomplish to achieve mission by examination 
and categorization of their impacts and thus require special attention for implementation of TQM. 
TQM enablers introduced as long term commitment in the industry (Talib and Rahman 2010).Each 
TQM enabler will have an effect on company performance. Khanam et al. (2013) identified nine 
TQM enablers in their study which were utilized in this study to develop a framework. They are: 


Top management Commitment and Support (TMCS) 


It is the major tent of TQM which is responsible for creating and supporting industry, climate or 
culture. Top management’s commitment provides the leadership and vision to the employees so 
that they can effectively lead the teams and continuously improve the performance of industry. 
Promoting organizational commitment is achieved as a result of top management commitment 
(Buch and Rivers, 2002). Commitment of top management is also highlighted as a critical factor by 
several empirical studies (Zhang et al., 2000; Talib et ai. 2011 a,b,c; Talib and Rahman, 2010). 


Customer Satisfaction (CS) 


These enablers of TQM focus on quality product and service which is met to exceed the customer 
expectation and improve effectiveness of industry. Customer satisfaction plays a central role in the 
industries. This TQM enablers requires customer feedback and hence try to satisfy their needs 
(Eklof and Selivanova 2000; Winser and Corney, 2001). The emphasis on customer satisfaction or 
customer driven quality is considered by many authors as a major success of the quality 
management efforts (Zairi 2000; Winser and Corney, 2001). 


Empowerment (EPOW) 


Empowerment refers to increase in the social and economic intensity of the industry. Empowerment 
increases the control over the work process of employees. Ugboro and Obeng (2002) claim that 
employee empowerment center or interventions that strengthen employees self-efficacy in 
accomplishing task objectives. Employee empowerment support organization’s effort towards 
quality improvement. According to Nichoffet a/. (2001) employee empowerment and job enrichment 
have a direct positive effect on loyalty. 


Total Employee Involvement (TED 


Total employee involvement is the management philosophy and must apparently show in all 
activities in all the industries. Teliasonera (2007) emphasized that employee involvement contribute 
in decision making during its transformation from technology oriented company to customer focus 
found company. Employee involvement contributes in quality improvement processes, decision 
making processes and policy making issues (Sadikoglu and Zehir, 2010; Ooi et al, 2007 a). 


Continuous Improvement (CI) 


It is achieved by a system designed to keep customer satisfied throughout the product or service 
cycle. Quality improvement is not a specific destination but a continuous journey that throws up 
more and more opportunities for improvement. Jugersen (2000) investigate enablers enhance the 
success of products and services. Also China Mobile (2006) found that continuous improvement 
enhance organizational ability by improving customer privacy policies and procedures. 


Continuous Training (CT) 


Continuous training is the basic principle and is based on the management’s total quality vision and 
is therefore essential before the detailed design phase (Mathews et a/., 2001 a). Training in quality 
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management determines the likely effectiveness of the quality initiative undertaken. Several recent 
studies investigate that training is critical to successful implementation of TQM. Training increases 
the employee’s awareness regarding quality related issues. Sila and Ebrahimpour (2005) found that 
training is a part of the human resource management along with employee satisfaction. 


Teamwork (TW) 


Teamwork is the basic need of industry. Teamwork develops trust and improves communication 
between employees. Bharti Airtel (2007) emphasize that teamwork is an intact part of TQM 
strategy. This enabler will help to improve quality of industry. A team should be composed of 
different departments and this team should be enough capable to improve process. Teamwork 
should be continuously rearranged to meet new business objectives and respond to new 
management fads and fashions. The enabler allows employees at all levels to be more involved in 
the job and to work together company-wide (Noorliza and Zainal, 2000). 


Culture Change (CC) 


Culture change plays another important role in successful implementation of TQM in ICT industry. 
Culture change influence people’s action and alter their action into all aspects of work. Culture 
shows the organizational behavior, it creates an environment where people can help each other and 
achieve their goals (Talib et al., 2013 b). Changing the culture of an organization could have an 
impact on knowledge sharing and job satisfaction (Bose 2004, Ooi et al., 2007). TQM practitioners 
have culture change with the parallel technology for improvement of productivity. 


Democratic Management Style (DMS) 


Democratic style is defined as “multilateral approach” which is a platform to create team 
involvement in the decision process. Creating democratic platform will result in participation of all 
employees in decision making process. Moreover democratic style removes the supervision. 
Management style successfully implement the organizational change and covers organizational 
goal, culture and growth satisfaction of the industries (Talib et al. 2011c; Issac et al. 2008; Dewhurst 
et al. 2003; Ooi et al. 2007). 


IT RESOURCES 


IT resources are treated as vehicles for process improvement in the industry. Resources retrieve and 
transfer more accurate information, improve communication links and facilitate implementation of 
TQM. The use of resources also brings competitive posture in the industry. IT resources are used as 
special ingredients for accessing and growing quality management. From different studies by 
different authors it is demonstrated that IT resources are ever-increasing elements for TQM and 
result in increasing impact of IT on TQM (Ang et al. 2000; Dewhursteta/., 2003). Technology gives 
better integration of supply chain in the industry. The present papers make use of eight resources 
which were identified from the study conducted by Khanam et al. (2013). They are: 


Electronic Data Interchange (EDI) 


EDI is growing rapidly and shows better performance in the transaction function. EDI is application 
that allows sending data and information flow with customer and supplier electronically rather than 
manually (Johnson et al. 2007; Martin and Andy 2003). According to practitioner and researchers 
the implementation of EDI will have an effect on economic and business enterprises. EDI have 
these advantages primarily and therefore it can increase the importance of information system and it 
implements and operates the link between organizations. Secondly, it also improves the quality of 
services to the customers. 


Computer Aided Design (CAD) 


CAD is a widely used tool for product design (Burcher and Lee, 2000). CAD systems are widely 
used resources to facilitate communication and provide pattern analysis between designers. CAD 
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system can be conveniently redeveloped as design clients and linked together by the server with 
information exchange and collaboration coordination functionalities (Li et a/., 2005).It is the most 
appropriate technology used to understand the relationship between IT and Product Process 
Management (PPM) (Sanchez-Rodriguez et al., 2011). 


Computer Aided Manufacturing (CAM) 


CAM system is used in manufacturing processes in the industries. CAM may directly influence 
performance measurement system in an organization. CAM system strongly supports the leadership 
of manufacturing companies. Jiang and Chiu (2002) explored that CAM technology can be used for 
statistical process control process. It is the most appropriate technology used to understand the 
relationship between IT and Product Process Management (PPM) (Sanchez-Rodriguez et al., 2011). 
It also facilitates the communication between designers. 


Enterprises Resource Planning (ERP) 


ERP is considered as an organizational planning and reengineering opportunity as well as a 
software application for tracking and controlling transactions (Al-Mashari and AL-Mudimigh, 
2003). ERP implement strategic business initiatives that aspire to improve industries performance 
(Laframboise, 2002). Also ERP technology is to handle production planning and control for 
uncertain customer demand. ERP plays an important role in today’s enterprise management and is 
beginning to be the backbone of organizations (Yingjie, 2005). 


Computer Aided Production Planning (CAPP) 


CAPP confined the problems of discrete manufacturing. CAPP can be used to develop a product 
manufacturing plan based on projected variable such as cost, lead times, equipment availability 
production volume, potential material substitution routings and testing requirements. Culler and 
Burd (2006) emphasized that CAPP include cost saving reduction in process planning effort, 
standardize the work practices, saves material and tools. For the successful implementation of 
TQM, CAPP uses software programme and optimization techniques (Yuen et a/.,2003). 


Computer Aided Engineering (CAE) 


CAE is the broad usage of computer software to aid in engineering tasks (Laplante, Phillip 2005). 
It is the use of computer software to stimulate performance in order to improve product design or 
assist in the resolution of engineering problems for a wide range of industries. CAE technology 
reduces the exploitation periods of products and has been more and more broadly introduced into 
design and manufacturing (Shaui et a/.,2003). 


Statistical Software Packages for Social Scientists (SPSS) 


SPSS is software package which is used for statistical analysis of collected data (Wai et al., 2011; 
Khan, 2010; Talib et a/., 2013 a, b; Siam et a/., 2012). SPSS is among the most widely used programs 
for statistical analysis in social science. It is used by market researchers, health researchers, survey 
companies, government, education researchers, marketing organizations, and others. It is 
particularly well suited procedure such as factor analysis and is very popular among social scientist 
(Talib et al., 2013 b). 


Structural Equation Modelling (SEM) 


SEM is a method that can examine a series of both dependence and independence relationship 
simultaneously (Rohani et a/., 2006). Prajogo and Sohal (2004) employed the SEM approach to 
examine the multidimensionality of TQM in association with organizational performance. SEM is 
gain insight into the interaction and association among the different enablers of the conceptual 
model. According to Sanchez-Rodriguez et al. (2006) SEM approach is to provide insight into 
current IT and TQM theory and practices on operational and quality performance. 
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Table 1: TQM Enablers in the ICT Industry 


TQM Enablers 


Authors 


TMCS 


EPOW TEI CI 


CT 


TW 


CC 


DMS 


Ang et al. (2000) 


Hsu and Su (2002) 


7 7 


Stylianou and Kumar (2000) 


Sanchez-Rodriguez et al. (2006) 


y 


Brah and Lim (2006) 


<{<j)efe| es) 


Sanchez-Rodriguez and 
Martinez-Lorente (2011) 


Khan (2010) 


Wai et al. (2003) 


Talib et al. (2012) 


</<)<J 


Valmohmmadi (2011) 


Martinez-Lorente et al. (2004) 


<|<) 4] 


Dewhurst et al. (2003) 


</e}e) 4) <I 
<Je}e)} 4 < 


Gustaffson et al. (2003) 


Siam et al. (2012) 


<|<) 4] 


Jain (2010) 


Hoang et al. (2010) 


<|<] 
a] 


Teh Pei-Lee et al. (2008) 


<J-) 4} ei444J <J<j)e}ei4) <J<) 444] 2|9 


Lee et al. (2012) 


Sureshchandar et al. (2002) 


Kaynak (2003) 


Ooi et al, (2007) 


<{e)e}ei si 


Hemsworth et al. (2005) 


<|<] 


Issac et al. (2004) 


Claver and Tari (2008) 


Talib and Rahman (2010) 


<J<)4) 4] 


Dale et al. (2001) 


Harrington et al. (2012) 


<J{<je}e) es] << 


Behara and Gundersen (2001) 


<|<] <J<) <4] 


Sadikoglu and Zehir (2010) 


Phan et al. (2011) 


<~J4) Jeo |< 


Samat et al. (2006) 


<|<) 4] <J/<) 4] < 
<<) 4] <<) 2] < 


y 


Rahman and Siddiqui (2006) 


y 


Total 


Rleleleleleleleleleletel <{-) 4} 44 <j{eje}eieieiets 
2] 
2] 


Njatelel 


17 15 14 


nlaaa 


11 


9 


6 


TMCS (Total Quality Management and Support), CS (Customer Satisfaction), EMPOW 
(Empowerment), CI (Continuous Improvement), CT (Continuous Training), TW (Teamwork), CC 
(Culture Change), DMS (Democratic Management Style) 


Table 2: It Resources in the ICT Industry 


IT Resources 


Authors 


EDI CAD CAM ERP 


CAPP 


CAE 


SPSS 


SEM 


Ang et al. (2000) 


Hsu and Su (2002) 


Stylianou and Kumar (2000) 


Sanchez-Rodriguez et al. (2006) 


Brah and Lim (2006) 


Sanchez-Rodriguez and 
Martinez-Lorente (2011) 


Khan (2010) 


<I <J<jeJ}ele) 


Wai et al. (2003) 


Talib et al. (2013 a) 


Valmohmmadi (2011) 


Martinez- Lorente et al. (2003) 


Dewhurst et al. (2003) 


<<) 4] < 
<|<) 4] <I 
<|<] 


Gustaffson et al. (2003) 


Perez- Arostegui et al, (2012) 


V 


Kaynak and Hartely (2008) 


< |<] <|<] 


Table 2 (Contd.)... 
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...Table 2 (Contd.) 


Agus et al. (2010) V V 

Grover et al. (2004) V V V 

Hemsworth et al. (2005) V V V V V 

Sit W.-Y. et al. (2009) V V V V V V 
Sadikoglu and Zehir (2010) V V 

Jafari et al. (2006) V 

Lucchetti and Sterlocchini (2004) V V V 

Total 15 12 12 11 7 6 5 2 


EDI (Electronic Data Interchange), CAD (Computer Aided Design), CAM (Computer Aided 
Manufacturing), ERP (Enterprises Resources Planning), CAPP (Computer Aided Production 
Planning), CAE (Computer Aided Engineering), SPSS( Statistical Package for social Science), SEM 
(Structural Equation Modelling). 


Outcomes 
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Fig. 2: A Theoretical Framework on TQM Enabler and IT Resources Linking to Customer Satisfaction Issues 


In the above framework nine enablers and eight resources are implemented in the ICT 
industries. When these enablers and resources are progress effectively then industries achieve better 
performance of customer satisfaction. 
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RESEARCH HYPOTHESIS FORMULATION 


Based on the above literature review, a theoretical model was developed and a research model has 
been proposed to examine the extent to which the TQM enablers and IT resources are implemented 
in the ICT industries. The proposed framework is depicted in Figure 2. This model suggests that 
which TQM enabler and IT resource will be highly satisfactory for the customers in the ICT 
industry. In this model independent variables are TQM enabler and IT resources, dependent 
variables are CS practices. The research hypotheses of this study are formulated as follows: 


Hy, 
TQM enablers are significantly implemented to achieve Customer Satisfaction in the ICT industry. 


The relationship between TQM enablers and CS showed a great impact on industrial 
orientation. In reality industrial orientation is related to the CS, therefore CS issues are important in 
the industry orientation. Industry must be knowledgeable in customer requirements and responsive 
to customer demands, and measure through TQM implementation (Zhang, 2000).Based on the 
research hypotheses TQM enablers have significant relationship with CS (Terziovski, 2006). As a 
result productivity will be improved by customer satisfaction issues. 


H, 
IT resources are significantly implemented to achieve Customer Satisfaction in ICT industry. 


CS is a critical component of TQM. IT resources enable industry to reach customers who are 
geographically remote. Customer will increasingly seek the new IT resources and this would result 
in improved communication link between customers and industry (Sanchez-Rodriguez et al., 2006). 
IT resources are used to achieve customer surveys, perform sophisticated analysis of customer needs 
(Dewhurst et a/., 2003) to significantly implement the achievement of CS in the ICT industry. IT 
resources are essential to manage the customers and supplier relationships and to satisfy the 
customer by integrating major supply chain processes, plan production, logistics and marketing 
promotions (Overby and Min, 2001). 


H; 
TQM enablers and IT resources both are significantly implemented to achieve Customer 
Satisfaction in the ICT industry. 


Dewhurst et al. (2003) found from their multiple case study that IT resources can support in 
improving customer and supplier relationships, increasing process control, facilitating 
inter-departmental information flow, improving design process and skills, applying preventive 
maintenance, measuring quality costs and improving the decision process in quality departments, 
finally resulting in higher CS quality and operational and financial performance. These hypotheses 
will discuss that the TQM enabler and IT resources are significantly implementing the CS. 


To understand the relationship between TQM enabler and IT resources within the ICT industry, 
the above hypotheses will be tested by using different statistical tests like, PCA (Principle 
Component Analysis), MRA (Multiple Regression Analysis), ANOVA (Analysis of Variance), t-test 
and finally through SEM in future course of action during the study. 


DISCUSSION AND CONCLUSION 


The primary objective of this study was to develop a model of TQM enablers and IT resources and 
suggest implementation of TQM enablers and IT resources to achieve CS in ICT industry. The 
proposed model also investigates the relationship between enabler, resources and CS by formulating 
four hypotheses. Nine TQM practices and eight IT resources were identified from an extent 
literature review. This study extracted TQM enablers and IT resources based on frequency of 
occurrences from different research papers and are treated as major enablers and resources. This 
model will highlight the importance of TQM enablers and IT resources and it contributes to CS 
factors within the ICT industry. The proposed model emphasized those TQM enabler and IT 
resources that are particularly important in determining a high level of CS towards the customer. CS 


840 / Research and Sustainable Business 


factors were studied for testing reliability and validity of customers. This research assigns customers 
a decisive role in evaluating service quality of the industries. It becomes necessary that identified 
items help to meet the customer requirements. Strategically, the ability to identify and retain the 
most profitable customer obtains these factors. The major finding of this study is how to measure 
customer satisfaction level by their factors. TQM enablers and IT resources have the significant 
effect on the customer satisfaction. 


MANAGERIAL IMPLICATIONS 


This study provides some insight into the true worth of the TQM enablers and IT resources 
implementations which are positively associated in the ICT industry. Primarily this study provides 
managers to understand the TQM enablers and IT resources and their applicability in the ICT 
industry for improving the economy. In addition, this research study also identifies the CS factors. 
In fact these factors were revised by the organization to enhance the CS level. In fact this study 
pinpoints the importance of various TQM enablers and IT resources on CS items. It will allow the 
managers to direct their enablers and resources for improving the performance of customer 
satisfaction. Further it will help manager in smooth implementation of TQM and they can decide 
which IT resources are more helpful in implementation of TQM and vice versa. 


LIMITATION AND FUTURE SCOPE OF THIS STUDY 


Limitations of this study should be noted in order to determine future research opportunities. This 
study considers only nine TQM enablers and eight IT resources which will be extended in the 
present industry. It would be useful to estimate the extent of enhancement in performance related to 
customer satisfaction factors across the ICT industry. Furthermore, this research paper focuses only 
on ICT industry. The research can be extended to some emerging service industries, transportation, 
real estate, risk management and many more. Some empirical and case study can also be introduced 
in future. Lastly the hypotheses formulated may be tested for its significance in the ICT industry to 
understand the relationship as well as impact of TQM enablers and IT resources with CS using 
different statistical tests like correlation analysis, multiple regression analysis, factor analysis, 
ANOVA and SEM. 
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Abstract—A much Sustainable Environment in Greener industrial culture is what the intellects are aiming at, with 
maximised research possibilities. Many logical frameworks are processed in line with significance to the environmental 
impacts of increased innovations in operations, production and supply chains. When the consumption growths are 
dramatically increasing, the sustainability concerns with appropriate regulatory actions should contain realizable Market- 
driven technological initiatives. Our paper discusses the possibilities of engaging policy makers with multidisciplinary 
operations’ sustainability groups to embrace social innovations. This creates the necessity of a brand new study-the 
‘Sustainable Operations Management Research’ extending from Corporates to multiple echelons of stake holders. Some 
successful models of growing interests in Sustainable Operations Management are discussed with challenges in integrating 
health, green-production, lean management and closed loop supply chains, in a Global Outlook. 
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INTRODUCTION 


Sustainability is a fashion term which is finding its place in almost every recent research projects 
and papers. Sustainability is not just a prefix to be added before any recent trends, to attract the 
elite, but it is the acceptance of set of healthy practices which are supportive and fair. Sustainability 
is closely connected with survival and dynamism. Any call for sustainability is well responded by 
Business community, let it be technical or ecological fronts. 


When Business practices are becoming sustainable, the core of Industrial functions, the 
Operations becomes Sustainable Operations. Emergence of Sustainable Operations Management is 
the evolution of its core methodologies as strategies with several stages of implementations. To 
create value and success, matching industry practice to standards are very important. Internally 
supportive operations with externally coordinated supply chain are to improve continuous 
sustainable measures involving employees, vendors, suppliers and distribution channels. Energy 
conservation, emission control, choice of material selections to reduce production costs, 
Out-sourcing or limiting corporate expenses in service industries, remanufacturing and safe 
distribution are also phases of Sustainable Operations. 


This research paper is aimed at strategically discussing SOM (Sustainable Operations 
Management) concepts like investing capabilities, developing substitutes effectively in Change 
Management for long term sustainability, scopes of developing corporation frame works, impact 
and effects of SOM in a globalized environment. Profit and Efficiency were the general 
terminologies connected with Operations Management. Now, the SOM is throwing a new clear 
challenge of administering Reusable production technologies and process development, Green 
Operations and doubly ensuring Quality. Uncertainties in the lead times and Investment returns, 
drives a company to aim at long time opportunities, but they are also at the mercy of the Change, 
since it is very hard to plan anything more than 3 years in the modern setups. 


SUSTAINABLE OPERATIONS MODELLING 


Competitors are very clever and the heavily competitive environment is building pressures at the 
Operational Efficiencies of companies to concentrate mainly on investing in Sustainable 
Technologies and Business processes, since their competitors will surpass them if these are not 
carefully taken care. With global throw in developing new technologies and process frames, any 
traditional theoretic model seems to fail, complicating product/process designs. Operations 
Management techniques like Lean, Six Sigma, Kaizen are becoming more template than, readily 
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implementable. ‘First Mover Advantage’ determines the game play. Next generation of 
technologies, licencing, royalties, innovations move the present advantage to past outdate. Here 
Sustainable Operations stands as a Saviour. 


As day to day changes are very hectic, any device or service turns void very soon. Profit Margin 
levels of companies also force them to shrink the product life cycle. Macro-Economic conditions 
and directives also force companies to guide the safe disposal or accept the returning of their used 
products. This is a very healthy sign in terms of ecological benefits. A Company should be forced to 
offer proper solution addressing the criticalities of the product’s safe disposal. The blames of 
environmental pollution falls majorly on the shoulders of Automobile Giants, where they hold a 
great responsibility to deal with the life-ended vehicles. Reuse and Reengineer initiatives are now 
becoming the key business areas. Previously they were seen just as cost-effective measures. But 
today’s world has made them to be the areas of environmental and monetary importance. 


How great it would be, if all the Automotive Giants are advised to get the raw materials of 
production from the life-ended vehicles? How good it would be, if those Automotive Giants on 
voluntary grounds take up this measure? Here comes the predominant importance of Closed Supply 
Chain and Reverse Supply Chain. 


When the consumer returns the product, or when a service outdates, the logical reverse supply 
chain begins. These days the life of a product is challenged by the updated versions produced by the 
same company. As the globe has become addicted to technologies, everyone expects a new change 
with every sunrise! So, only Sustainable Operations could help a manufacturer to get the maximum 
return on a product in spite of its minimum survival time. When the company has made a good 
recovery on a product or service, recalls through the same distribution line is favourable. Most of the 
plastic technological devices start losing their values right from the first week of its distribution 
through the supply chain. Though they might be in perfect working condition, they might go away 
from the taste of the customers with the trends of upgrade. 


So a full-fledged adoption to reusability and remodelling could help the returned product start a 
new life. Preventing End-of-life products from reaching the waste stream, is achieved by 
encouraging recycle, recover, reassembly techniques. If we would take the business perspective of 
recovery and reuse techniques, they serve as a good substitute for disposal and sludge accumulation 
issues. The same cost spent on disposing could be saved on reusing if end-of-life products are treated 


properly. 


Reverse supply chains should be encouraged with concepts of recovery of materials, energy, 
services along with simple product acquisition and logistics. Thus forward and reverse supply chain 
forms a closed loop which could be measured financially to save and generate lump sum money. A 
Multidisciplinary perspective on research into closed loop supply chains in terms of monetary 
benefits should be undertaken. 


Companies should proactively refine the timing, exploitation levels, inspection and reusable 
measures, remanufacturing supported by remarketing (Guide and Van Wassenhove 2001) in the 
closed supply chain to generate value in the forward-reverse flows. Quality is again a very important 
life giver in the closed supply chain conceptualization. Production Quality helps to reduce defects 
and it makes the product/ service reusable and recyclable. Quality reduces uncertainties, deals with 
minimizing cost at both forward and reverse levels. 


The results of enhanced product lifecycle linking the investment on improving efficiency with 
sustainable operations management perspective in any hard-core manufacturing or service industry 
is much lesser than what is to be actually spent without these measures. Also, there are researches to 
prove this assumption and they also suggest that, the environmental initiatives and measures of 
sustainability increases the consumer feelings towards the ‘brand value’ and hence the overall value 
increases whose visibility is observable in stock market reactions also Baet al. (2012). The switching 
over to greener technologies makes a basic tool of measuring sustainability in service industries. 
Adopting those technologies which are gentle and safe increases the production and sales 
exponentially (Trewavas 2002). 
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STRATEGIES TO ACTION 


Technologies could be well administered to be used in newer emerging fields like ‘dry’ leather 
processing, ‘dry’ cooling systems, drying the usage of water in automobile industries. Technology 
adoption is always seen related to the gains which give new scopes of exploring the adoption styles. 
The Sustainable Operations Management analyses the industrial profits derived out of the 
dimensions to the performing technologies with the environmental performance factors. The 
investments made in Environmental economic ventures redefine objectives on concentrated scales 
over the efficiency gains, dire predictions on ecological threats made due to the product’s life cycle, 
thus brings a sustainable future. The adoption thresholds over sustainable measures have no 
delineation and they are multi-disciplinary. In Energy sectors, the gas consumption and emission 
regulations use the technology in the same fashion, how they are used by the service and automobile 
sectors. Hence the frame work is one and the same with respect to Sustainable Operations 
Management across industries and product sectors. Sharp costing methodologies are to be 
implemented with respect to a firm’s decision over the choice of technology adoption over the 
environmental initiatives. SOM takes these objectives and decision process to the streams of 
uncertainties pertinent over implementation and policy estimation. 


The breakeven analysis over these discrete technologies capture the revenue generation factors 
mapped against the technology’s power towards the adoption threshold. Only based on these 
adoption thresholds, the energy and cost explicitly accounting for the differences in the levels of past 
and present scenarios could be arrived at. The differences in the power levels of adoption in 
‘Sustainable Operations Measures’ are the basis of the calculations in measuring the consequences 
of regulatory profits, addressing the technology choice, in a multi-phased implementation. 


Attention towards sustainability makes the senior management to recognize the importance of 
new strategy formulations and to device them in an attempt to overcome the difficulties in 
implementing the strategies to action. The drivers of sustainable operations as discussed and the 
consequences of those actions have a direct impact on the business performances and future 
perspectives. The Corporation’s stakeholders and management share the burden of contributing 
both to the company and to the society by lining with Sustainable Operations. A good 
understanding of the performances and financial benefits over the integration of sustainability into 
the day to day business decisions and making it a profitable business source, benefits the corporate 
social responsibility part too. Sustainable operations management extends from the analysis part to 
multiple implementations involving public participation in a large extent followed by the 
responsibilities of suppliers, manufacturers, distributors, Employees and Government regulatory 
authorities. 


There is lot of complexity in terms of the ecological impact on the industrial operations. Than 
voluntary initiatives, the governmental regulations and strictness in implementing them could pave 
way for the safe disposal and reuse of carbon and carbon co-products emissions. Many times, supply 
chains mark a larger part of emissions in production sectors as mostly the energy is spent over 
transportation of raw materials, finished goods and like. The service industry accounts to the 
maximum usage of non-renewable energies especially electricity and transportation lines utilization 
as fibre optics. 


To identify and work with Sustainability the significant impacts on implementing the same 
should be identified. The energy consumption, workforce management, identifying target and goals 
are very important. All Companies should be given enough freedom and proper training to adapt a 
convenient sustainable practice based on the need and affordability. Sustainable practices are to be 
encouraged not as initiatives but as newer ways of money making. Business strategies embodied in 
the sustainability plans are to achieve global success. The Global recognition and the corporate 
responsibility are one of the main key drivers of switching to Sustainability. 


Restructuring to operate at ‘increasing demand’ with a decreased-manufacturing model, 
outlined by proper financial planning stands as a primary objective. The Business strategy to 
develop new product goals as per the consumer needs with working effectively on the defect 
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avoidance and increased product life cycle is important. Building any corporate sustainable work 
frame needs a complete focus, team working, and global outlook towards success. The importance 
of working with sustainable measures is realized in the pleasure derived out of eco-friendly 
initiatives and revenue generation through proper utilization of the life-ended products to reengineer 
them back in the market. Any product or service is sustainable if it has good quality, safe to use-safe 
to dispose, fit to reuse and smart to sustain in the market. Adhering strictly to the measures of 
sustainability yields strong turnovers and reduces the burden on discovering newer ways to cater, as 
these initiatives have reinventions as by-products. 


SUPPLY CHAIN SUSTAINABILITY 


Machineries which are out-dated should be replaced with new emerging ones to save cost on 
compromises. A complete ‘material’ audit at frequent intervals help governing the inputs and cuts 
cost spent unnecessarily on worn outs. Sustainability report for every quarter should be made 
available along with the ‘quarterly reports’ to the shareholders. Saving Water and generating 
revenue from the water consumption and treatment help automotive and other extensive water 
using industries to be profitable. Environmental, human rights and quality of raw materials checked 
at the supplier ends ensures sustainable operations. 


Separate field of Supply Chain sustainability should be practiced with careful attention on the 
financial returns and future prospectus. The health care initiatives, ‘Returning to the Society’ 
initiatives gain importance because of the sentiments associated with sustainable operations. 
Reorganizing financial returns and distributing them over costs and risks makes contemporary 
revenue generation successful. Dealer and supplier viability in closed loop systems with mobility 
and opportunities to develop strategies in managing ‘use from the life-ended’ product and services 
are emerging market scopes to grow globally. Corporate responsibilities over climate change 
strategies are to emerge with increasing importance of ‘Corporate Social Responsibility’ in terms of 
emissions and warming. The sustainability report considers the information to make effective 
decision and judgements about the company’s attention on generating revenue with Sustainability 
initiatives. The Company’s commitments towards environmental, social and economic growth 
share the meaning of the purposes of financial significance in adapting sustainability as a significant 
source field. 


Identifying the Sustainable Business issues with issues identified and grouped as profitable and 
non-profitable relates the process to implementation. Issues are identified based on the sources as 
major external and internal with respective stake holders. For the sake of analysis, the report 
includes policies, strategies, performances, annual profit generated. To analyse the issues, specific 
inputs measured at various levels are to be presented with roadmaps to implement sustainability. 
Prioritization of issues with the frequency of occurrence, rated against the financial impact on the 
company in various classified time period mirrors the degree of concern. 


Each similar issue are grouped in a case with the degrees of dependency calculated and ratings 
are to be averaged and plotted on a defined sustainability matrix. Most profitable to social welfare 
ones are arranged in the matrix representing the company’s stand on the relative importance of such 
processes. Review of the analysis with the matrix is to be audited internally. Series of meetings 
following the review should take up the responsibility of preserving the interests of the investors in 
the sustainable initiatives. Both the analysis and review are work in progress aimed at exploiting all 
the possible sustainable revenue generation methods, which are not just discrete but are 
continuously overlapping with complex systems difficult to capture and to control. The 
understanding arrived at the matrix analysis is that; the issues mapped with the monetary terms 
placed in a two dimensional array makes the Business objective fruitful. The companies and 
organisations aggressively involving themselves in such measures should join hands in documenting 
the methodologies adopted for and should keep up the expectations to advance in the practice! 


METHODOLOGIES AND MEASURES 


Sustainable Operations is very important to encourage the concept of cradle-to-cradle (McDonough 
and Braungart 2000), this concept stands with employing the working strategies which are entirely 
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based on reuse and relocate the use. The process starts with implementing this right from the 
beginning of the product design. Mostly this process suggests ecological oriented product design and 
development. Sustainable Operations in relevance to the ‘cradle-to-cradle’ sustainability ensures that 
the wastage is minimized to the maximum possible by feeding them back as raw materials to be 
used in various other phases of the production process. This concept very suitably fits in the frame 
of using the ‘disposed automobile’ back as the raw material in fresh production. By this both the 
cost spent on procurement and processing reduces drastically. The Ecological stand up suggest the 
usage of both organic and inorganic wastages after proper treatments to be reused in the production 
process. This could be extended to the service sector too, where the cables, computers, technologies 
used and found out-dated could be suitably employed in a different perspective. 


Significantly Operations Management is moving from backend to the front, as an important 
force controlling and determining the business survival. This is the point, where properly managed 
business functionalities meet the sustainability factors. The wastage, reuse, reiteration 
methodologies should be made financially beneficial from every end of the business. Green ventures 
are not just environmental initiatives but profitable business, if employed with the right strategies. 
The Revenue generation should be made possible at every entry level of the product life cycle right 
from the production till reuse, closing the supply chain. Though our research projects on the 
possibilities of developing the working models based on the Sustainable measures, we are carefully 
arriving at the templates of ideas which could make wonders on proper application. As discussed 
earlier, Encouraging ‘dry’ measures in ‘Industrial Operations’ is a main field of upcoming Business, 
with ‘Water’ becoming scarce market commodity in the Globalized Economy. 


Making manufacturers produce a variety of related products with the main stream, making 
suitable production points involving suppliers to produce the spares within the vicinity of the 
mainline production, saves time, material and energy. The enhancement of sustainability as a 
measure of frequency in the design model’s recyclability and scale of usage is the best measure 
towards disposal regulation. Highlighting the policies to pay for sustainability and schemes to 
incentivize those associated with the measures of sustainability encourages recyclability. 
Concentrating on the reverse supply chain and closed supply chain for monetary benefits give the 
product design literature enhanced business profitability. The driver of sustainability allowing unit 
up-gradation, enhanced disposability, maximized product utilization categories, modular 
environmental initiatives, with Engineered Operation Management findings best fit the managerial 
practices. 


Uncertainties in any of the former discussions are within the scope of the research pedagogy and 
need to be analyzed and communicated along with the principal finding of facts and figures as a 
separate research interest including the opinions of research scholars, executives and senior 
management. 


BEHAVIOURAL SUSTAINABLE OM 


The Sustainability plans reflect at the overall corporate governance and they serve as the foundation 
of financial recovery. The plans of Sustainable Operations Management are the basic blocks of 
expansion in newer trends with improvements in performance levels. The revision of policies 
embodying the sustainable measures as the highlights on the progress and performance, commits 
management towards encouraging the title participation. The Basic working conditions in 
sustainability defines the corporate responsibility reflecting the expansion of scope in alignment with 
the ‘reuse, protect, recycle and remedy’ designs giving special representations on the business 
integrated with responsibility factors. 


The enhancement of guidance to the social responsibility and sustainable measures to the 
suppliers include the responsible sourcing from affected to the high risk areas making the extended 
scope of SOM with standard terms for all the stake holders of the supply chain with requirements 
across the functional and performance areas. The best practices and challenges regarding the human 
orientation with Sustainable measures concentrates on improvement of overall performances with 
respect to the active human capitalizations, begins with the implementation of Sustainable 
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operations mobility with uncompromised research factors. The service industry leverages the way to 
continue the lead in Sustainable Operations Management with psychometrical analysis of business 
practices going beyond the compliances focus with critical human factors included impacting the 
business process. 


As part of the research implementations, the review of identifying studies on factors relating 
human psychologies involved with the Operation Management levels becomes very important. To 
study phenomena of factors relevant to Sustainable Operations Management built on major Human 
factors could help identifying the behavioural assumptions in framing the Sustainable Operations 
Management analytical models. Identifying SOM problems with better understanding on 
behavioural lens, is maximized on work employing the experimental approaches, opening newer 
dimensions on dynamics important for work to be done in line with Behavioural SOM. A complete 
review of Behavioural perspective of Operations Management research is a best stream to 
understand the scopes of implementing the SOM measures right at the levels of production, supply 
chains, ordering decisions, till consumer participation. 


The Implementation of SOM becomes erratic and starts to swing in larger cycles, if not properly 
understood from a human perspective. After everything, any completely automated system needs 
twice the amount of human attention for its successful working, as it needs while it was majorly 
manual in operational processes. The cognitive limitations and abilities to coordinate argue and 
demonstrate the persisting effects on operational changes keeping other factors unit constant. 
Behavioural factors are best explored with the measures of psychological research, showcasing the 
parameters associated. The application of behaviour factors refer to the fundamental model of 
designing the perceptions assuming the suboptimal and biases over the experiences of SOM. 
Building on this work needs experimental investigation of enhancements and their day-by-day 
impacts with learning curves. The experiences and feedback are arranged for decisions which try to 
find relevancies in impacts optimally. 


The unifying experimental approach on behavioural impacts on Operation levels across business 
functionalities taken across industries and sectors arrange the subjects ordering in terms of 
profitability. The optimal goods and relative profit impacts observed over little or no change 
initiatives make the meaning of the study which is otherwise immeasurable. Behavioural Operations 
suggest that, the inter-firm dynamics arise when the interaction across the business and functional 
levels have potential behavioural implications representing a class of sequential decision making 
tasks. The best approach is suitably identified and the problems of economical decision making on 
evaluating the plausible heuristic models of human behaviour could be used as samples of 
experimental SOM research. Assumptions are generally avoided so that the point precisions allow 
researchers to explore the reasons of behavioural derivatives in the theories of product results and 
design treatments. Deviations are reduced by system dynamic models, which is an effective 
approach to model by ranking the quality of everyone associated with the SOM measures. 


Rejection ratios are marked and are populated with ecological, economical, organizational and 
operational strategies. The feedback system of integration influences the human behaviour 
modelling and they are very helpful in studying the operational-organisational improvement 
strategies. The Adept behavioural factors are to be exploited and the system dynamics revolve 
around the innovation, implementation and intrinsic factors. The potential useful for those factors 
are obtained with the interactions of result oriented conception within organization over a defined 
period of time. Exploring the psychological factors as the slope of success in SOM implementations 
causes effective product development, self-reinforcing human contribution making the phenomena 
of persistent development profitable and structural. 


To understand the human behavioural factors affecting the Operations Management’s 
sustainable measures, the interaction between the human, physical, social and psychological 
perspectives are to be understood. Significance in the behavioural operations research helps in 
finding the importance of deeper understanding of the link between behavioural and cognitive forces 
shaping the operating models with implications of design appropriate in Management best practices. 
Contributing to the behavioural operations research is by incorporating the cognitive techniques in 
SOM with strategies best framed to accomplish the goals. 
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These strategies analyse the SOM with importance on behavioural approaches. This inter 
disciplinary study brings the research very close to address the Operations Management in a 
sustainable future collaborated with common interests in environmental, social, psychological and 
operational parameters. Core of the analysis will remain majorly on Operations Management with 
sustainable measures and the psychological influences. This introductory research could optimize 
the interests in a broader view. 


SUSTAINABILITY GOVERNANCE PRINCIPLES 


Behavioural decision research is also very relevant to this analysis, where the OM research scholars 
make determinations on the challenges of behavioural operations in profitable decision making 
fashions. Legitimacy on these important phenomena is not just to experiment the possibilities of 
intellectual arbitrage, but developing concepts from one field coupled with the other. 


There are various insights with the related fields of management and psychology, but they are 
majorly on consumer behaviour, marketing and advertising, this is one of the mile stone efforts to 
throw the lime light on the possibility of studying Operations Management with psychological 
impacts integrated with sustainable measures. Thus for the methods of designing, improvising, 
exploiting the favourable factors, managing them with the complex operational functionalities, the 
psychological cognitive techniques are very helpful. Even planning the sunk costs, estimating policy 
fallacies, developing novel concepts in operations management are very helpful in analysing the 
environment with the respective psychological measures. 


Sustainability governance principles are coupled with ethics and charters relating each other’s 
point of views. Generally sustainable measures are to be publicly available with the careful isolation 
of revenue generative mechanisms. The Sustainability governance sets the framework of Directional 
principles. Significant business issues are addressed in a group or by forming suitable working 
committees. The Sustainability governance committee edits the Environment and public policy of 
the firm with principal scope on implementation regularities. The SOM assists the management in 
formulating and implementing the practices to foster the need of Sustainability in every frame of the 
functional initiatives. The SOM Governance means the ability of the firm to adopt and implement 
the SOM measures to encompass a better business model which creates value consistency with a 
long standing preservation and enhancement motives. 


Sustainability Matrix: 


Measures of Business and Potential Impacts of Sustainability 


Goals Risk and Cost 
Commitments re Management | 
Market place mee pall 
Regulation and Ee N 
: Stakeholders and 
challenges : 
Potential Impacts 


Business Objectives-Monetary-Benefits 


Diversified Inclusive 


Sustainable Operations 


Human-Production- 


Marketing Strategic 
Management 


Lifecycle Assessments- 


Employee/ Labour 


Core Competencies-Business Models 
High Concerns of Profitability -Sustainable Initiatives 


CONCLUSION 


Hence our research has put-forth some very important questions on ‘Sustainability’ ‘Operations 
Management’ with emphasis on various factors, majorly on Implementation driven with Cognitive 
behavioural concepts at the corporate levels. Hence we have used mechanisms to operate and better 
understand the broad scope alongside the societal issues which are both formal and informal. 
Among the numerous sustainability measures, ours are very important few which could be termed 
as a Standard protocol. 
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Indeed, this process of engaging people on the Sustainability reported, needs enormous planning 


and engineering, hence enhancing the capabilities of transformation and lead, in a number of areas 
with every stakeholder on the Sustainability Report deciding, using and profiting in line with key 
public interests and other issues of running a successful Business as a Leader. 
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Abstract—The supply chain reference manual (SCOR) divides the management of any supply chain into five processes, 

namely, plan, source, make, deliver, and return. Literature reveals that the return process has generally been more 
responsible than any other process for customer unhappiness. Though factors like scarcity of resources, competitiveness, and 
environmental requirements, make it mandatory for supply chains to adopt reverse logistics practices, there still remains a 

need to focus more on it. Academicians as well as practitioners have been addressing the various issues pertaining to the 
management of reverse logistics. This paper attempts to gather and present the contributions of the previous researchers on 

this subject and identify the future direction of research by classifying the available relevant literature on the basis of 
identified major issues; industries that have been more frequently studied; and the contribution of academic journals and 
magazines. The researches published during the last three decades have been scanned for this purpose using the various 
databases. Findings suggest that there is a positive shift in academecians’ as well as practitioners’ focus towards this much 

ignored discipline. 


Keywords: Returns Management, Reverse Logistics, Reverse Supply Chains, Recalls, Product Withdrawl 


INTRODUCTION 


Existing literature on the supply chain management (SCM) indicates that most of the researches in 
this area focus on the forward flow that transforms raw materials to final products, from suppliers to 
end customers rather than the reverse one. The movement from end customers to suppliers in the 
opposite direction (generally known as reverse logistics) has received much less attention. According 
to the Reverse Logistics Executive Council (http://www.rlec.org), reverse logistics (RL) is “the 
process of planning, implementing, and controlling the efficient, cost effective flow of raw materials, 
in-process inventory, finished goods and related information from the point of consumption to the 
point of origin for the purpose of recapturing value or proper disposal.” 


For years, returned merchandise had been generally viewed as a headache for the seller. But 
here starts the role of reverse logistics which has received growing attention in the last decades due 
to a number of factors; competition and marketing motives, direct economic motives, legilation and 
concerns with the environment are some of the important of them. Reverse logistics is important for 
the following situations: 


e Return of goods from customer for non-performance. 

e Short term retail returns. 

e Returns sent to manufacturer for repairs/ refilling. 

e Reusable containers/ packages. 

e Return of inputs not used by manufacturer/ Goods not sold by distributor. 
e Exchange of new products for the older ones. 

e Goods sent for up gradation/ Modification. 

e Recycling of products. 


Reverse Logistics covers a wide range of industries, including electronics and personal 
computers, automobile, chemical, food, pharmaceutical, publishing, and so on. For example, the 
electronics and personal computers manufacturing companies are involved in dealing with the 
recovery of end-of-life components and many product recalls. According to International 
Association of Electronics Recyclers (http://www.iaer.org), hundreds of millions of electronics 
products that contain various hazardous materials (e.g., lead and mercury) are scrapped in US every 
year, and industry leaders like Apple, Dell, and Sony just voluntarily begin take-back programs. 
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Owing to the existing liberal return policies set up to survive the fierce market competition, return 
rates are ranging from 5% to 50% in many industries (Rogers and Tibben-Lembke, 1999). 


Actions generally involved in the reverse logistics practices are collection, combined inspection/ 
selection/ sorting, reprocessing (repair/ refurbishing/remanufacturing/ retrievals/ recycling/ 
Incineration)/ direct recovery (reuse/ resale), and redistribution. The implementation of these may 
be a risky endeavor for the top management as it involves financial and operational implications, 
which determine the performance of the company in the long run. The current section dealt with a 
brief introduction to the concept and importance of reverse logistics, the subsequent section deals 
with the review of selected studies on the key issues studied most often in the available literature. 


REVIEW OF PREVIOUS STUDIES 


More and more businesses are looking to grow their reverse logistics capabilities in global market 
(Grabara & Garbara, 2010). Tibben-Lembke (2002) found that many companies were just beginning 
to understand the importance of Reverse Logistics. Optimum allocation of resources could make 
Reverse Logistics more effective and efficient by developing innovative approaches 
(Richey et al., 2005). 


Receiving returns, reconditioning/ refurbishing, recycling/ material reclaiming, salvage, 
remanufacturing, discount/outlet sales were the reverse logistics activities studied by Halim et al, 
(2011). International legilative liabilities, national legislative liabilities, competitive reasons, gaining 
cost advantage, competitors’ strategies and customers’ wish to change the product were the key 
drivers for companies for the implementation of reverse logistics program (Erol et al., 2010). Ravi 
and Shankar (2005) examined some potential barriers preventing the successful implementation of 
reverse logistics which included lack of awareness of reverse logistics, lack of commitment by the 
top management, problems with product quality, companies’ policies, lack of strategic planning, 
lack of efficient information and technological systems, financial constraints, resistance to change 
for activities related to reverse logistics, lack of appropriate performance metrics, lack of training 
related to reverse logistics, and reluctance of the support of dealers, distributors and retailers. They 
divided all the explored barriers into two major group of barriers i.e. driving barriers and 
driven barriers. 


New/ improved product, enhanced competitiveness, caught up with competitors, improved 
customer relations, enhanced credibility/ prestige and quick response to change are some of the 
major benefits of reverse logistics (Halim et al., 2011). Li & Olorunniwo (2008) visited checked a 
variety of performance metrics, including profit, sales, cost, customer satisfaction, delivery, forecast 
accuracy, returns percentage, defectives, order management, product variety and offering, inventory 
turns, feedback, etc. The researchers reported that the most common reason for returns is-customers 
change minds and companies overstock. 


OBJECTIVES & METHODOLOGY 


The current study has following three broad objectives; to classify the available literature on the 
basis of Issues largely covered, to classify the available literature on the basis of Industries covered 
and Journal of publication, and to illustrate the growing attention of researchers in the field of 
reverse logistics. For the collection of research papers, the search procedure was as follows. We 
inspected the Science Citation, various online libraries and several other databases like Inderscience, 
Jstor, Ebsco, Emeraldinsight, SSRN, Proquest, explored the available literature with the help of 
various search engines like Google, pdfsearchengine, freeebook, toodoc.com etc. Using the 
combination of key words like Supply chain management, Logistics management, forward logistics, 
green logistics, reverse logistics, closed loop supply chain, reverse supply chain, reverse logistics 
activities, drivers of reverse logistics, barriers for reverse logistics, benefits of reverse logistics 
implementation, factors affecting reverse logistics, reverse logistics network design, outsourcing in 
reverse logistics, managing the product returns, reverse logistics for value recovery, disposal 
practices and environmental deterioration, IT for reverse logistics etc. 
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Following this search process, we were able to find out a total of 224 (Two Hundred Twenty 
Four) titles which, in one way or the other, seemed to serve our purpose. For the purpose of 
reviewing the literature, we selected few out of these 224 titles on the basis of their relevance to 
reverse logistics (More relevant) and these selected papers were then classified using four different 
criterion; period of study, publishing journal, industry studied and issues covered. 


To find out the researcher’s attention pattern, we have divided the entire research stuff into 
seven different time periods like publications of the time period; till 1985, 1986-1990, 1991-1995 
and so on. The research publications which didn’t mention the year of their publication were 
eliminated at the initial stage of selection. The papers in the different tables are mentioned with the 
same codes/serial numbers at which they appear in the reference list. We have done so to keep the 
entire research paper within a manageable space. 


CLASSIFICATION OF AVAILABLE LITERATURE 


As we have already mentioned in the very beginning of this work that for the purpose of reaching at 
some concrete conclusions, we have classified the collected literature after sorting the same on the 
basis of its relevance to reverse logistics. For classification, we didn’t apply any single criteria. To 
get multidimensional overview of the same topic, we have classified it on the basis of major issues 
discussed/ examined, time period during which these studies were conducted, industries that were 
more often studied and the journals quoted along with their respective frequencies. 


The major issues/ points of discussion in the available literature include definition & concept of 
reverse logistics, reverse logistics activities/ practices/ process, drivers, barriers/ challenges, 
benefits, performance, factors affecting Reverse Logistics, quantitative/ mathematical models for 
reverse logistics, reverse logistics network design, closed loop supply chain, outsourcing and reverse 
logistics and other concepts (Table 1). 


Table 1: Major Issues of Reverse Logistics 


S. No. Issues RESEARCH PAPERS/ ARTICLES 
1 Definition & Tibben-Lembke & Rogers (2002), Rogers et al., (2002), Wu & Cheng (2006), Srivastava & 
Concept Srivastava (2006), French & Discenza (2006), Fleischmann et al., (2004), Gandolfo & 
Sbrana (2008), Venkatesh (2010), website ref, Tan et al., (2011), Kabir (2013) 
2 Reverse Logistics | Meade & Sarkis (2002), Erol et al., (2010), Li & Olorunniwo (2008), Hanafi et a/., (2008), 
Activities/ Kumar et al., (2009), Chan & Chan (2008), Hsu et a/., (2009), Brito et al., (2004), Juan et 


Practices/ Process | al., (2005), Fleischmann et al., (2004), Li & Olorunniwo (2007), Rogers & Tibben- 
Lembke. (1999), Koetz et al., (2004), do Valle et al., (2009), Dhanda & Peters (2005), 
Satiko et al., (2006), Verstrepen et al., (2007), De Koster et al., (2002), Triantafyllou & 
Cherrett (2009), Khan & Subzwari (2009), Halim et al., (2011) 

3 Drivers Lau & Wang (2009), Erol et al., (2010), Mollenkopf et a/., (2007), Chan & Chan (2008), 
Brito et al., (2004), Rogers & Tibben-Lembke (1999), Zaientz (2000), Verstrepen et al., 
(2007), Akdogana & Coskunb (2012) 

4 Barriers/challang | Lau & Wang (2009), Erol et a/., (2010), Tan et al., (2003), Chan & Chan (2008), Rogers & 


es Tibben-Lembke (1999), Ravi & Shankar (2005), Janzen & Rosier (2008), Gonzalez-Torre 
et al., (2010), Abdulrahman et al., (2012), Halim et al., (2011) 
5 Benefits Ritchie et al., (2000), Olugu & Wong (2011), Halim et a/., (2011) 
6 Performance Meade & Sarkis (2002), Li & Olorunniwo (2008), Clendenin (1997), Daugherty et al., 


(2003), Richey et al., (2005), Autry et al., (2001), Autry (2005), Biehl et al, (2007), 
Yellepeddi (2007), Li & Olorunniwo (2007), Verstrepen et al., (2007), Bernon et al., 
(2011), Olugu et al., (2010) 

7 Factors affecting | Lau & Wang (2009), Knemeyer et al, (2002), Chan & Chan (2008), Dowlatshahi (2000) 
Reverse Logistics 
8 Quantitative/ Tan & Kumar (2006), Stuart (2005), Walther & Spengler (2005), Mukhopadhyay & 
Mathematical Setaputra (2006), Kannan (2009), Fleischmann et al., (2003), Toktay et al., (2003), 

Models Mostard & Teunter (2002), Ketzenberg et al., (2004), Schuldenfrei & Shapiro (1980), Pati 
et al., (2008), Umeda (2003), Zarei et al., (2010), Sun et al., (2006), Dat et al., (2012), Chiou 
et al., (2012), Hong & Ke (2011), Bernon et al., (2011), Xi & Wen-qi (2012), Nagurney & 
Toyasa (2005), Tuzkaya et al., (2010), Ravi et al., (2005) 


Table 1 (Contd.)... 
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...Table 1 (Contd. 
9 Reverse Logistics | Srivastava (2008), Fleischmann et al., (2003) 

Network Design 

10 Closed Loop Clendenin (1997), Grant & Banomyong (2010), Schultmann et a/., (2003), French (2002), 

Supply Chain Kumar & Craig (2007), Kumar & Yamaoka (2006), Olugu 

et al., (2010) 


11 Outsourcing Erol et al., (2010), Kannan (2009), Ordoobadi (2009), Verstrepen et al., (2007) 

12 Reverse Logistics | Van Hoek (1999), Tibben-Lembke (2002), Jahre (1995), McKinnon & Ge (2006), Jack et 
and other al., (2010), Sharma et al., (2006), Ravi & Shankar (2006), Breen (2006), Le Blanc et al, 
concepts (2004), Iannone et al., (2007), Haas (1998), Louis (1996), Lee (2009), Lehtinen & Poikela 


(2006), Yoo & Park (2009), Grabara & Grabara (2010), Chaves & Alcantara (2006), Chan 
et al., (2010), Graeml & Peinado (2011), Venkatesh (2010), Chou. (2004), Gonzalez-Torre 
& Adenso-Diaz (2006), Kim et al., (2011) 


As it is clearly visible from the Table-2 that either there was no study conducted till 1990 except 
one or the studies which were conducted till this time didn’t mention the year of publication. Since 
there were 59 such research papers which didn’t mention the year of their publication, its likely that 
some of these studies might belong to this early period of up to 1990s. After having a quick glance 
on Table-2, one can easily infer upon the point that this field is not old enough to be ignored. 
Studies pattern clearly shows that with the passage of time, this field is gaining more and more 
attention of researchers. 


Table 2: Classification of Publications over a Period of time 


S. No. Period F Serial Number in Reference List 

1. Up to 1985 1 48 

2. 1986-1990 0 

3. 1991-1995 1 20 

4. 1996-2000 9 1, 2, 9, 49, 55, 56, 60, 61, 62 

5. 2001-2005 29 4, 5, 8, 10, 16, 17, 19, 22, 23, 24, 25, 38, 39, 40, 41, 42, 43, 44, 

45, 47, 50, 54, 64, 68, 73, 86, 89, 93, 99 

6. 2006-2010 49 3, 6, 7, 11, 12, 13, 14, 15, 18, 21, 26, 27, 28, 29, 30, 31, 32, 33, 

34, 35, 36, 37, 46, 51, 52, 53, 57, 58, 59, 63, 65, 66, 67, 69, 70, 
71, 72, 74, 75, 81, 83, 84, 87, 88, 92, 94, 95, 96, 98 
7. 2011-till now 17 76, 77, 78, 79, 80, 82, 85, 90, 91, 97, 100, 101, 102, 103, 104, 
105, 106 
Total 106 


After looking at Table-3, which mentions the names of all those industries which were relatively 
more often studied with respect to reverse logistics and its related activities, one can easily find that 
most of the research papers are general in nature; since the total research papers scanned for this 
purpose were 106, and this table only includes around 31 research papers. 


Also the most studied industry was Electronics and Electrical Appliances, then retail, 
automobile and its aftermarket, paper and publishing, and chemical & pharmaceutical follow it in 
respective orders. One of the possible reasons for its gaining more attention of researchers seems to 
be the introduction of WEEE regulations in European countries in 2005, after which other countries 
and states also paid due attention to the safer after use disposal of electronics and electrical 
appliances. 


Table 3: Classification of Publications According to the Industries 


S. No. Industry F 
1. Electronics and Electrical 26 3, 11, 12, 16, 18, 22, 23, 32, 33, 38, 53, 59, 64, 68, 78, 79, 80, 
Appliances (computer, mobile) 82, 83, 87, 90, 93, 94, 97, 99, 106 
2 Retail & Catalogue retailing 12 4,17, 19, 25, 27, 37, 72, 85, 86, 89, 95, 96 
3. Automobile and aftermarket 11 10, 24, 45, 50, 62, 70, 76, 77, 84, 88, 91 
4. Paper and Publishing 5 14, 28, 29, 42, 52 
5 Chemical and Pharmaceutical 5 1, 30, 98, 102, 103 
6 General 31 2,5, 6, 7, 8, 9, 13, 15, 26, 34, 35, 36, 39, 40, 43, 44, 48, 49, 57, 
58, 60, 61, 63, 65, 67, 71, 74, 75, 100, 101, 104 
7: Others 16 20, 21, 31, 41, 46, 47, 51, 54, 55, 56, 66, 69, 73, 81, 92, 105 
Total 106 
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If we look at the Table-4, we will notice that again there were some studies that didn’t mention 
their source of publication. “International Journal of physical distribution and _ logistics 
Management” is quoted most of the times followed by “Supply Chain Management; An 
International Journal”, “The International Journal of logistics Management”, “Interfaces (USA)” 
and “Journal of Economic Literature”. 


Table 4: Most Referred Journal on the Basis of the Number of Publications 


S. No. Journals/Databases F Serial Number in Reference List 
1. International Journal of physical distribution and 15 13, 14, 15, 16, 17, 18, 19, 20, 21, 22, 23, 24, 
logistics Management 25, 26, 27 
2) Supply Chain Management; An International 7 1, 2,3, 4,5, 6, 7 
Journal 
3. ProQuest Database 7 53, 54, 55, 56, 57, 61, 88 
4. The International Journal of logistics 5 8, 9, 10, 11, 12 
Management 
Di Interfaces (USA) 4 38, 47, 48, 49 
6. Journal of Economic Literature 4 40, 41, 43, 67 
Ts Management Research News 3 34, 35, 36 
8. Procedia-Social and Behavioral Sciences 2 79, 101 
9. Conference Proceedings & Reports 14 45, 46, 58, 59, 60, 62, 68, 72, 74, 77, 94, 104, 
105, 106 
12. Other 45 28, 29, 30, 31, 32, 33, 37, 39, 42, 44, 50, 51, 
52, 63, 64, 65, 66, 69, 70, 71, 73, 75, 76, 78, 
80, 81, 82, 83, 84, 85, 86, 87, 89, 90, 91, 92, 
93, 95, 96, 97, 98, 99, 100, 102, 103 
Total 106 
Conclusion 


For all of us, reverse logistics is not anything new as far as its practice is concerned. For ages, we 
have been practicing it; be it the return of our purchased items before their use or after their use, be 
it the return of reusable containers, or be it the disposal of our useless articles. So either in one form 
or the other, it had been with us. The only thing new is its emergence as a separate/integrated field 
of knowledge. 


This study was also an attempt towards scanning the previous work done in this particular field. 
For this purpose only, we explored several databases with different-different keywords. This 
extensive search process dig for us a sufficient number of relevant publications which were then 
classified into four broad categories for the purpose of having a meaningful review. For each of 
these categories, we reported the findings of few important studies along with mentioning the names 
of other key contributions. We also classified the available literature on the basis of the time period 
(Year of Publication), the Industries visited more often and the referred Journals based on their 
frequencies. 


We found that this concept had been undoubtedly in existence since the time immemorial as far 
as its practice is concerned. But if we talk of it as a subject of research work, it started gaining 
attention after 1990s and now days, it has become more popular partially due to the enforcement of 
environmental regulations. More and more researchers are attracting towards this emerging field of 
knowledge. Electronics and electrical appliance industry was the most discussed industry 
throughout the available literature and the “International Journal of physical distribution and 
logistics Management” was the most referred journal. 


To conclude, we can say that the concept of reverse logistics is not one-dimensional rather it is a 
multi-dimensional concept having a lot of scope for exploration and re-exploration. Researchers 
have a lot of options to work upon. Since most of the researches are from industry, this field lacks 
academic research. 


On the basis of the findings of this study, first thing is that there is an urge of academic research 
in this emerging discipline of knowledge. There is a lack of empirical and industry specific literature 
in this field. So, researchers need to focus more upon the empirical studies highlighting the issues of 
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any particular industry. There are industries where reverse logistics is regularly practiced but are 
ignored in literature e.g.; reusable containers. 
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Abstract— 
Purpose: To examine the present status of warehousing sector in India and particularly in Punjab state. 


Design: Data has been collected from secondary sources. The paper presents current scenario of warehousing sector in India 
and in Punjab. Further, it identified major problems of this sector. Lastly, it presents recommendations and conclusion. 


Findings: The findings indicate that warehousing sector is facing various problems like storage of foodgrains in open space, 
inefficiencies in process, lack of standardization, poor infrastructure, high cost of credit, unspecified norms and capacity, 
poor management, lack of trained manpower, poor cold storage facilities etc. 


Managerial Implications: The paper emphasized the imperative need of government’s active role in solving the problems 
faced by warehousing sector e.g., by providing loans, proper and hygienic storage space, private sector participation etc. 


Limitations: The findings of paper are based on secondary sources of data only. Further, state wise the findings are limited 
to only Punjab state and these might not be applicable for all states. 


Keywords: Warehouse, Punjab, Punjab State Warehousing Corporation (PSWC) 


INTRODUCTION 


With the specification in the pattern of cropping and development in irrigation facilities and 
improved seeds, the need for organized marketing and scientific storage has now become more 
important. In this regard, warehousing became the most vital component in agriculture related 
activities (Abhay, 2011). Warehousing refers to a scientifically planned infrastructure for orderly 
accommodation and handling of goods and materials (Mishra & Misra, 2005). Its main purpose is 
to render storage facilities to agricultural yield, fertilizers, agriculture equipments or other 
agricultural products (Batra, 2007). Besides providing traditional storing services, warehouses now a 
days also provide value-added services such as integrating and separating of cargo, labelling, 
packing, product coding etc’. It plays a crucial role in promoting agricultural marketing, rural 
banking and financing and earning food security in the country. 


Basically, there are three major agencies in public sector which are presently constructing 
warehousing capacity for storage purpose on a large scale. These three agencies are Food 
Corporation of India (FCI), Central Warehousing Corporation (CWC) and State Warehousing 
Corporation (SWC)’. The FCI was established under Food Corporation Act, 1964 to provide 
assistance to the farmers for the proper distribution of agricultural produce all over the country for 
Public Distribution System (PDS) and to preserve the adequate level of operational and buffer 
stocks of foodgrains. CWC was established by government of India in 1957 to provide logistics 
support to the agricultural sector. Lastly, SWCs were set up in the various states of the India. 


LITERATURE REVIEW 
INTERNATIONAL STATUS 


Baloch et al., (1994) investigated the post harvest losses with emphasis on storage losses at farm and 
public sectors in Pakistan. They found that 52 Per cent losses took place during storage at farm level 
and losses at public sector were found to be 35 Per cent. Tompkins & Smith (1998) found that main 
problem in the warehouses was the use of old and conventional methods which were mostly 


‘Retrieved from http://www.indiabiznews.com/?q=node/2283 on 25th, August, 2013. 
*Retrieved from www.world-agriculture.com on 13th June, 2013. 


862 / Research and Sustainable Business 


obsolete. The result is very slow material movement and increased overall inventory holding costs 
and operating costs. Ittmann & King (2010) observed logistics environment in South Africa and 
found that South Africa faces inherent challenges in the logistics industry. They found that cost of 
logistics as percentage of GDP was too high. Zuraimi et a/., (2013) examined the current logistics 
infrastructures in Malaysia. The study found that logistics infrastructure were not well occupied and 
were facing constraints and challenges like financial issues, ability of management, people attitude, 
shortage of manpower, lack of manpower skill, insufficient facilities, road congestion, limited space, 
and insufficient feeder vessels. 


NATIONAL STATUS 


Singh (2002) assessed food grain losses in Punjab and found that mostly traditional practices of 
storage were used in storing food grains and about 94 Per cent of the farm had metal bins for storage 
of foodgrains in Punjab in the year 1999-2000. Ashwani (2005) investigated the constraints faced by 
cold storages in Hyderabad. The list includes high power charges, high rate of interest, paucity of 
working capital, risk of damage, lack of awareness among the users and lack of demand by the 
users. The study recommended that government should supply electricity at concessional rates to 
cold storages and it should also provide education and proper training to farmers. 


Patil (2007) studied various problems faced by farmers at Karnataka SWC and found that about 
48 to 60 per cent of farmers had problems of high storage cost. Other problems they were facing 
include lack of awareness, price fluctuation, technical problems like maintenance, inadequate 
technical supervision etc, that were not present in case of private warehouses. 


Karthikeyan et al., (2009) observed the traditional storage practices adopted by the farmers of 
Tamil Nadu. Due to these practices, the insect infestation was often a less serious problem. 
Rajkumar & Jacob (2010) assessed the logistical practices of vegetable marketing in Chennai. 
Findings revealed that the major constraints were poor transportation facilities, non availability of 
large scale cold storage, non availability of credit facility, no clear policy guidelines from the 
government and small farmers operating in isolation. 


Dhiman & Rani (2011) studied the status of agro based units in the Patiala and found that these 
industries were facing several problems like infrastructural, lack of proper skills, lack of technology, 
lack of financial assistance, improper marketing channel, high degree of breakdown of finished 
produce and non availability of research lab for quality control etc. Sharma & Singh (2011) found 
that major reasons behind the post harvest losses in Uttarakhand were absence of awareness among 
farmers, lack of proper grading system, lack of suitable packaging, absence of storage space and lack 
of transportation equipments. 


OBJECTIVES OF THE STUDY 
1. To examine the present status of warehousing sector in India and particularly in 
Punjab state. 
2. To identify the problems faced by the warehousing sector. 


3. To suggest suitable recommendations to conquer these problems. 


RESEARCH METHODOLOGY 


Data has been collected from various secondary sources like the Report of working group on 
Warehousing Development & Regulation for the Twelfth plan period (2012-17), Report of 
Comptroller & Auditor General of India on Storage Management & Movement of Foodgrains in 
Food Corporation of India (FCI), 2013, Report of Punjab State Profile, PHD Chamber 201 letc. 


NATIONAL SCENARIO OF WAREHOUSING SECTOR 


Warehousing sector holds an important place in supply chain management and for production 
oriented industries. The warehousing industry in India is largely managed by unorganised sector. 
Majority of these are traditional warehouses with an approximate size of less than 10,000 square 
feet, equipped with poor infrastructure and lacking in standards & specifications leading to high 
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puferage and losses. There are only about 7-8% of modern warehouses with an approximate size of 
less than 50,000 sqft, equipped with racking systems, palletization and standardization. There are 
about 3—4% of logistics hubs, logistics parks and multi modal logistics parks in India. Of the total 
warehousing space, almost 82% is not mechanized. However, those that are mechanized have just 
forklifts or hydraulic hand pallet trucks. Only 30% of the industry outsources warehousing function 
in India, as against 76% globally. Most of them cater to their warehousing requirements through 
their own assets and investments. Until 2006, manufacturers maintained their own warehouses for 
stock transfers to avoid taxation on inter-state sales under Central Sales Tax (CST). 


Realizing the significance of this sector, the government has introduced a few measures for the 
development of the warehousing market. The implementation of Goods and Services Tax (GST) is 
hoped to wipe out the inefficiencies of the complicated tax system. Apart from standardizing the 
rates across the nation, it will promote the discontinuation of the practice of various corporations of 
having their own warehouses in various states. Further, the enactment of Warehousing Regulation 
and Development Act (WRDA), 2007, setting up of Free Trade Warehousing Zones (FTWZs), 
private investment in logistics parks and other developments in infrastructure like the Dedicated 
Freight Corridors are supposed to upgrade the possibility of excellent warehousing facilities in 
India. (Lakshmi, 2013). 


WAREHOUSING SCENARIO IN PUNJAB STATE 


Among all the Indian states, Punjab is predominantly an agrarian state and is popularly known as 
food bowl of India. Punjab stands at second position at all India level in terms of foodgrain 
production’. Punjab is known as ‘little big state of India’. Little because it occupies just 1.5 Per cent 
area of the nation and big because about 2/3" of the foodgrains that is obtained yearly in our 
country arrives from this state. In addition, around 95% of the foodgrains that are transported 
interstate to provide food to shortfall areas under PDS are the grains produced in this state*. Major 
crops that are grown in Punjab are wheat, paddy and sugarcane. There are five major government 
procurement agencies in Punjab namely, Punjab Grain Procurement Corporation Ltd. 
(PUNGRAIN), Punjab State Civil Supplies Corporation Ltd. (PUNSUP), Marketing Federation 
Ltd. (MARKFED), Punjab State Warehousing Corporation (PSWC) and Punjab Agro Industries 
Corporation Ltd. (PAIC). All these five agencies are operated by Food Corporation of India (FCI). 
All these agencies are facing the problem of proper storage. Mostly they store their stocks in the 
open lane, roads of existing godowns, which are not free from natural vagaries and theft. During the 
current rabbi season 2012-2013, the procurement of the expected arrival of wheat was 115 lakh 
tonnes and godowns were yet occupied with 68 lakh tonnes of wheat and 48 lakh tonnes of paddy of 
the previous year, and there was no additional space to store more food grains. Due to these sorts of 
situations every year approximately 15—20 Per cent of food grains got wasted or remains not fit for 
human consumption’. 


PUNJAB STATE WAREHOUSING CORPORATION (PSWC) 


PSWC is one of the biggest state warehousing corporation in India. It was originally established in 
1958 for the purpose of warehousing of agrarian produce and other commodities under the 
agricultural produce and other notified commodities under the Agricultural Produce (Development 
and Warehousing) Corporation Act, 1956 eventually revoked by Warehousing Corporation Act, 
1962. It is also the first warehousing corporation that acquires ISO 9000 certificate. It offers globally 
accepted concept of containerization in Northern India and has maintained 62.50 lacs MTs of 
storage capacity till 2011-2012 which include 52.20 lacs MTs covered capacity and 10.30 lacs MTs 
open capacity which is more than 1/3" of the capacity available with all the SWCs in the country, if 
put together, and it is also the 2™ largest Container Freight Station (CFS) operator in the northern 
India. It has strategic locations of warehouses across entire state of Punjab. 


3A Report of Punjab state _ profile, PHD chamber Research bureau Retrieved from 
http://www.phdcci.in/admin/userfiles/file/Research-Bureau/Punjab.pdf on 15th august, 2013. 

“Retrieved from www.punjabgovt.nic.in on 5th Aug, 2013. 

Retrieved from http://www.thehindu.com/opinion/lead/the-wheat-mountains-of-the-unjab/article2006933.ece on 6th 
August, 2013. 
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PROBLEMS OF WAREHOUSING SECTOR 

STRATEGIC CHALLENGES 

Infrastructure 

One of the major problem in providing efficient warehousing facility is the lack of quality 


infrastructure. It means lack of superior national highways, interstate roads, and jam free roads in 
city areas. 


Land Availability 


Non availability of suitable and economical land for setting up of warehouses is another problem of 
this sector. 


Lack of Standardization 


Another major concern in warehousing sector is lack of standardization. The need of warehousing 
comes from various different sources with variety of requirements. Usually the firms have to invest 
further in altering space according to their needs. 


High Cost of Credit for Warehouse Construction 


Lack of availability of sufficient credit at economical rate is another challenge the warehousing 
sector is facing. Because the key players in this sector are either small scale or medium-sized 
entrepreneurs, as a result they are unable to provide security for obtaining credit. According to the 
Report by PWC (2011), the cost of capital of a classic warehousing player within India can be 
between Rs 700-Rs 750 million. 


Complex Tax Regime 


Due to slowdown in the enforcement of GST and the prevailing complicated structure of transport 
and sales taxes has prevented the formation of centralized distribution centre or hubs at the 
national level. 


Lack of Finance 


Warehousing is a capital intensive sector, thus the breakeven period can be longer. Moreover the 
banks and other financial institutions perceive high risks due to this sector’s unorganized nature. 


Failure of Power 


Shortage of power throughout the year creates problems especially for cold storages because it 
results in lot of wastages. 


STORAGE RELATED CHALLENGES 

STATE OF INLAND CONTAINER DEPOTS (ICD)/ CONTAINER FREIGHT STATIONS (CFS) 

The ICD/ CFS infrastructure available for EXIM trade is inadequate. The land requirement for 
setting up ICD/ CFS at an appropriate place is difficult to arrange as several hurdles have to be 
cleared in the consolidation of land. As a result many logistics companies with an interest in setting 
up ICD/ CFS eventually fail to do so, mostly on account of lack of land availability at an 
appropriate place. 


POOR STATE OF WAREHOUSING 


Majority of the warehouses are suffering from the problem of leakage, in other words, they are not 
leak-proof. In addition, they are not well equipped with proper security arrangements. 
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POOR COLD STORAGES FACILITY 


There is a demand supply mismatch in the provision of this facility. There is a lot of demand for 
cold storages from various sectors like farm sector, chemical sector, retail sector, pharmaceutical 
sector etc. However, about 60% of cold storage space is occupied by only potato crop. 


OPERATIONAL CHALLENGES 
LACK OF TRAINED MANPOWER 


A shortage of manpower is always observed in the warehousing sector. There are various reasons 
for this shortfall like not so good pay packages as desired by professionals, pitiable working 
conditions, lack of perks, better other career options etc. 


LOW LEVEL OF TECHNOLOGY 


Technology wise, apart from some exceptions, warehousing sector is far behind than other sectors. 
This low level of technology acts as a big hurdle in the fast development of this sector in our 
country. For instance, use of latest technologies is important for efficient storage, management and 
supervision of goods. 


LACK OF EFFICIENCIES IN PROCESSES 


It refers to lack of standardized techniques, methods, procedures, processes etc. in efficiently 
operating warehouses. For instance, an ad-hoc approach is always adopted for the loading, 
unloading, storing etc. of the goods. In the end, these all leads to wastages and rise of cost in 
operating a warehouse (Nath, 2011). 


RECOMMENDATIONS 
PROVISION OF LOANS 


Banks/ financial institutions should design customized products to meet the specific requirements of 
this sector. Loans provided for setting up warehousing infrastructure must be classified as direct 
agricultural loans under priority sector lending norms and be made available below the base rate 
declared by the banks. As per Union Budget 2013-14 an amount of Rs 5000 crore will be provided 
to NABARD for financing, building warehouses, godowns, cold storage etc.°. 


PROVISION OF STORAGE SPACE 


Government through NABARD may also consider providing an interest incentive, which will bring 
down the cost of funds by at least 4-5 per cent per annum. Term lending institutions, like 
NABARD should be allowed to lend directly without any intermediaries. 


PROVISION OF LICENSING 


No warehouse should be provided any subsidy unless it is licensed/ accredited by WDRA. Capital 
subsidy for private companies under Agriculture Marketing Infrastructure, Grading and 
Standardization (AMIGS) must be revised upwards to 40 per cent of the overall price of project cost 
and the ceiling of Rs 50 lakh be revised to Rs 3 crore, so that large facilities can be build under the 
hub (Rai, 2011). 


PROVIDE CONCESSIONAL RATES 


Government may also consider providing agri-industry status to warehousing industry and state 
governments should provide concession in water, electricity, stamp duty, and any other municipal 
charges or rents. 


HYGIENICALLY GOOD INFRASTRUCTURE 


Provision of clean and hygienically good godowns is very much essential especially for storing 
eatables commodities. 


°Retrieved from http://indiatoday.intoday.in/story/union-budget-2013-14-full-text-of-chidambaram-budget- 
speech/1/252048.htmls on 15", October, 2013. 
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PROMOTE NEGOTIABLE WAREHOUSE RECEIPT (NWR) SYSTEM 


It is a legal document introduced in 2007 under WDRA. It is provided by a warehouse which 
guarantees the presence of a particular quantity of commodity stored in the warehouse and it will be 
delivered to the bearer or on the order of any person named on such receipt. 


INITIATE PRIVATE SECTOR PARTICIPATION 


The PHD Chamber (2013) emphasized that the government should consider the urgent need of 
fresh investment in warehousing sector. Further, the initiatives taken by private sector players, in the 
past, are not good enough. Thus, Private-Public Partnership (PPP) is desired to uplift this sector ’. 


SCOPE FOR FUTURE WORK 


The paper is based on secondary sources of data only. State wise, the paper is limited to Punjab state 
only. Thus, findings of the paper might not be applicable to all states. So, in future, the status of 
warehousing sector in other states of India or countries can be examined. 


CONCLUSION 


The paper discussed the status of warehousing in India and in Punjab. It identified various 
challenges like strategic, storage related and operational, affecting this sector. Lastly the paper 
recommended few measures for upgrading warehousing sector like provision of loan at concessional 
rate, proper storage space, provision of licensing, better and hygienic infrastructure, private sector 
participation etc. 
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Abstarct— The purpose of this paper is to determine if implementing project management software, specially Microsoft 
Project, would increase effectiveness of organization’s project management. Efective project management cannot assure 
100% quality, but poor management on noteworthy projects always brings failure. The work shows a case study on steel 
industry project for optimizing dispatch schedules & reduction in related cost. It also discusses about the strengths and 
methodology of Project Management Software. 
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INTRODUCTION 


The most daring task that any manager can execute is the management of a large scale project that 
prerequisites coordinating number of activities all over organization. A huge number of data & 
details must be out through in planning how to coordinate and execute all these activities, in 
producing a genuine schedule, and then in monitoring and controlling progress of the project. 


For planning and scheduling various activities, we use MSP or MSOP which is Project 
Management Software Program. It is made and sold by Microsoft. In the year 1987, a small external 
company had developed the first version of MSP. In 1988, Microsoft acquired this company. This 
brought the development in-house. In 1990, the finalized application hit the market. 


With the virtue of this application, the users are able to manage their projects effectively and 
efficiently. This software assures better experience with its visual aids and keeps project manager 
updated. It assures completion of projects on time without any fire-fighting and influences on total 
productivity of team and organization. The project managers are in condition to plan, manage and 
deliver their projects without much delay. 


LITERATURE REVIEW 


The review on above topic says that there is aappropriate void between Project Management in 
theory and practical companies in Project Management in companies daily works. Project 
Management is practice whose prominence has raised significantly over last few decades. The 
interpretation of Project Management varies visibly among project personnel and among different 
organizations and as an assumption in and between national thoughts. Companies that perform 
efficiently in areas are observed to identify success factors for implementing and criteria for action. 


OBJECTIVES 
There two very clear objectives: 
1. To determine delay in dispatch schedule. 
2. To minimize delay in project completion time. 
3. To improve production schedules by using very scheduling tools. 


METHODOLOGY 


The above objectives are achieved by using Project Management Software, using following 
methodology: 


1. Initiate a project. 

2. Plan and build a schedule. 

3. Track and monitor your project. 
4 


Close your project. 
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A CASE STUDY 


“Project 999” was received from overseas customer for a stitcher die set. The time frame was 24 
weeks. It was scheduled to be dispatched on Ist of July. But now on 17th July it is declared that it is 
ready for shipment. The Project was delayed by 17 days. Optimize the dispatch schedules to achieve 
above mentioned aims and objectives. 


ACTIVITIES WITH THEIR DURATIONS & PREDECESSORS 
Table 5.1: Shows Activities with their Durations & Predecessors 


ID Activity Duration Predecessors 

1 Order Recieved 1 

2 Request for quotation to vendor 2 1 

3 Recipt of quotation from vendor 2 2 

4 Techno/commercial assessment of quotation 4 3 

5 Clarification on techno/commercial issue 3 4 

6 Clarification Recieved 1 5 

7 Technically accepted order recieved 2 6 

8 Commercial negotiation with vendors 4 7 

9 Order placed 1 8 
10 Die manufacturing 74 9 
11 Manufacturing top and bottom plate 

12 Machining 10 8 
13 Manufacturingguards for pillars 

14 Fabrication 10 12SS 
15 Machining 8 8,14 
16 Assembly 3 9,11,13,15 
17 Testing 1 16 
18 Painting 1 17 
19 Packing 1 17,18 
20 Ready for dispatch 1 19 
21 Exiros appointment 2 20 
22 Export documentation 3 21 
23 Order dispatched 1 22 


RESOURCE AVAILABLE WITH THEIR STANDARD RATES 
Table 5.2: Shows Resource Availability 


0 |1| Resource Type Material | Lritials | Group | Peak | Max. | Std. Rate | Ovt. | Cost/ | Accrue at} Base 
Name Label Units Rate Use Calendar 

1 Project Work P 1 1 $10,000.0 | $0.00/ | $0.00 | Prorated 8*6 
Manager 0/day hr 

yi Die Vendor | Work D 1 1 $12,000.0 | $0.00/ | $0.00 | Prorated 8*6 
0/day hr 

3 Purchase Work P 1 1 $2,000.00 | $0.00/ | $0.00 | Prorated 8*6 
Engineer /day hr 

4 Design Work D 1 1 $3,000.00 | $0.00/ | $0.00 | Prorated 8*6 
Engineer /day hr 

5 Draftsman | Work D 1 1 $1,500.00 | $0.00/ | $0.00 | Prorated 8*6 
/day hr 

6 Assebly Work A 2 1 $1,500.00 | $0.00/ | $0.00 | Prorated 8*6 
Shop /day hr 

7 Fitter Work F 3 1 $1,500.00 | $0.00/ | $0.00 | Prorated 8*6 
/day hr 


Optimizing & Improving in Production Schedulein Steel Industries using Project Management Software / 869 


8 Helper Work H 2 1 $1,000.00 | $0.00/ | $0.00 | Prorated 8*6 
/day hr 
9 Quality Work Q 2 1 $2,000.00 | $0.00/ | $0.00 | Prorated 8*6 
inspector /day hr 
10 Painter Work P 1 1 $1,500.00 | $0.00/ | $0.00 | Prorated 8*6 
/day hr 
11 Labour Work L 4 2 $500.00/ | $0.00/ | $0.00 | Prorated 8*6 
day hr 
12 Gas Cutter | Material | shift G 0 $1,000.00 $0.00 | Prorated 8*6 
shift/da 
y 
13 Drilling Material | shift N 0 $3.000.00 $0.00 | Prorated 8*6 
Machine shift/da 
y 
14 Milling Material | shift M 0 $5.000.00 $0.00 | Prorated 8*6 
machine shift/da 
y 
15 Roring Material | shift R 0 $3.000.00 $0.00 | Prorated 8*6 
Machine shift/da 
y. 
16 Lathe Material | shift L 0 $1,000.00 $0.00 | Prorated 8*6 
Machine shift/da 
y 
17 Steel Plates | Material | shift ) 0 $40.00 $0.00 | Prorated 8*6 
kg/day 
18 Metal Strips | Material | 4 M 04/day $40.00 $0.00 | Prorated 8*6 
19 Crane Material | shift Cc 0 $500.00 $0.00 | Prorated 8*6 
shift/da 
y 
20 Sales Work ) 1 $1,000.00 | 50.00/ | $0.00 | Prorated 8*6 
Manager /day hr 
GANTT CHART VIEW 


After entering all the above necessary data in software set the calendar of project. The calendar in 
this project is of 8 working hours and 6 working days. To see the Gantt Chart view go to Gantt 
Chart options. 


c Tek = Fast Hare Derstcn | Start wruary ZL 


SB ocas 1B 
i = = Dreer Jecsived Lay Februsry 7, 1013 3-30 Al 
2 = 2ecuss! fer quottion co 2? de February §. 20135 3-00 AM 
vendor 
= 2ecpt of Quotsicoe from 2? dae February 11_ 7015 2.0 aM 
eendo1 
% x Techno/ccrmer cial iim February 13_ 2015 5-00 aM 


MSM! GAETION 


5 = Tieriicetcn cn 3 des February 18, 2013 £4 AM 
lechnd/caremerdal ive 

‘ = Salarifcatonrecenec = Lk day February 21,2015 £0 AM 

= Technically accepted offer 2 days February 22. 2013 $00 aM 

"ecened 

= “e formercelregstsinon 4 days February 25, 2515 $0 AM 
ant vero 

3 x Dreer places L gay Marck 1.2013 5:00AM z 

pb & = De waznutactsting 74 a2yt Meck 2 20135:00 4M 

ii 6 Manutacturieg Too apc 
Sotter olste 


Table 5.3: Shows Gantt Chart View 


OVERALLOCATION OF RESOURCES 
The indication of red coloured symbol shows work overallocation. 
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= Task Name Duration = Stan ee 
|__ (0 |Mode | : L jwitiels|simiriw 
2 Machining ay 8h May 25,2013 5:00PM 

i Manufacturing Guards 18.06 days. 493,75 hrs May 25, 2013 5:00 PM 

for Pillars 

4 % Fabrication 1Odays 45.75 hes May 25, 2013 5:00 PM 

Elie: Machining 2 Bdays Aa hes June 7, 2013 9:00 AM 

lb i iL Assembly 4a 196 hs June 17,2013 9:00 AM 

/7 |} Testing Ldsy —12hrs June 21, 2013 9:00 AM 

18 Painting gay 12h June 22, 2013 9:00 AM 

| Parking 1oy 4s June 24,2018 9:00 AM 

n 3 Ready for dispatch lay 4h June 25, 2013 9:00 AM 

Fry  — airos Appointment = 2days S25 June 26, 2013 9:00AM 

2 % — ExpornDocumentarion Says Bhs June 27, 2013 5:30 PM 

FY Order Dispatched = sAday =A hrs July 2, 2013 9.00 AM 


Table 5.4: Shows Work Overallocation 


OVERALLOCATION REMOVED 


Overallocation was observed in case of the Fitter. Thus it was removed by assigning overtime to the 
fitter. The fitter was allocated three extra hours of overtime. That is he has to work for 3 hours 
(5:45 PM to 8:45 PM) more for 6 days. Thus total 24 hours of overtime weekly. 


1D Task ‘ask Name ion Start jary 11. March 1 Apr 
8 Mode ya | 3 | ye | oy | ap 
128 y Order Received lday February 7, 2013 9:00 AM i 
2 in} Request for quotation to 2days February 8, 2013 9:00 AM 
vendor 
3 rc) Reciept of quotation from 2 days February 11, 2013 9:00 AM 
__ vendor 
4 s Techno/commercial © 4days February 13, 2013 9:00AM 
assessment of quotation 
5 rs Clarification on 3days February 18, 2013 9:00 AM 


techno/commercial issue 


6 rr) Calarification received 1 day February 21, 2013 9:00 AM 
“7 | rc Technically accepted offer2 days February 22, 2013 9:00 AM 
__| received 

8 3 Commercial negotiation 4days February 25, 2013 9:00 AM 
__ with vendors 

9 rr) Order placed day March 1, 2013 9:00 AM 
“10 f= Diemanufacturing 74,06 days March 2,2013 9:00 AM 

i Manufacturing Top and 
| Bottom plate 
Re ii 5 Machining lOdays — May 25, 2013 5:00 PM 

B % —— Manufacturing Guards 
=) for Pillars 

4 rc) Fabrication 9.94 days May 25, 2013 5:00 PM 
“15 Machining 10 days June 18,2013 4:00 PM 


Table 5.5: Shows Overallocation Resolved in Case of “Machining” 


1é Says June 29,2005 4200 PM 
| Testing lday Juy 53,2013 4.00PM 
2 ny Painting idiy Jury 4, 2013 400 PM 
cs Packing ldey Jury 5, 2013 400 PM 

x foemdy tor dispatcy ldey Jury 6,201) 400 PM 


Expert Documentanon §=5.19 days June 27,2013 400 4M 


= 
rc 
* EMS ADOI Trent igayt Juve 25, 2015 900 AM 
% 
c 2013 11:00AM 


¥ Order Dispatched idy Jury 1¢, 


Table 5.6: Shows Overallocation Resolved in Case of “Assembly” 


After applying 24 hours of overtime weekly to fitter we can see that red coloured indication of 
overallocation disappeared. And as a result of that the project duration reduced by 7 days. 
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IMPROVIING PRODUCTION SCHEDULING 
Production Schedule is improved by three approaches: 


1. Fredrick Taylor’s Approach. 
2. Henry Gantt. 

3. S.M. Johnson. 
4 


A complete total approach to improve production scheduling that merges these 
complementary approachesapproaches. 


Commonly famous for his fundamental contributions to scientific management in the late 
1800s, Frederick Taylor’s most relevant contribution to production scheduling was his formulation 
of the planning office (described in Taylor, 1911). His separation of planning from execution 
enhanced the use of formal scheduling methods, which became critical and necessary as 
manufacturing organizations grew in complexity and technicality. It formed the view that 
production scheduling is aindividual decision making process in which individuals share 
information, make plans, execute plans and react to unexpected events. 


Gantt created his charts so that foremen or other supervisors could immediately trace whether 
production was on schedule, ahead of schedule, or behind schedule. His charts were improvements 
and one step ahead to the forms that Taylor developed for the planning office. Visibly, he created 
charts for the personal use of supervisors in a format or structure that they could carry with them at 
all times (unlike Taylor’s bulletin board, which was only useful to those near those central 
locations). Wilson (2003) peerly reviews the history of the Gantt chart and describes its impact on 
project management. Wilson highlights that, although they were part of Taylor’s broader 
manufacturing planning system, Gantt charts were meant to help individual managers make 
better decisions. 


Johnson’s epitomizes the problem-solving perspective, in which scheduling is an optimization 
problem that must be solved. 


CONCLUSION 


The noteworthy work of Taylor, Gantt, and Johnson epimotize the importance of three prominent 
perspectives: the organizational, the decision-making, and the problem-solving. This approach 
explicitly emerges all three. The progressive approach within the strategy from one perspective to 
the next follows a well-established approach to system design, in which one considers the entire 
system before moving to its subsystems and then its components. Moreover, this progression 
corresponds to the historical development of these perspectives. Taylor changed the organization, 
then Gantt developed charts to improve decision-making, and finally Johnson studied the 
optimization problem. 


Indeed softwareslike PMS & Primavera add on to historic works of Taylor, Gantt, and Johnson 
and give better optimal results. 
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Abstract—The paper aims to apply semantic web in the context of Collaborative Learning. Collaborative learning can be 
explained as learning in which two people having common interest attempt to learn together and share their ideas. Using 
ontologies and semantic web in Learning systems, we are able to standardized the specification for a given domain 
knowledge, which in return gives a clear view of the content and others features of the learning material. This Learning 
material can be shared between learners to provide Collaborative Learning. Education domain can use semantic web for 
ontology representation and its search mechanism for learning object. There are various standards for learning object like 
IEEE LOM, Dublin Core etc which are useful for data representation. But standards only describes its representation and 
do not have well defined ontologies which hinders its adoption for Semantic web. Therefore it is required to develop 
ontologies for Learning Object. It is also necessary that they should be accepted by communities to provide the semantics for 
the semantic web. The paper proposes the concept of developing of ontology for the standards, so that it can be used by 
E-learning providers to adopt semantic web and in return it will help in context of Collaborative Learning. 
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INTRODUCTION 


E-learning as an important mode of learning today, it plays an important role in creating a good 
convenient learning environment. It is a good carrier of the content and provides learner a wide 
variety of learning materials and learning opportunities. It has lots of advantages like flexibility, 
diversity, measurement etc and so it is becoming a primer way for learning in the new century [1]. 


Key factors of E-learning are: 
1. Reuse. 

2. Resource Sharing. 

3. Interoperability. 


E-learning can be viewed as a way of learning in which the instructor and the student are 
separated by distance or time and this gap is bridged through the use of online resources. It can be 
any of the following technology: 


e Blogs. 

e Computer aided teaching. 

e Online Discussion Boards. 

e Electronic education support system. 
e Learning management systems. 

e Virtual classrooms. 

e Web-based teaching materials. 


The true power of E-learning is its ability to bring the right information to the right people at the 
right time [2]. As the technology is advancing and worldwide content is condensing into WEB, the 
expectation of the learner is increasing. With on-time delivery of the content, they demand for good 
content too. Now they require learner focused data too. The sole criterion in front of E-learning is 
not just, to remotely deliver the E-contents but also rich content. 


It has been defined that amount of stored information in the web doubles every 2.8 years [2]. So 
for learner, problem is no longer that needed information does not exist but it is that specific 
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information is difficult or sometimes impossible to locate in the vast network of technology in which 
it is stored. It is therefore a major challenge in front of successful E-learning provider to convert 
wide distributed information into a well defined meaning that is understandable for different 
learners depending upon region etc. All E-learning providers follow different standards for their 
Learning Management System (LMS) and content presentation, this hampers the interoperability of 
E-learning system and also discourage learner to switch from one LMS to another. A Learning 
Management System (LMS) is a software application that performs administration, documentation 
and delivery of e-learning with proper monitoring and tracking [3]. 


Therefore, there is a sincere requirement of a Learning Management System which will be able 
to provide a standard platform to all E-learning providers to create a repository of their data and 
further it can be accessed according to individual needs of the learner. 


COLLABORATIVE E-LEARNING 


Collaborative learning can be explained as learning in which two or more people having common 
interest attempt to learn together. There are various elements to characterize various modes of 
Collaborative learning. The following three elements of the definition define the space of what is 
encountered under the label collaborative learning’ [4]: 


1. Size: "two or more" may be interpreted as a pair, a small, a class, a community or a society. 


2. Content: "learn something" may be interpreted as learning some course or discussing on 
latest topic etc 


3. Communication: "together" may be interpreted as different forms of interaction between the 
participants like computer-mediated, truly joint effort or whether the effort is divided in a 
systematic way etc. 


We are targeting Collaborative E-learning for the Web learners having common field of interest 
to get exposed to wide variety of data with interactive learning using blogs. Therefore, size is 
Society, content is learning material (can be study material or course) and communication is 
asynchronous computer mediated. 


COLLABORATIVE LEARNING BASED ON SEMANTIC WEB 


Many times due to the unstructured and scattered data, learner is not available to get the rich 
content on web. Though web is a sea of contents, to swim in it and get the best data is a tough task. 
With the presence of wide variety of contents available on web, the need is emerging for 
interoperability of E-learning sites, so that their contents can be shared and also learner can get his/ 
her wide but also structured data related to their field. Collaborative learning brings learners of 
different regional and intellectual level together at a common platform so that they can get a wide 
exposure of their field. 


In this paper, we are exploring the benefit of Semantic Web for successful delivery and 
management of Learning Management system. All different E-learning service providers register 
their services to a common Learning Management system and share their contents in collaborative 
manner. This LMS in return will standardize the content using ontologies and store in well targeted 
manner to the learner’s requirements. 


Semantic Web will provide an orchestration layer which will standardize content using 
ontology. Ontology can be inspired by well defined standards like IEEE LOM Metadata [5], 
SCORM, Dublin Core [6] etc. This is similar to vendors who offer web services publishing their web 
services with the Universal Description, Discovery and Integration (UDDI). The orchestration layer 
can then dynamically select and bind to data that gives the best information for a particular learner 
based on factors like content quality and profile of the learner. 


PROPOSED FRAMEWORK OF E-LEARNING BROKER 


An E-learning Broker is an entity that manages the use, performance and delivery of E-contents and 
negotiates relationship between E-learning provider and Learner. E-learning Broker will be a 
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Learning Management System (LMS) which can be inspired by various stated standards like IEEE 
LOM Metadata, SCORM (Shared Content Object reference Model), Dublin Core specified 
standards and specifications. 


It provides E-learning service that maximizes precision of learning content by using contextual 
elements like the community of use, its objectives, communicative interactions etc. In particular, it 
mediates in between E-learning providers and prospective learners by putting ontologies in 
contextual patterns matching which results in efficient searching. It provides two kinds of filtering 
methods: 


1. Content-based filtering. 
2. Collaborative filtering. 


Content based filtering determines relevant information for learner by calculating similarity 
between learning objects and user profiles and requirements. On the other hand, collaborative 
filtering selects learning objects according to the recommendation of other users with similar 
preference. 


The framework can be divided into two modules Interaction with the service providers and 
Interaction with the learner. 


INTERACTION WITH E-LEARNING PROVIDERS 

It provides Service Aggregation by taking contents from all the providers and converting the store of 
information into common context and individual context ontology using XML and RDF. These 
ontological annotated data is stored in a repository with relevant metadata. 


Learner’s e 
Portfolio 
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@ |® 


Cia] || f 


Registered. 
E-learning provider1 Repository& 
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Indiviual & Common 
Context Ontology 
XML &RDF 


Registered 
E-learning provider2 
E-learning provider2 
learner 


Interaction with E-learning providers 
C) Interaction with learner 


Fig. 1: Working of E-learning Broker 


Common context ontology is composed of complete set of common meaning patterns relevant 
to the community (common interest field) example <subject, author, date of communication, 
format, price>. It basically based on common interest of the learners. This ontology is regularly 
updated based on learner’s feedback. It defines common context parameters and common context 
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ontology. Individual context is composed of complete set of meaning patterns relevant to the 
individual providers. It defines the individual community members (providers) and their individual 
context ontology example for a video <title, producer, cast, length, rating > etc. 


The following XML code snippet implements two of the nine LOM categories, general and 
classification, [8] 


“qlumina:611”: 

<?xml version="1.0"?> 

<lom> 

<!— categories lifecycle, technical, educational, annotation, relation, rights, metametadata 
are omitted —> 

<general> 

<identifier>611</identifier> 

<title><langstring xml:lang="en">Condensation</langstring></title> 
<language>en</language> 

<description><langstring xml:lang="en">This image illustrates the condensation of 
water vapor to liquid on the outside of a glass of ice 
water.</langstring></description> 

<keyword><langstringxml:lang="en">states of matter</langstring></keyword> 
<keyword><langstring xml:lang="en">physical change</langstring></keyword> 
<keyword><langstring xml:lang="en">gas to liquid</langstring></keyword> 
<structure><source><langstring xml:lang="x-none">iLuminav1 .0</langstring></source> 
<value><langstring xml:lang="x-none">Individual Learning Resource</langstring> 
</value></structure> 

</general> 

<classification> 

<purpose> 

<source><langstring xml:lang="x-none">LOMv1.0</langstring></source> 
<value><langstring xml:lang="x-none">Discipline</langstring></value> 
</purpose> 

<taxonpath> 

<source>Chemistry:iLumina Modified Library of Congress Chemistry Subject 
Heading</source> 

<taxon>Chemistry/General/</taxon> 

</taxonpath> 

<description>iLumina Classification Structure</description> 

</classification> 

</lom> 


The complete XML instance is available at [8]. 
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INTERACTION WITH THE LEARNER 


It follows a Learner Model. After registration, learner’s e-portfolio is created by taking information 
ex <knowledge, skills, abilities, learning style, personal information>. Learner related 
information helps to connect learner and technology. After taking learner’s request, it is further 
processed semantically; context ontologies earlier mentioned help to perform content and 
collaborative filtering based on field relevance and user profile etc. The learner will also be provided 
with a common platform where they can blog or provide recommendation to quality contents and 
this can be used for collaborative filtering. After performing content and collaborative filtering, the 
appropriate content is shown to the learner. The working is explained in figure]. 


BENEFITS 


As earlier stated, E-learning plays a major role in increasing the availability of knowledge. The next 
step was to increase the E-learning contents using the available technological advancements. The 
E-learning Broker, not only take the advantage of WEB but also improves the content quality by 
integrating all the data from different providers and giving precise targeted knowledge to the learner. 


There are two important benefits of the framework: 


1. Collaboration: This manifestation of Learning will engage the learner in give and take type 
learning. Learner will be learning from the knowledge base and also on the other hand 
recommending, giving feedbacks over data so that other learners will learn discuss in 
collaboration. 


2. Personalization: Each registered learner will be categorized on the basis of his objectives, 
skill sets etc. The leaner will be provided with information after analyzing his interest and 
proficiencies. 


This framework not just steps in for advancement in E-learning but also opens the door for 
integration of semantic web in E-learning. There are lots of standards available for E-learning 
registered on web which can be adopted for designing context ontologies. These ontologies will be 
regularly refined by uses feedback. In core letter ‘e’ in e-learning not only means for making learning 
possible for a remote person electronically but also enhancing its contents using orchestration 
service. It follows all the factors of E-learning:-1) Reuse 2) Resource Sharing 3) Interoperability. 


CONCLUSION 


Technology can play an important role in achieving a true model of e-learning which would need to 
demonstrate on what new learning principles the added value of the ‘e’ was operating. Propelling 
the need for technological innovation in education is technology itself. Ironically, many times 
availability of huge volume of information makes it even more difficult to find the information we 
need. The challenge of the new century is to take stores of information on web and build a useful 
and manageable base of knowledge that can be used by any student at any time to solve his 
problems. The proposed framework tries to work on the challenge so as to unify the data and 
learners together. Though it will requiring SLA, security, royalty issues and finally also requires a 
proper business model, it can be surely adapted as a base for Quality Enhancement of Web data 
used by online learners. 
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Abstract—To date the innovation of Smart Grid has provide utilities and a substantial improvement in power 
transmission and distribution services. Till now software models like Smart Grid Interoperability Maturity Model, Smart 
Grid Investment Model, Smart Grid Maturity Model and Smart Grid Conceptual Model are commonly used to initiate the 
development and integration of smart grid technologies to facilitate the transformation with reliability, security, quality and 
cost effectiveness. The new proposed Smart Grid Monitoring Model is an assessment model which will facilitate the decision 
making process in smart grid deployment and capability at the distribution level. The main aim of this model is to target 
solely to urge the smart grid activities more unified to find out the scope of distribution automation. The contribution of this 
paper will be to improve the distribution management system. It will target the distribution components which are 
connected to the distribution level feeders. It will try to prioritize the network communication using assessment 
management tasks. 


INTRODUCTION 


Automation, optimization and proper planning are important challenges of the emerging smart grid 
at distribution level. Distribution network applications have a measurable impact on these 
challenges. Smart grid monitoring model (SGMM) provides the tools to assist Distribution 
Management System (DMS) to provide the integration of many different components like Analysis, 
optimization and planning of distribution network as per the Smart Grid Roadmaps. 


Development of Smart Grid is not only changing the construction of power grid but also 
impacting on its management. The key challenges at the distribution side system of Smart 
grid include: 


e Supplying uninterrupted service to customer. 

e Minimizing the system loss without affecting customer service. 

e Locating and isolating faults in the network. 

e Improving the flow of work among various utilities at demand side. 

e Improving decision making system for efficient use of different resources. 
e Balance in demand and supply of power. 


The main aim of Smart Grid is to meet the requirement and expectations of customer’s growing 
service quality expectation. There are many utilities that offer high quality power distribution across 
complex and interactive distribution level feeders. But to properly manage and utilize these utilities, 
a monitoring model is needed. The SGMM will assist the smart grid to monitor and use these 
utilities to achieve the business objectives in delivering power to its customers. 


SMART GRID MONITORING MODEL (SGMM) 


SGMM provides tools to assist in decision making during planning, analysis and optimizing 
process. It will provide an improved and simplified picture of distribution level feeders. This will 
helps in organizing various activities for planned as well as unplanned situations. This will reduce 
the breakdown duration of unplanned incidents, which in turn increases the efficiency of system. It 
will collect information from different utilities which are available from automating metering and 
other documenting equipments. It will try to assist in evaluating various control activities under 
various speculated situations so that faulty can be located and isolated to restore the rest services 
efficiently. This will improve the delivery reliability with reduced complexity in work process and as 
a result will help in making decisions regarding automation of distribution, substation and meters as 
per Smart Grid Standards. 


Non SGMM is an assessment model which will facilitate the decision making process in Smart 
Grid deployment and capabilities at distribution level. It has three main domains at distribution 
level like: 

e Planning of distribution network. 

e = Analysis of distribution network. 

e §=©Optimization of distribution network. 
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Fig. 1: Domains of Smart Grid Monitoring Model 


The distribution system is divided into three main components like- distribution substation, 
distribution primary and distribution secondary. 


At first 1.e. substation level the voltage is cut down in three different phases and is distributed to 
the customer. Generally customers are connected with one of the three phases in which the power 
flow is different in each line, so during planning the load flow analysis is also a prime activity. 


PLANNING OF DISTRIBUTION NETWORK 


Location of the capacitor on the distribution network system have a vital role in minimizing the 
under voltage problem and other losses of power. This model will monitor the working of the 
capacitors of optimum sizes and their locations in the distribution network system, so that proper 
planning and designing of the distribution system can be assisted. 


This will use the information received from On-line power flow measuring devices and 
distribution model for planning of distribution network. Along with that it will provide better plan 
for switching operations using checks on power flow and automatic documentation. In this domain 
services like allocating balanced power and regulating frequency of electrical supply system will be 
taken into account. 


ANALYSIS OF DISTRIBUTION NETWORK 


The main task of this domain is to monitor and manage the tools and equipments that are required 
to estimate the state of the operating model of distribution. System's stability will be the prime 
objective of analysis domain. It will monitor whether all the sets of distribution system are 
functioning properly or missing some measurements. This type of filtering will improve the voltage 
vectors in electrical nodes. 


Secondly it will monitor the flow of power in different distribution level feeders in the actual 
network situation in real time under different load conditions. The outcome of this will be to 
estimate the possible limit of voltage load on different equipments. 


Thirdly if some gaps are found in measurements, it will tries to locate the faults along with their 
exact location, so that they can be isolated from the main system and partial services can be 
restored. The outcome of this will be to evaluate the possible way to isolate the faulted region of the 
network and provide the decision on possible ways to restore the service to users which are located 
on areas without fault till the repair is done on the faulted area. 


This will use the information received from intelligent alarm processing and contingency 
analysis for analysis of distribution network. During analysis this domain will assess the voltage 
limit on distribution feeder equipment within the specified limit. This can be further extended for 
optimization in automated distribution network. This model will help the demand side management 
in making decision regarding frequency regulation and allocation of power so that load can be 
smoothened. This might allow the involvement of customers in making decisions regarding switches 
which can help them in reducing their power consumption and bill. 


OPTIMIZATION OF DISTRIBUTION NETWORK 


The main task of this domain is to maximizing the system operation without violating the potential 
system limits. Statistics of power energy losses states that losses across distribution network are the 
40% of the total power energy loss. This model will provide different recommendation for better 
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utilization of resources. As the electricity demand is growing continually, it is not possible to setup 
new power plants to meet that demands. This creates a need to optimize the use of the system using 
some proper model that can guide the demand management on the distribution system. It will help 
the distribution feeders to optimize the peak requirement and maximize the delivering efficiency by 
optimizing responsive resources and capabilities of voltage control. This will include the estimation 
of fault currents that leads to short circuit. This can be done by monitoring the capacity of circuit 
breaker and helping in decisions in making proper protection settings. 


Secondly it will monitor various functioning of distribution feeder for optimizing the loads on 
equipments that can further minimize losses. 


This will use the information received from state estimation, real time data and switch order 
management for optimization of distribution network. The equipments needed for receiving 
information will include: 


e The data acquisition infrastructure like data loggers, modems, sensor networks and 
gateways etc. 


e An interface for the user for visualizing and configuring the system. 


e Aserver with proper database that can be used for calculations, analyzability, reporting and 
alarming. 


CONCLUSION & FUTURE SCOPE 


Power distribution utilities are facing financial as well as grid modernization challenges. This 
includes planning, optimizing and analysis of system. So a multifaceted monitoring model is needed 
to cover all the aspects of power distribution operations. This model will try to assist the 
stakeholders (operators, customer service representative management and customers) at distribution 
side of power grid in monitoring and controlling the system. This will help in restoring power 
supply more efficiently and faster after power failure. With this power utilities will be able to handle 
the power distribution in a way that could sustain smooth supply to its user even in abnormal 
conditions while ensuring that the quality of the power delivered to the customer would also be 
maintained. This model can further be extended to monitor the bidirectional flow of information for 
distribution grid optimization. The key benefits of this model will be helping the Demand 
Management System. 


e Increating and maintaining accurate power system model. 
e Reduction in creation and maintenance cost of power system. 
e Providing tool for better topology preparation. 


e Minimizing errors in data entries. 
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Abstract—Narayana Hrudayalaya (NH) was brought into being in 2001 as a private venture to instigate a medical 
revolution with high quality, low costs and high volume healthcare services by Dr. Devi Shetty in order to provide quality 
cardiac healthcare to the masses. To serve more than I million patients a year, Narayana Hrudayal uses an responsive and 
scalable Healthcare Information System so as to endow with Infrastructure for making medical transactions more accurate, 
professional and analyzable form, and to facilitate speedy healthcare services. They used blue Enterprise Cloud solution for 
aforementioned purpose. In India the Narayana Hrudayalaya (NH) became the first hospital to install the Hospital 
Information System (HIS) Applications including financial ERP on Cloud. it assists the hospital in managing patients 
records and other significant data of the hospital. They used the Information communication technology (ICT) for 
telemedicine, daily profit and loss tracking and cloud ERP system etc. 
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INTRODUCTION 
“Narayana Hrudayalaya: The God’s Compassionate Home” 


In 2001, Dr. Devi Shetty founded Narayana Hrudayalaya with 300 beds in south Indian city of 
Bangalore as a private enterprise to provide quality cardiac healthcare to all which later on becomes 
a Health City. From a single location of Bangalore, it has expanded rapidly with 6000 beds, 17 
hospitals at 13 locations across the country within a decade. On an average it caters 80000 patients’ 
and performs 3500 surgeries every month. Narayana Health offers super-specialty tertiary care 
facilities across areas of specialization including cardiac surgery, cardiology, gastroenterology, 
vascular, endovascular services, nephrology, urology, neurology, neurosurgery, paediatrics, 
obstetrics & gynaecology, psychiatry, diabetes, endocrinology, cosmetic surgery and rehabilitation, 
solid organ transplants for kidney, liver, heart and bone marrow transplant as well as general 
medicine. We also have oncology services for most types of cancer including head, neck, breast, 
cervical, lungs and gastro intestinal. Besides Bangalore Narayana Health has hospitals in Kolkata, 
Ahmedabad, Hyderabad, Jaipur, Raipur, Jamshedpur, Guwahati, Mysore, Dharwad, Kolar, 
Shimoga, Lucknow and Davangere in addition to international subsidiaries in Malaysia and 
Cayman Islands. Mazumdar Shaw Cancer Centre of NH is India's largest Bone Marrow Transplant 
Unit. The tertiary care unit has expertise in Liver, Kidney and Heart transplantation. 


Based on the principle that any prevailing solution where cardiac illness was not affordable and 
therefore could not be addressed, NH initiated a medical revolution with high quality, low costs and 
high volume healthcare services for all. It touches the life of people at every level, as it is a 
combination of compassion and approach to provide affordable quality healthcare by use of high- 
quality medical knowledge and skills for making the business work for the poor and middle class. 


In order to support its mission to provide healthcare services to the poor people, Narayana 
Hrudayalaya has developed a business model on the principle that high quality care would attract 
full-price paying patients, while the surgeries performed for the poor are subsidized with the help of 
NH’s foundation along with full-price paying patients. 


In first four years only it grown to 500 beds, 10 operating theatres, 2 cardiac catheterization 
laboratories and blood & valve bank. NH has also established world’s largest paediatric Intensive 
Therapy Unit.40% of the total treatments of NH are of paediatric. 


At a break-even cost of US$1800 NH, Bangalore performs about 30 heart surgeries daily, the 
highest in the world. Most of the patients pay more, but the poorest are served free. 
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Dr. Shetty believes that the new health care model will assist the global humanity. 100 years 
after the first heart surgery less than 10% of the world’s population can afford it. India need around 
2.5 million heart surgeries every year but performs only 80,000 to 90,000 surgeries. The healthcare 
industry clearly needs to be relooked and changed. According to Dr. Shetty the health care industry 
needs more process innovation than product innovation. The industry does not need a magic pill or 
the fastest scanner or a new procedure, but instead requires improvements that lower the cost of 
medical attention and make it more widely available”’. NH adopts Wal-Mart approach to get 
economies of scale in healthcare, which sets him apart in the complex and costly field of 
cardiac care. 


MILESTONE ACHIEVEMENTS” 

e First heart hospital in Asia to Implant an artificial heart. 
e AO heart surgeries every day at break-even of US$800. 
e 1302 full-time doctors & Patients from 50+ countries. 
e Assembly line approach. 
e India's largest. 

o Comprehensive Cancer Centre. 

o Dialysis unit. 

o Bone Marrow Transplant Unit. 
e One of the largest telemedicine networks in the world. 
e World’s largest pediatric Intensive Therapy Unit. 
e Low mortality rate & infection rate. 
e Status of a Deemed University. 


e Thrombosis Research Institute, Bangalore a division of Narayana Health is working 
towards discovering a vaccine to prevent heart attack. The Institute has come up with 
markers to diagnose heart disease early. 


NH APPROACH 


“Narayana Hrudayalaya, a pioneer in low-cost cardiac care, is building a chain of hospitals that will 
carry out heart surgeries at the cheapest rates in the world, buttressing India's reputation as the 
Mecca for frugal innovation. A series of design and operational advancements, ranging from 
construction techniques to post-operative care, will mean that an open heart surgery can be 
performed for as low as Rs 65,000, or about one-fourth the cost in a corporate hospital.” ° 


Of all the cardiac operations held in India, Narayana Health performs nearly 10 per cent with 
the help of a very vast network in Southern India. It has an internationally acclaimed low cost 
model and attracts several states to shown a keen interest to set up their hospitals on similar kind of 
model. Dr Shetty has been receiving a very enthusiastic response from the state government which 
has even expressed their wish of increasing shetty’s association with the state in health sector and 
medical. 


In India where there are only 0.7 hospital beds per thousand people; there is need to improve it. 
“In next 5 years NH wants to increase its capacity to 30,000 beds. As the volumes will increase, NH 
will get further economies of scale. They want to do a heart surgery at cost of US$800 only from 
point of admission to discharge. 


‘http: //knowledge.wharton.upenn.edu/article/narayana-hrudayalaya-a-model-for-accessible-affordable-health-care/ 

*http://www.Narayanahealth.org 

7http:// economictimes. indiatimes.com/ features /devi-shetty-aims-to-offer-heart-surgeries-at-rs- 
65000/articleshow/17768149.cms 
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The hospital has the mortality rate of around 2% and infection rate of 2.8 per 1000 ICU days, 
which is good in comparison to the best hospitals across the world. In an article, it was said by K. 
Prahalad in Forbes India, the University of Michigan’s C that, the mortality rate in Narayana 
Hrudayalaya is “much lower than in New York State for similar kinds of heart disease.” 


About 45% of the patients have to pay even lesser. About 30% of these are covered under 
yashasvini, a micro-insurance plan. The discounts depend on patients’ financial capacity and these 
discounts are either funded by the charitable trust of the hospital, individual donors or by the 
hospital itself. Near about 15% of the patients in the hospital are benefited from these concessions. 


Shetty has devised a hybrid pricing model for ensuring the project’s viability. There are options 
of semiprivate and private rooms for the people who can afford and want these personal amenities, 
along with the regular package. The medical facilities remain same for every patient. Shetty says all 


this “offsets the losses incurred from treating the poor”.* 


Speaking on the occasion of laying the foundation stone of the 300 bed multi speciality hospital 
at Lucknow, Dr Shetty said that they will provide world class medical care at very low cost to the 
patients. "Treatment costs at our hospitals are less than what AIIMS and PGI charge. We have a 
tested model through which we keep our infrastructure and running costs low and which helps 
provide affordable medical services to the vast majority of Indians" ° 


They are coming up with hospitals in the US, UK and China also. 


JOURNEY OF DR. DEVI SHETTY 


Dr Devi Prasad Shetty was born on 8,May 1953 in Manglore, Karnataka. He was eight of nine 
children and decided to be heart surgeon in fifth class of school on the news of first heart surgery. 
He completed his Bachelor's Degree in Medical and in 1982 he has done his Post-Graduation in 
general surgery from Kasturba Medical College in Mangalore. 


Dr. Devi Shetty has completed his basic training in Cardiac Surgery at the West Midlands 
Cardiothoracic Rotation Program and joined Guy's Hospital London in the cardiothoracic unit.In 
1989 he returned back to India and founded the Asian Heart Foundation (AHF) in Calcutta as a 
non-profit foundation of cardiac care. Later he served for BM Birla Hospital before he had 
established the Manipal Heart Foundation- a 450 bed heart operation facility. 


In association with the West Bengal (an eastern Indian state) government Dr. Shetty’s AHF, 
built a 150-bed cardiac facility in Calcutta that rapidly became the leading cardiac hospital in 
eastern India. In 1999, in Calcutta AHF also built its own cardiac hospital called the Rabindranath 
Tagore International Institute of Cardiac Sciences (RTIICS). To build the hospital he never had 
problems for raising the funds. In 2002 in an interview to New Scientist magazine Dr. Devi Shetty 
said that “Believe it or not, it’s not difficult to arrange for funds when your cause is noble”. 


Dr. Shetty also served as Mother Teresa’s personal cardiac surgeon, and this association deeply 
inspired him to think about how he could better serve the poor people. In a letter Dr. Shetty wrote 
to children on completing 4,000 paediatric surgeries, He shared what the nun had told him at 
ICU14 of the hospital where she was recovering and convalescing and perhaps the best compliment 
that Shetty had ever received “Now I know why you are here to relieve the agony of children with 
heart disease God has sent you to this world to fix it.”. 


NEED FOR HOSPITAL INFORMATION SYSTEM FOR NARAYANA 
HRUDAYALAYA 


The need for hospital information system for Narayana Hrudayalaya became vital because of the 
expansion of its hospital chains. The Narayana Hrudayalaya serves more than | million patients a 
year, and expanded from primary chains in Banglore and Kolkata to 15 other centres and also 


Aq: 
Ibid 

“http: //articles.economictimes.indiatimes.com/2013-09-03/news/41726950_1_cardiac-surgery-surgical-gastroenterology- 
bed-multi-speciality-hospital 
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linked with over 25 smaller hospitals. It has also expanded in terms of infrastructure and scale, as 
the number of beds increased to 30000 from 5000 beds®. Narayana Hrudayalaya was not only 
aspiring to endow with infrastructure for making medical transactions more accurate, but also 
wanted to take full advantage of efficiency by capturing medical history of patients in an analyzable 
form. Hence they were looking for a responsive and scalable Healthcare Information System (HIS) 
which can offer world class healthcare to its patients at a reasonable cost. Some of the important 
reasons for the requirement of hospital information system by the Narayana Hrudayalaya are as 
follows:’ 


1. To build infrastructure in order to make medical transactions more accurate. 


2. To make best use of efficiency by capturing medical history of patients in an analyzable 
structure. 


To Reduce capital expenditures (Capex) and operating expenditure (Opex). 


4. To facilitate the hospital to provide quicker access to healthcare through lesser registration 
time. 


Besides the above reasons, the Narayana Hrudayalaya was looking for a centralized database 
management for a single-point patient’s registration from any part of the country. Furthermore they 
were aspiring for accession of patients’ demographics and medical record from anywhere and to 
make billing more transparent and accurate. 


SOLUTIONS OFFERED BY HCL 


Technology has always played a very crucial role at Narayana Hrudayalaya, as the enterprise offers 
world class healthcare to its patients at reasonable cost, while constantly driving innovation in 
healthcare. Narayana Hrudayalaya started its cloud journey in 2010, and was the only hospital in 
healthcare vertical to do so; it was avant-garde for any venture. Narayana Hrudayalaya needed a 
solution that was scalable and could condensed IT administrative costs. Thus, a decision was taken 
to put for a private cloud and the development was commenced with a six-month proof of concept 
at one of its smaller unit hospitals in Jamshedpur with around 40 users logging into the cloud 
instance. Observing the varied business need of the Narayana Hrudayalaya, HCL suggested the best 
suited solution to them. HCL offered its blu Enterprise Cloud solution to be installed across 22 
clients’ hospitals. Today, the service includes more than 2,000 users across 23 facilities of the 
Narayana Hrudayalaya Group. The portfolio of HCL Cloud solutions installed include’: 


1. blu IaaS (Infrastructure as a Service)- Iaas with Customized configurations and operating 
environment has been provided by HCL. This scalable and extremely dependable IT 
infrastructure solutions on Cloud has storage, servers and all-inclusive security stack 
powered by VMware vCloud®. 


2. The installed blu IaaS’ applications and services are without any capex investment. The 
platform is scalable, flexible & according to customers’ need. Hence it suits the need of an 
indivicual enterprise. 


3. blu EmaaS (Email as a Service): Mailing collaboration platform on cloud model. Close to 
10,000 mailbox /collaboration. 


4. blu BaaS (Backup as a Service) for application set on cloud & database server. 
5. Cloud Helpdesk- An all time (24X7) voice and email support system. 


Although there were implementation challenges like integration with other systems etc. But 
enterprise was able to overcome it with the help of dynamic IT partner (HCL) along with internal 
IT Staff. 


°Bagchi, S. (2013) http://www.cxotoday.com/ 

story/narayana-hrudayalaya-deploys-cloud-based-his-to-deliver-efficient-healthcare/ 
"http://www.hclinfosystems.in/sites/default/files/Multi-Specialty%20Hospital. pdf 
“Ibid 
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TELEMEDICINE: A FEATHER IN THE CAP 


Dr. Shetty reached out to state governments and the central Indian Satellite Research Organization 
(ISRO) to use modern telecommunication technology to increase the access of cardiac health care to 
the poor in India & abroad. This is one of the largest telemedicine centres in the world and extends 
to 19 countries. The project which Dr. Shetty was created includes two hubs: one is situated in 
Bangalore (at NH), and the other was in Kolkata, which is located at AHF’s Rabindranath Tagore 
International Institute of Cardiac Sciences (RTIICS). Till date NH has treated over 53,000 heart 
patients in remote locations of India and helped millions who live in villages to get timely attention 


Narayana Hrudayalaya had operated three different types of network for telemedicine. The first 
network was the Coronary Care Unit Network. This network is consisted of CCUs in semi urban 
and rural areas or hospitals and these were both government and charity-run hospitals where Dr. 
Shetty planned to train and place doctors and staff to provide cardiac care and treat cardiac 
emergencies. 


In the second phase, the state government in Karnataka had supported the idea and opened up 
its hospitals in all of its 37 district headquarter towns so that Narayana Hrudayalaya could train 
local doctors in cardiac screening. Several patients were reported in participating remote hospitals 
with all cardiac symptoms in tele-consultation network. Local doctors completed the initial 
screenings. The satellite network was used in the first round of consultation with cardiologists from 
NH/RTIICS in various areas. Then Narayana Hrudayalaya Scheduling for patient consultations 
was set up by Dr. Devi Shetty, and before the tele-consultation appointment of patients the remote 
hospitals sent data to the cardiologist at NH. 


In the third interval, Narayana Hrudayalaya established a Family Physicians Network of 
TTECGs (Electro Cardio Grams that were transmitted online). This network helped all private 
independent general practitioners who got an ECG device and free software from NH that ran on a 
standard PC to help poor. 


DAILY PROFIT AND LOSS TRACKING 


Doctors are responsible for the costs and quality of healthcare as well as the benefits as Narayana 
clinical leadership is a reality for Dr. Devi Shetty. Financial management is focused by different 
clinicians, as well as managers as Narayana profit and loss is studied daily. At 12.00 pm every 
administrator and doctor gets an SMS text message with the profit and loss account of the previous 
date. The high level of standardisation of surgical procedures ensures the consistency of lower costs 
for the poor. 


BUSINESS BENEFITS BY USING HIS 


Narayana Hrudayalaya became the first hospital in India to install the entire Hospital Information 
System (HIS) Application and Enterprise Resource Planning (ERP) including financials on 
Enterprise Cloud. The HIS application helps the hospital in managing patients records and other 
significant data of the hospital. The IT team of Narayana Hrudayalaya is now managing the IT 
infrastructure in more efficient way and on-demand mode with the help of blu Enterprise Cloud 
solutions. The IT team also got a single window view of the whole IT infrastructure performance 
across the hospitals. Around 22 hospitals units across the country have been using the cloud 
solution. The solution is well thought-out to be scalable and dependable on Cloud. It has storage, 
servers and comprehensive security stack powered by VMware vCloud and suited for the hospital’s 
environment. Now the hospitals can use IT infrastructure very easily with a touch of the button. 
The solution can upgrade the IT infrastructural requirements of new hospitals within stipulated 
period of time along with saving time and cost associated. The cost has been reduced by 40% along 
with a 99.99% uptime. Similarly there has been a noticeable advancement in the hospital staff 
including doctors, nursing staff and administrators, who are performing their main tasks efficiently. 
The benefits of the cloud solution are as follows’: 


"Thid 
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1. Centralized Database Management: Single-point registration of patients from any part of the 
country wherein patients demographics and medical records are easy to get from 
everywhere. Furthermore billing to the patients’ is transparent and accurate. Extraordinary 
enhancement in performance because of online efficient Hospital Information System. 


2. Integration of other systems with HIS application due to cloud solution. It has also 
improved monitoring and control without compromising on flexibility and nimbleness front. 


3. Noticeable advancement in the hospital staff including doctors, nursing staff and 
administrators, who are performing their main tasks efficiently. 


4. Reduced capital expenditures and operating expenditures by 40%. Hospitals have observed a 
savings in CAPEX payouts and upholding cost more than 5 to 7 year time, estimated at 
approximately Rs. 25 Crore'’. Standardised HIS across all the hospitals units continuously 
bringing costs down and improving services. 
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Abstract—ZJn this paper, it is aimed to propose a DEMATEL (Decision Making Trial and Evaluation Laboratory) 
method for evaluating the uncertainty in the green supply chain (GSC) dimension. It will be helpful for the industries to 
improve their ecological-economic benefits. For the organizational point of view, and based on literature review together 
with, in consulting with experts, six criteria for evaluation of uncertainty in GSC has been determined. Further, the listed 
criterion has been categorized into cause and effect groups based on their influential and influenced power. This analysis 
would help managers in building the structural model illustrating uncertainty in the GSC by clarifying the interrelations 
among the criteria. To envisage the causal association of criteria, a causal map is constructed. Finally, conclusions and 
opportunity for future research are discussed. 


Keywords: Green Supply Chain, Green Supply Chain Management, DEMATEL Method, Performance Improvement, 
Uncertainty 


INTRODUCTION 


There is growing observe among practitioners and researchers of supply chain management and 
operations management for subject green supply chain management (GSCM). The increasing 
significance of GSCM is determined primarily by the augmented deterioration of the surroundings 
and environment, e.g. issues of resources, waste management problems and increase in of pollution 
levels (Beamon 1999; Rao and Holt 2005; Mangla et al., 2013b). Moreover, GSCM is pushed by the 
demand and awareness among the customer regarding environment and green products. However, 
this greening the supply chain is not easy, and involves various unexpected events. 


Occurrence of various anticipated and unanticipated risk events lead green supply chain 
network towards the complexity (Zhu and Sarkis 2007). Due to this, the green supply network 
becomes prone to disturbances, uncertainties and unexpected happenings, and hence, the 
performance of the green supply chain is greatly affected (Yang and Li 2012, Qianlei, 2012). In this 
way, the issue of understanding of uncertainty and risk in GSC is essential to consider, and it is 
worth noticing that inadequate research on uncertainty and consideration of related issues in GSC 
and GSCM is present in literature (Mangla and Kumar, 2013). Thus, our paper temps to fill this gap 
of research in GSCM. 


For achieving effectiveness in GSC uncertainties a thorough investigation of interrelationships 
among factors and sources is needed, so decision making trial and evaluation laboratory 
(DEMATEL) is appropriate method for evaluating the relationships among green uncertainty 
criteria or factors. 


Further, the remaining content of this article is as follows: Section 2 covers the literature survey 
for the work. Section 3, delineates the projected DEMATEL method. Section 4, demonstrates the 
case example to present the real world application of the study. Section 5, concludes with providing 
a brief summary of work. 


LITERATURE REVIEW 


Due to growing concern of researchers and academicians in regarding to green or ecological issues, 
there is a significant increase in literature over green supply chain management. Shifting from 
forward logistics to reverse logistics and hence green reverse logistics all are specifically 
substantiation of environmental (green) issues are becoming imperative, including notable of 
applying green in supply chains (Beamon 1999; van Hoek 1999; Zhu and Sarkis 2006; Vachon and 
Klassen 2006; Srivastava 2007; Linton et a/., 2007). Further, studies are also present over regarding 
variables and factors associated to GSC, suggesting their importance for adding more value to the 
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GSC performance (Mangla et a/., 2012 & 2013a). In this line of direction, the DEMATEL method is 
very useful to work out complex issues. This method improves regarding understanding of 
relationships and further provides means for building structural model of the interactions among a 
particular difficult group of interacted factors, and criteria. In regarding the usefulness of this 
method, it is widely adopted in solving multifaceted assignments (Wu and Lee 2007; Tseng et al, 
2007; Huang et al., 2007; Wu 2008; Lin and Lin 2008; Lin and Wu 2008). 


Further, for the purpose of this research, there are six criteria for evaluation of uncertainty in 
GSC have been identified, which support the literature and expert’s judgement. The identified 
criteria are given as 


Supplier behaviour and approach regarding green, Organisation ecological benefits and 
resources management, Competitor approach regarding green and new product introduction, 
Customers approach regarding green, Governmental policies and regulations, Green productivity 
(for details pls refer Beamon 1999; van Hoek 1999; Zhu and Sarkis 2006, Srivastava 2007; Linton et 
al., 2007, Vachon and Klassen 2006; Mangla et a/., 2012, 2013a; Yang and Li 2012, Qianlei, 2012; 
Zhu et al., 2008, 2011). 


PROPOSED METHOD 


For fulfilling the purpose of research, we have proposed a Decision Making Trial and Evaluation 
Laboratory (DEMATEL) approach, for building and analysing a structural representation of the 
underlying relationships among the various complex factors (Lin and Lin 2008). However, firstly 
the method used at Battelle Memorial Institute in Geneva between 1972 and 1976 and the focal 
objective of usage was to study and solve the difficult and intertwined problem (Tseng and Huang 
2011). There are several steps, which should be considered while applying DEMATEL method and 
are given as follows: 


1. Construct the average matrix (or an initial direct relation matrix): Using scales with meaning 
of involved terminology as follows, 0 = (no influence); 1 = (very low influence); 
2 = (ow influence); 3= (high influence); 4 = (very high influence), the pair-wise 
comparisons is developed between criteria according to decision makers viewpoint. If there 
are ‘k’ decision makers whom have to evaluate causality among the identified factors and 
given by xis. The entries written by decision making experts forms an nxn matrix, i.e. 


Xs xis ; Where, k = 1, 2, 3 4...n (no. of experts). Further, the n X n average matrix (Z), 
which is also called initial direct relation matrix for all decision makers, can be calculated as 


follows: 


2. Initial direct-relation matrix is transformed into the normalized initial direct relation matrix 
(D) through Eqs. (2)-(3), as given as: 
1 


oS Tia lai |’ max =P, lay | 


D=mxZ (3) 


m = min [ 


(2) 


3. Develop the total-relation matrix. In this regard, the normalized matrix is processed using 
Eq. (4), which is illustrated as below: 


PSUS) (4) 
Where, I: identity matrix T: total relation matrix, T = [t; ipsa: 


4. In total relation matrix T, the respective rows and column summation is calculated and 
represented as r and c by nx1 vectors and are given as: 


[ilmer = [E21 tyl_, © [ol,,. = Es tul,,., ©) 
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[rilnx1, represents the total effects, provided by one criterion say (i) to the other criteria 


(), whereas|c;|,__ represents the total effects, experienced by criteria j from the other criteria 1. 


While, the outline of (r;+cj) that is called “Prominence” illustrates the degree of importance of 
criterion in system, in addition implies a mean that shows the total effects in a system i.e. both 
influenced and influential power for the criteria. While, the (rj-cj) which is called “Relation” shows 
the entire effect of a criteria in a system. Further, when (rj-c;) is positive, the particular criteria fall 
into cause group, and when it is negative, it corresponds to the effect group. 


5. The total relation matrix is normalized to produce inner dependence matrix. 


AN EXAMPLE 


A manufacturing company located in northern part of India is looking for to improve their GSC 
performance. Company also desire to analyse related criteria for GSC to making it more productive. 
Hence, this research aims to help company in this dimension by applying proposed method, further; 
we form a team of three-decision makers (planning manager, finance manager, and general 
manager) to evaluate the problem, while systematic details of applying DEMATEL method are 
given as: 


1. Based on 0-4 scale, and using the Eq. (1) the average matrix or an initial direct relation 
matrix is given as in Table 1. 


2. Using Eqs (2-3) the initial direct matrix is transformed to normalized matrix and further 
total direct matrix can be obtained based on Eq. (4). 


3. Prominence and relation interactions are obtained from Eqn. (5-6) and calculated by 
summing the rows and column entries (see Table 2) and which is further utilized to draw 
causal diagram as shown in Figure 1. 


Based on the values of relation, i.e. “R-C”, the identified criteria are classified into cause and 
effect group elements. Cause group elements are vital due to their direct impact on the system 
(Fontela and Gabus 1976). Generally, the performance of cause group criteria is important in 
identifying and evaluating the goal. 


Therefore, in the beginning, it would be significant to focus primarily on the cause group 
criteria, as their influence on the effect group criteria is significant. In addition, Supplier behaviour 
and approach regarding green, Governmental policies and regulations, Competitor approach 
regarding green and the new product introduction, and Customers approach regarding green, forms 
cause groups, while Organisation ecological benefits and resources management, and green 
productivity comes under effect group. 


Table 1: Initial Direct Relation Matrix 


Cl C2 C3 C4 C5 C6 
Cl 0 2.5 3 3 2.5 3 
C2 2.5 0 3 3 3 3 
C3 255 3 0 3 3 3.5 
C4 2 4 3 0 2.5 3.5 
CS 3 3 2 2 0 4 
C6 259) 2 3.5 2 235) 0 


Note: Supplier behaviour and approach regarding green (C1), Organisation ecological benefits 
and resources management (C2), Competitor approach regarding green and new product 
introduction (C3), Customers approach regarding green (C4), Governmental policies and 
regulations (C5), Green productivity (C6). 
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Table 2: Total Direct Relation Matrix 


Cl C2 C3 C4 C5 C6 R C R+C R-C 
Cl 2.7169 3.1368 3.1059 2.8115 2.7371 3.3292 17.8 15.8 33.6 2.0 
C2 2.6109 2.8966 2.8282 2.5214 2.4949 2.9912 16.3 17.6 33.9 -1.3 
C3 2.9109 2.8966 2.8282 2.8214 2.4949 2.9912 17.3 17.0 33.6 0.3 
C4 2.6109 2.8966 2.8282 2.5214 2.4949 2.9912 16.4 15.4 31.8 1.0 
C5 2.6109 2.8966 2.8282 2.5214 2.4949 2.9912 16.4 15.2 31.6 1.2 
C6 2.6109 2.8966 2.8282 2.5214 2.4949 2.9912 16.3 18.2 34.5 -1.9 
3 
2 . 
1 
s) 
e 0 
-1 
-2 
3 
Fig. 1: Cause and Effect Diagram 
CONCLUSION 


An evaluation and analysis of uncertainty for improving the performance of GSC is presented. The 
study has presented an operational model for the GSCM case to evaluate causality among the 
identified uncertainty criteria. However, a total 6 uncertainty criteria for GSC has been identified 
and further analysed utilizing the DEMAEL method. It helps in building structural model including 
the comparing the results with the model proposed in the study. The study of costs specific and 
optimal policies associates with definite processes and operations of GSC could be explored further. 


considered criteria. Our research offers a comprehensive vision for identified criteria by 
providing visualization of interactions. Further, the cause and effect diagram illustrates the relative 
significance of the recognized uncertainty criteria by categorizing them into cause and effect group 
elements. The cause and effect group element factors would be important for improving the 
performance of GSC by reducing the uncertainty and focussing the relative important issues that 
should be greatly focused. The discussed case would be greatly help by this research in order to 
improve their GSC productivity. The study should be helpful for the case mangers to work issues on 
GSCM. 


The model proposed in this study can be extended for other problems in operations 
management and supply chain such as supplier evaluation and problems. There is some other 
multiple criteria decision-making method namely ANP, AHP, TOPSIS etc. that could be used for 
analysing the factors and this would be quite attractive to 
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Abstract—Supply chain management (SCM) has become a competitive tool for sustainable and better organizational 
performance in the current globalised, e-connected, challenging and vibrant market scenario. In this background, this 
research extends the seminal work of Miles et al.’ on organizational categorization to categorization of supply chains based 
on their strategies and practices. Our research develops various hypotheses using five dimensions of sustainable SCM 
practice viz. Strategic Supplier/ Distribution network, Customer relationship, Agility and Efficiency, Information sharing, 
and Social and Environmental responsiveness. We argue that differences in strategies of the Supply Chains will require 
them to monitor a different set of performance measures for sustainability. 
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INTRODUCTION 


Globalization has resulted in long and complex supply chains as the products (even product parts) 
are no longer produced and consumed within the same geographical area and these supply chains 
compete with each other for market share. The Supply Chain Management (SCM) deals with 
management of all the links (suppliers, logistic providers, manufacturers, distributors, retailers, 
customers, etc) involved in the flow of products, services, and information from the source of raw 
material to end customer with focus on customer need, revenue growth, asset utilization, and 
optimal cost. Each link in the supply chain has got individual goals which have to match with 
overall goal of the supply chain for sustainability. A key to effective supply chain management lies 
in integration and coordination of individual efforts towards overall goal of organization [4]. 


Also in current competitive environment, we witness that product life cycles are shortening, 
product variety expanding, technological developments taking place at fast pace, customer 
becoming more demanding in terms of variety and customization; all calling supply chains to be 
responsive and evolving. Therefore strategies like postponement, strategic supplier/ retailer 
collaboration, operations optimization, adoptability, agility are been increasingly used in supply 
chain strategy. The rapid developments in the information technology and software engineering 
(GPS, ERP/ SAP, RFID, WMS, etc) are providing tools for handling upstream and downstream 
uncertainties. 


Another impact of globalization on supply chain is seen in terms of increasing concern towards 
sustainable practices, as the impact of one’s operations is felt globally. Sustainability can be defined 
as the ability to conduct business profitably while maintaining the well-being of the economy, 
environment and society. Such practices involve adopting environmental friendly technology and 
processes, sharing benefits with its employees, business partners and the community at large. 
Though they may appear possibly conflicting objectives like maximizing profits calls for reducing 
operations costs whereas minimizing the environmental impacts and maximizing the social 
well-being can add to the supply chain’s operational costs, but such strategy fetch results which are 
win-win for all in the long run. Stakeholders may also pressurize supply chain to adopt sustainable 
operations [5]. Elkafi Hassini et al., [5] identified factors pushing supply chain towards sustainable 
practices: “Market forces factors like consumers, retailers, OEMs may demand products considered 
environmentally friendly from their suppliers. Financial stakeholders may restrict the access to 
capital subject to adoption of sustainable practices. Government policies and regulations can ask 
companies to adhere to certain environmental standards. Industry standards (ISO 14001, etc.) may 
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require suppliers to carry audits and certifications. The science and technology factor may ask 
development of materials and processes that are not toxic and use less energy. The product 
development factor may seek the greening of the existing product (e.g., using more recycled content, 
using biodegradable materials or alternative sources of fuels and materials) and developing new 
green sustainable products (e.g., reverse logistics, design for disassembly, using renewable resources, 
and using biodegradable materials). The process capability factor calls for greening the existing 
process (e.g., energy efficient machines, fuel-efficient transportation, etc.). In order to deliver an 
affordable and a competitive product, the production processes will have to be environmentally 
capable. In case of returns after the useful life of the product, the supply chain should be capable of 
absorbing returns into its existing manufacturing or production of new goods. The sourcing and 
operations factors push businesses to engage in green sourcing practices, sometimes forcing 
suppliers to adopt or adapt processes to be more environmentally friendly. The transport and 
logistics factors ask companies to consider the economics of reverse logistics and closed loop supply 
chains and reuse, recycle and return programs. The marketing and public relations factors refer the 
efforts of companies to create a value proposition for the customers, especially when the 
environmentally friendly product is more expensive. Global consciousness and pressure groups like 
NGO’s may publicly campaign against undue exploitation or malpractices. Finally, the social issues 
factors focus on the existing behaviour and practices of companies in relation to the treatment of 
their labour force, sourcing practices and environmental impact on their communities.” [5] 


In this dynamic environment, the Supply Chain should be agile enough and continuously evolve 
to address varying customer segment needs, innovating products and processes, developing the core 
competency along with upstream and downstream agility, ensuring efficiency, transparency, 
stakeholder’s interests and sustainability at large. Supply chains coexisting in different stages of 
evolution need to be managed differently according to its stage of evolution. 


PERFORMANCE MEASUREMENT SYSTEM (PMS) 


Management can be defined as the planning, execution, and control of goal oriented activities. To 
have control on today’s supply chains, it is necessary to have proper performance measures and 
metrics that are aligned to its strategic objectives. For this access to relevant statistical data on the 
performance of the supply chain is required. 


The performance measurement indices should be able to properly reflect the overall operation 
status of supply chain and the operation relationship between enterprises of adjacent nodes in a 
supply chain and not just confine to evaluating the operation of individual providers without taking 
their impact on overall organizational performance [7]. The well designed PMS helps in identifying 
success factors and bottlenecks. It brings about better understanding of processes, capabilities and 
target customer needs; thus facilitates both enabling and tracking functions. It also generates an 
open and transparent communication and cooperation among the players of the supply chain. 


In an environment of evolving supply chains, we propose Miles and Snow adoptive 
organizational typologies as reference to design the supply chain metrics for sustainability. 
Miles et al, [10] developed a general model of the organization’s adaptive process based on 
organization’s strategy which gives shape to its structure and process. They claim that an 
organization takes shape by addressing the three broad problems of organizational adaptation: 
the entrepreneurial problem, the engineering problem, and the administrative problem. 
The entrepreneurial problem defines an organizational domain: which can be a specific good or 
service and a target market or market segment. The engineering problem is concerned with selection 
of appropriate technology (input-transformation-output process) for producing and distributing 
chosen products or services and establishing new information, communication, and control linkages 
(or modify existing linkages) to ensure proper operation of the technology. The administrative 
system involves maintaining work culture, relationship, control and information system which 
synchronize and stabilize the engineering solutions, such that uncertainty is reduced to minimum in 
terms of organizational goal. According to them the typologies are: 
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Defender: They are organizations which dwell in narrow product market domains and try to 
maintain their supremacy in that segment with cost efficiency and superior product quality. The top 
management is dominated by the experts in finance, production and operations management. They 
believe in developing an efficient single core technology and often have inclination towards 
vertically integration. The organization structure is centralized hierarchical controlled and processes 
follow routine or mechanistic approach. 


Prospector: They are organization which continuously search for new market opportunities and 
regularly experiment with potential responses to emerging environmental trends. They avoid long- 
term commitments to a single type of technological process, and they do so by creating multiple, 
prototypical technologies which have a low degree of routinization and mechanization. The human 
resource is considered the main strength or the most valuable asset of the organization and the top 
management is dominated by R&D and Marketing professionals. 


Analyzer: They are organizations which operate in both types of product market domains 
described earlier; one relatively stable, the other changing. So these organizations reflect features of 
both Defender and Prospector; in their stable areas these organizations operate routinely and 
efficiently using formalized structure and processes and in their more turbulent areas rapidly adopt 
those processes which appear to be the favouring new product adoption. 


Reactor: They are organizations which are not pro-active and exhibit inconsistent and quite 
unstable pattern of adjustment to their environment. The reason can be unclear strategy definition 
and its reflection in its structure and processes. They respond inappropriately to environmental 
change and uncertainty, performing poorly as a result. We have not considered Reactors in our 
discussion as they no longer sustain in long run. 


We will look into the approaches currently available for the Supply Chain Performance 
Measurement for management. 


BALANCED SCORE CARD 


Several contributions in the performance management literature deal with the issue of adaptation of 
Balances Score Card (BSC) in the company, given by Norton and Kaplan [8]. According to them, 
most companies fail to execute their strategy, even fail to translate their strategy to a lower level 
because of their complexities. With Balanced Scorecard, the strategy approach gets more structured. 
The BSC gives a system that explains how one should describe the company strategy and reflect it in 
terms of various stakeholders. To measure supply chain performance the BSC can be used in 
organizational context from four perspectives: Customer, Internal Business, Financial, and Learning 
and Growth. Basic idea of BSC is to maintain a balance between short term and long term 
objectives, between financial and non financial measures, between lagging and leading indicators 
and between internal and external performance [3]. It also facilitates to focus on the most critical 
measures by limiting the number of measures used, for example Customer perspective is evaluated 
on how the company adds value for the customers. The customer estimates the value through time, 
quality, performance, service and cost. While establishing scorecard the company has to set goals 
for these value adding elements and translate them into specific measures. Customer based measure 
have to be translated into measures what company need to do internally to meet its customer 
expectations. In fact customer value drives all: the structure, the processes, decisions and actions of 
organization. Internal business perspective focuses on getting this alignment with efficient 
operations. Objective of the financial perspective is to measure financial success. Goals in this area 
deal typically with profitability, growth and shareholder’s value. Finally Learning and Growth 
perspective evaluates company’s preparedness to continue the improvement and value creation 
in future. 


Most ERP softwares now provide features of Balanced Scorecard (dashboards and KPIs) but 
many professionals still prefer to use Excel as it is simple and the company already has it. 
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Fig. 1: Adapted from Robert S. Kaplan and David P. Norton, “Using the Balanced Scorecard as a Strategic 
Management System,” Harvard Business Review (January-February 1996): 76 


Although Balanced Score card serves as strategic management tool using four dimensions but it 
is found wanting to include other environmental factors that play important roles in the 
organization and market. Today’s organization works as parts of networks so their strategies must 
be based on realizing its position in network and also realizing the other network’s participant’s 
roles and positions. Balanced scored cards with its limited features on internal focusing would not 
provide a good response for organizations in globalized world. 


SCOR (SUPPLY CHAIN OPERATIONS REFERENCE MODEL) 


Another well known approach for the SC measurement is Supply Chain operations reference 
(SCOR) model which is used in most of global companies around the world. The Supply Chain 
Council, which is a global organization of firms interested in SCM, introduced the SCOR in 1996 
and keeps on adding newer versions. The SCOR is business process reference model. It provides a 
framework that incorporates SC processes, performance metrics, best practices, software alignment 
and people features. In the SCOR model the metrics are linked with five management processes: 
plan, source, make, deliver and return. Its processes are developed based on the operations strategy 
engaging partners from the logistics, production and purchasing functions in its five supply chain 


management processes. 


DELIVER SOURCE MAKE DELIVER SOURCE MAKE DELIVER SOURCE MAKE DELIVER SOURCE 


Supplier's SUPPLIER CUSTOMER 
Supplier Internal or External YOUR ORGANIZATION Internal or External 


Fig. 2: Adapted from Supply Chain Council Overview Report SCOR Version’ 


Ten standard performance metrics are provided by the SCOR model such as: perfect order 
fulfilment, order fulfilment cycle time, upside supply chain flexibility, upside supply chain 
adaptability, downside supply chain adaptability, supply chain management cost, cost of goods 
sold, cash to cash cycle time, return on supply chain fixed assets and return on working capital. 
These ten performance metrics are designed to provide a view of overall SC performance; are called 
Key Performance indicator (KPIs) or level 1 metrics or top level metrics. The SCOR model 
supporting metrics at levels 2 and 3 (configuration level and process element level) provide keys to 
the level 1 metrics. Levell metrics are strategic metrics, whereas Level2 serve as diagnostics for the 
levell metrics and help to identify the root cause or causes of performance gap for level 1 metrics. 
Similarly level3 metrics serve as diagnostics for level2 metrics. 


The SCOR contains hundreds of performance metrics (including all levels) that are grouped 
under five core supply chain attributes, viz Reliability, Responsiveness, Agility, Cost and Assets. 
[13] The reliability attribute addresses the ability to perform tasks consistently as expected and thus 
focuses on the predictability of outcomes. Typical metrics for reliability include; on-time, the right 
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quantity, the right quality. The SCOR KPI (Level1) for this is Perfect order fulfilment. Similarly for 
other attributes KPIs are shown in Tablel. Reliability, Responsiveness and Agility are customer- 
focused attribute, and the Cost and Assets are internally—focused attribute. 


Table 1: Adapted from Supply Chain Council Overview Report SCOR Version8 


SCOR Metrics 
Performance Levell 
Attribute Attribute Definition Metric 
Supply Chain | The performance of the 
Reliability supply chain in delivering: 
the correct product, to the | Perfect Order 
correct place, at the correct | Fulfilment 
time, in the correct condition 
and packaging, in the correct 
quantity, with the correct 
documentation, to the correct 
customer. 


Supply Chain | The speed at which a supply | Order Fulfilment 
Responsiveness chain provides products to the | Cycle Time 
customer 
Supply Chain | The agility of the supply 
Flexibility chain in_ responding to | Flexibility 
marketplace of changes to | Upside Supply Chain 
gain or maintain competitive 


advantage Downside Supply 
Chain Adaptability 
Supply Chain | The costs associated with | Supply Chain 


Costs operating the supply chain Management Cost 


Cost of Goods Sold 


Supply Chain | The effectiveness of an | Cash-to-Cash Cycle 

Asset organization in managing | Time 

Management assets to support demand 
satisfaction. This includes 
management of all assets: 
Fixed and Working Capital 


Return on Supply 
Chain Fixed Assets 


SCOR does not describe every business process or activity and concentrates more on 
operational efficiency. It does not address sales and marketing, research and technology 
development, sustainability or product development which are essential ingredients of today’s 
supply chain strategy. 


RESEARCH METHODOLOGY 


Considering advantages and limitations of the above two popular performance measurement 
techniques and the requirements of sustainability, we identify five dimensions on which the supply 
chain practices has to qualify or excel viz. Strategic Supplier/ Distribution network, Customer 
relationship, Agility and Efficiency, Information sharing, and Social and Environmental 
responsiveness. We propose use of contextual/ relevant metrics for supply chain processes based on 
Miles et al classification (supply chain typologies). The motivation behind categorizing these supply 
chains as Defenders, Analyzers and Prospectors based on their market strategy is that it provides 
more focused approach on understanding the value proposition, structure and processes and hence 
on performance and sustainability. Such differentiated performance criteria also helps in assigning 
weights to different dimensions of sustainability to compute overall sustainability index. Our 
research develops various hypotheses on performance metrics using above five dimensions of 
sustainable SCM practice. 


At the extremes, Defenders continually thrive for greater efficiency in existing operations in 
their limited product domain while Prospectors explore environmental change in search of new 
opportunities. Analyzers which contain common attributes emphasize focus both on efficiency and 
effectiveness. The hypotheses are given in terms of Prospectors and Defenders, but it can be 
assumed that Analyzers lie somewhere in between these two extremes. 
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STRATEGIC SUPPLIER/ DISTRIBUTION NETWORK 
Success or failure depends on them 


Hla 

Defenders give more importance to efficiency and economy parameters hence monitor their supplier 
performance on these, whereas prospectors give more importance to capability and flexibility of 
suppliers to address their changing product domain. 

H1b 


Prospectors monitor the ethical and sustainable practices at Suppliers’ end whereas Defenders are 
only concerned with cost and quality of supply. 


Hic 


Defender encounter stable demand therefore their inventory monitoring is periodic and bulk orders 
are given as per economic lot sizing, whereas Prospector maintain perpetual inventory policy. 


Hild 

Defenders try to keep the number of suppliers to mintmum along with long term contracts to ensure 
supply, whereas Prospectors undergo contracting to safeguard its exclusivity and quality, and do not 
commit to long term contracts. 

Hle 


Warehouse management constitutes an important aspect to both Defender and Prospector. But the 
tendency to have centralized distribution center for lower cost is present in Defenders whereas 
prospectors have multiple distribution centers to increase reach. 


Hif 

Prospectors value that the distribution centers should have capabilities to allow postponement, 
cross-docking, customer response capture, whereas Defender value more on cost effective delivery. 
Hig 

Prospectors rely on solid market research and build close ties with distribution channels to ensure 
that the R&D produces products that meet customer needs. 

Hih 


Prospectors rely on multiple channels of transportation and logistics whereas Defenders over time 
follow fixed transportation system. 


CUSTOMER RELATIONSHIP 
The most important aspect, and the sheer existence of Company depends on it. 


H2a 


Defenders retain their customer by providing economic and better quality products; hence they base 
their customer satisfaction on these attributes. Prospectors maintain their image in customers as 
innovator by providing them newer and better quality products. Their focus is more on identifying 
newer customer needs and successfully addressing them. 


H2b 


Defenders concentrate on the essential features of product whereas Prospector focus on adding 
features to give customer delight. 
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H2c 


The after-sales service, customer feed-back and customer satisfaction are important for both, but 
prospectors deeply collaborate with their customers. 


AGILITY AND EFFICIENCY 
Constitutes the company’s core competency 


H3a 


Defenders are more efficiency conscious whereas Prospectors are more agility conscious. 


H3b 

Defenders tend to develop single core efficient technology to service its market, whereas Prospectors 
objective is to have adoptive and residual capacity to handle uncertainty. 

H3c 

Prospectors require strength in product R&D and product engineering, whereas Defenders R&D is 
more process oriented. 

H3d 


Prospectors with its effectiveness and results orientation make greater use of customer-focused 
accounting practices. On the other hand, defenders tend to employ cost-oriented information 
systems that are efficiency and input oriented. 


INFORMATION SHARING 
Is the life blood of agile supply chain, without it integration cannot be achieved. 


H4a 

All the strategy types recognize the importance of operational information sharing for efficient 
customer demand handling. (Inventory information, demand forecast, actual sales data, lead time, 
production plans etc.). 

H4b 


Prospectors share more the strategic information (category management, market research and costs- 
related data) with its supply chain partners than defenders; though the confidentiality of proprietary 
data is ensured through proper contract/ agreement. 

H4c 

Prospectors rely heavily on downstream information to update as its products are mainly on the 
growth curve, whereas Defenders need them to plan production process and quality. 

H4d 

Prospectors invest heavily in advertisement and content marketing to make their innovation known 
and accepted. 

H4e 


Prospectors maintain more transparency with customer, community, market competition and 
stakeholders. 


SOCIAL AND ENVIRONMENTAL RESPONSIVENESS 
Essential for sustainability 
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H5a 


Employee performance evaluation is more non-financial in prospectors than defenders. 


H5b 


Defenders require their employees to mechanically follow the strict adherence to well laid 
procedures, emphasis on time, discipline, etc, whereas Prospectors treat employees as its most 
valuable resources. 


H5c 


Prospectors expect from their suppliers also to maintain fair pay and healthy work condition for 
their employees 


H5d 


Prospectors monitor employees’ motivation and their turnover as they constitute an important 
aspect of their strategy, whereas Defenders have no dearth of employees for its operations. 


H5e 


Defenders track the environmental impact of their processes only to satisfy industry norm or 
stipulated standard, whereas Prospectors have a pro-active approach towards environmental audit. 


H5f 


Defenders follow the environmental friendly policies up to the stipulated level or industry norm, 
whereas Prospectors have a pro-active approach towards green supply chain. 


We identified more than 100 performance metrics which relate to performance aspects 
highlighted in these hypotheses (Appendix-I or can be asked from author). Questionnaire developed 
on these are being sent to global companies operating in Indian market, and once these hypotheses 
are substantiated, sustainability index will be developed assigning weights. 


RESULT AND DISCUSSION 


This paper addresses the following research issues: (i) what is the effect of corporate strategic 
choices on the weighting of the sustainable performance measures? (ii) What are the important 
environmental variables in determining these weights? Since each strategy is unique, each requires 
different types of performance measures and targets. Defender, Analyzer and Prospector type 
strategies require very different internal structures and administrative processes, the design 
parameters of performance measurement systems are also likely to differ based on their priorities. 
For example, Defenders tend to offer a more limited range of products or services than their 
competitors, and try to protect their domains by offering higher quality, superior service, and lower 
prices, so their sustainability index will assign more weight to financial measures than others and for 
prospectors more weight will be given to non-financial measures supporting an innovation-oriented 
strategy. Analyzer firms which lie in between operate in different environments. They play a role 
similar to that of defenders in their stable environments, and a role similar to that of prospectors in 
their dynamic environments, but they are followers not pioneers. Reactors were not taken up due to 
their shifting strategic orientation in reaction to competitive pressures which usually puts it to 
disadvantage to those firms that are competing from an established position of strength. 


An effective PMS also bring forth the strength and weaknesses of the system before 
management. Prospectors encounter the most complex coordination and communication 
mechanisms, while relying on participative and decentralized decision making. Developing new 
product to sustain competitiveness, they require capabilities to sense changing market needs with 
collaborative distribution channel and customer and also developing its technological strengths to 
respond. At the other extreme, defenders make substantial efforts toward rationalizing production 
and delivery of their goods. 
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Our research will help company to know its position in sustainability index, and help 
professionals in designing tailor made or industry specific performance measurement solutions 
instead of providing one size fit all. This will also provide cue to policy makers and regulators to 
develop system for sustainability. 
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APPENDIX I: PERFORMANCE METRICS 


1. 


Customer issues 


Cost of Product 

Percent of past commitments fully met 

Average response time 

Quality of Product and grievance handling onsite 
Quantity of product/output returned to plant for rework 
Additional features other than essential 

Product variety 


Number of public consultation opportunities, number of attendance to public 
consultations, public awareness of consultation opportunities 


Average response time to request for publicly available information, adequacy of 
reporting and information provided to the public 


Agility and Efficiency 


Production adherence to plan weekly 
Product variety 

Product modifications 

Raw material modifications 

Process modifications 

USP / Core competency 

Monitoring Substitutes and Compliments 


Major environmental, social, and economic impacts associated with the life cycle of 
products and services. Formal written, commitments requiring an evaluation of life cycle 
impacts 


Procedures to assist product and service designers to create products or services with 
reduced adverse life cycle impact 


Efficiency and speed of operations 

Capability, capacity, flexibility, adaptability 
Publicly available mission and value statements 
MRP/ ERP implementation status 

Material Balance audits 

Pollution prevention inventory audits 


Prevent or minimize potentially adverse impacts of products, processes and handling to 
workmen and environment. 


Strategic Sourcing/ Distribution 


Segmented Supply Chain(or Uniform) 


Few or many suppliers, local or global, short lead time/long lead time 


902 / Research and Sustainable Business 


Few or many distributors, local or global 
Perpetual Vs. Periodic review inventory 
Inventory cycle ratio 


Responsiveness, Visibility, On time delivery issues, Forecast and customer preference 
sharing, Record automation (RFID), ERP 


Customization, Flexibility of supplier 
Customization, Flexibility at DC 
Cross docking, postponement, pooling 


Long term contract, participation and collaboration of vendors, vendor rating, vendor 
support and development 


Quantity of items or sub-product returned to vendor or supplier due to poor quality 
Quantity of product output returned to process or market by warranty or poor quality 
Quantity of non-product output returned to process or market by recycling or reuse 


Level of shared information and communications among the supply chain partners, for 
example design and future plan sharing, etc. 


Commitment of top management for collaboration 


Warehouse management: Inventory accuracy, Inventory location, Space 
utilization/warehouse layout, Redundant processes, Picking optimization 


Logistics: inbound or outsourced, single or multiple sources 
No. of transport contractors used, availability of ready transport facilities 
Total logistics cost as % of gross sales or GP 


Win-Win situation for all 


4. Employee and management participation 


Mission and Vision well established and universally engrossed by the organization 
workforce 


Management system / structure -Hierarchical centralized (or matrix loose) 
Management systems pertaining to social and environmental performance 
Work culture and growth prospects of employees 

Percent of workers who report complete job satisfaction 

Effectiveness of capturing staff feed back 

Arrange employee turnover by classification 


Effectiveness of staff training program, perceived clarity of expectation, perceived 
opportunity for advancement, perceived availability to influence decisions 


Perceived access to necessary resources, staff sense of team, internal and external salary 
ratio, percent of employee development plans completed, non-entry level positions filled 
with external candidates, investment in staff education and training, and public attitude 
factor 


Labour union and welfare programs for employees 
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e Investment in community outreach, charity and education 


e Company loyalty, residential, developmental, medical, school, and recreation facilities 
for employees 


ENVIRONMENTAL CONSCIOUSNESS 


he 
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15. 


EAP (Environmental Audit Program) 

Fugitive or non-point air emission 

Stack or point air emission 

Discharge to receiving stream and water bodies 
Release to land on-site 

Discharges to Publicly owned treatment works 
Scrap inventory management 

Underground- injection onsite 


Other outside transfers 


. Magnitude and nature of penalties for noncompliance; Number, volume, and nature of 


accidental or non-routine releases to land, air, and water 


. Water consumption, Energy usage 
. Organics emitted and sludge emitted by the facility 
. Greenhouse gas emission and Carbon cost of supply chain 


. Non production releases 


Habitat impacts or damages due to enterprises operations or Eco-foot print 


ENVIRONMENTAL INNOVATION/ INVESTMENT IN ENVIRONMENTAL RESPONSIVENESS 


Le 
2 
3. 


SOOO EO 


Source reduction activities 
Spill and leak prevention 


Reduction of air emission, reduction of waste water, reduction of solid wastage, decrease of 
consumption of hazardous/ harmful/ toxic materials 


Decrease of frequency for environmental accidents, improvement in enterprise 
environmental adverse impact situations 


Onsite and Offsite energy recovery 
Onsite and Offsite energy recycling 
Onsite and Offsite energy treatment 
Onsite and Offsite material recovery 


Onsite and Offsite material recycling 


FINANCE AND SHAREHOLDERS ISSUES 


Te 
De 
3. 


P/E ratio, P/A ratio 
Growth, market share, share value, and brand value 


Level of trust and openness to stakeholder participation, effectiveness of management 
process, meeting expectation, aboriginal satisfaction with the decision making process 


Competition policies 


Technology Agreement and strategic alliance 
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Abstract— 


Purpose: The study has been opted for comparing and analyzing the differences between Intellectual Capital (IC) disclosures 
made by the top companies in the information technology (IT) sector operating in India and Bangladesh. 


Methodology: Using the content analysis method, the paper reviews the annual reports of the selected firms to determine IC 
disclosure trends in India and Bangladesh. Statistical tools and graphs have been used to compare and contrast ICD 
disclosures in two countries. 


Findings: Disclosure of IC by the Indian companies is significantly high than that of Bangladeshi companies. 


Implications: the findings of this study have implications for policy makers and standard setters for rethinking over the 
issue of incorporating IC disclosure in financial statements. 


Limitations and Future Research: The current study considers only selected firms of a particular sector and only for year 
2012. However, this can be extended to study the comparative picture across other knowledge intensive industries. 


Keywords: India, Bangladesh, Intellectual Capital, Disclosure, Content Analysis 


INTRODUCTION 


This study stems from an interest in study and comparison of the “nature” and “extent” of 
voluntary intellectual capital disclosures (ICD) by Information Technology (IT) companies of 
Bangladesh and India. Importantly, various issues relating to measurement and recognition of 
intangibles and intellectual capital (IC) have been addressed, during the last decade, by a large 
number of accounting standards setting bodies, professional accounting organization, and 
regulatory agencies over the world. The Financial Reporting Committee of the Institute of 
Chartered Accountants in England and Wales (ICAEW) issued a series of discussion papers on 
human and IC aimed at helping management to make key aspects of a company’s capabilities more 
transparent to investors (ICAEW, 2000 a, b). Predicated on the notion that it is necessary to 
supplement traditional performance measures with narrative disclosure and indicative measures of 
future potential, these have encouraged enhanced disclosure about key business risks and how these 
risks are managed and measured (IASC, 1998; FASB, 2001). In October 2005, the International 
Accounting Standards Board (IASB) issued a discussion paper on the “Management Commentary”, 
a report that supplements and complements financial information, providing insight into an entity’s 
performance. 


Development of technology and knowledge based assets have shifted organizational value driver 
from tangible assets to intangibles. Increased reliability on skills, know how, experience, training 
and attitude of the employees is quite apparent in many companies. The accounting literature 
identifies these categories of attributes and characteristics of intangible value drivers as intellectual 
capital (IC). Undoubtedly, IC bears extreme significance in case of IT sector companies as 
productivity of such companies largely depends on skills, training and development of employees, 
innovation, research and development, and value creation through service etc. 


However, until to this date, the intellectual assets are not considered as a financial report and IC 
is not included as a category in the balance sheet. As companies are not necessarily required to 
disclose information about IC. 
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Also, we should not deny the fact of incapability of the traditional financial reporting model to 
report user friendly information (Francis & Schipper, 1999) and also the existing reporting model 
does not report the enhanced value due to intangible assets. It causes a difference in the actual and 
disclosed value of an organization. Both the studied nations, Bangladesh and India are in a phase of 
adoption of International Financial Reporting Standards (IFRS) which now requires companies to 
make it sure that there should not be much difference in the recorded value and fair value. All these 
requirements make it necessary to adopt a revaluation model. Deegan (2007) mentions that 
intelligible assets remains outside the financial statements due to conservative approach of the 
standards about the recording and reporting of such assets. challenge is to identify the solutions for 
recognizing, measuring and reporting the intangible assets, processes and potentials which are not 
considered by traditional accounting metrics (Abeysekera, 2006; Ducharme, 1998; Guthrie and 
Petty, 2000a)-hence the emergence of intellectual capital disclosure (ICD) theory and practice 
within which this paper is situated. 


LITERATURE REVIEW 


It has been seen from the literature that awareness is rising about the importance of measuring the 
extent of IC reporting in different parts of the world (Abeysekera and Guthrie, 2005; Abeysekera, 
2007; Bontis, 2003; Brennan, 2001; Bruggen, Vergauwen, & Dao, 2009; Goh and Lim, 2004; 
Guthrie and Petty, 2000; Guthrie, Petty, & Riceeri, 2006; Joshi, Ubah, & Sidhu, 2010; Joshi, Ubah, 
& Sidhu, 2011; Kamath, 2006; 2007; 2008; Khan and Ali, 2010; Nurunnabi, Hossain, & Hossain, 
2011; Oliveras, Gowthorpe, Kasperskaya, Perramon, 2008; White, Lee, Yuningsih, Nielsen, & 
Bukh, 2010; Whiting and Woodcock, 2011). Notably, researches on IC are not limited within the 
scope and authority of developed countries; researchers have given importance to IC reporting in 
developing countries as well. The following sub-points draft a brief review of intellectual capital 
studies in India and Bangladesh as well as comparative studies done throughout the world on ICD. 


IC STUDIES IN INDIA 


A very few studies have been carried out in India. Pablos (2003 a) found that the disclosure in the 
IC reports in India is low and does not consider the business model, mission, vision and other 
knowledge management aspect. Indian IT firms were disclosing more information on intellectual 
capital rather than other sectors. Kamath (2008 b) in a study on pharmaceutical industry found that 
in spite of growing importance and efficiency in the utilization of the intellectual resources in the 
Indian pharmaceutical industry, the impact of the same on the financial performance of the industry 
was found to be missing. Singh and Kansal (2011) analyzed 20 Indian pharmaceutical firms and 
observed that intellectual capital disclosure was low. A large number of companies were not 
disclosing trademarks and copyrights of the firms. So, companies were undervalued according to 
reports of the firms. Ghose and Mondal (2009) carried out a study on Indian software and 
pharmaceutical and found that profitability was explained by intellectual capital but not 
productivity and market valuation. 


Going through the literature it can be seen that IC research is in very early phase in India. India, 
being a developing country, has a large potential of human capital efficiency and structural capital 
efficiency and hence vast scope is available for examining the intellectual capital performance. 
Corporate intellectual capital efficiency and its association with financial and market performance 
of the companies may be of much interest for the managers and academicians and society at large. 


INTELLECTUAL CAPITAL STUDIES IN BANGLADESH 


Very few studies have been found in Bangladesh on IC disclosure practices. Mohiuddin, Najibullah, 
& Shahid (2006) conducted a study on the banks of Bangladesh and observed that they were having 
higher human capital efficiency in comparison with other efficiencies. A study on IC reporting 
practices of few selected organizations in Bangladesh by using the content analysis method found 
that only few IC items are reported by the companies (Ali, Khan, & Fatima, 2008). As per the study 
on twenty private banks in Bangladesh and testing the attitude of management on IC disclosure it 
has been found that management does not give attention for IC disclosures (Khan and Ali, 2010) 
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Another study by Nurunnabi, Hossian, & Hossain (2011) on 90 non-financial companies in 
Bangladesh has revealed the lack of practices regarding IC disclosure. 


COMPARATIVE STUDIES 


Several comparative studies have been performed by different researchers over the world. 
Abeyesekara (2007) found significant differences between Sri Lankan and Australian firms, and 
suggested for a uniform ICR definition and a consistent reporting framework in IC disclosure. 
Abeyesekara (2008) also examined the intellectual capital disclosure outline between Sri Lanka a 
developing nation and Singapore a moderately developed nation. He selected a sample of 20 listed 
firms of Sri Lanka and Singapore and found differences in IC disclosure which is due to non 
uniform approaches. He revealed that economic, social and political factors majorly affect the 
extent of IC disclosure. A list of the comparative studies is presented below: 


Researcher (s) Countries of study 

Abeyesekara (2007) In between a developed country and a developing country (Australia and 
Sri Lanka ) 

Abeyesekara (2008) In between a moderately developed country and a developing country 
(Singapore and Sri Lanka) 

Palbos (2003b) Reporting practices of Danish, Swedish and Spanish companies are 
compared. 

Guthrie, Petty, & Ricceri (2006) Australian and Hong Kong 

Bozzolan, O’Regan, & Ricceri (2006) Between Italian and the UK companies 

Sonnier (2008) Between two sectors of the US economy 

White, Lee, Yuningsih, Nielsen, & Bukh Between Australian and the UK biotechnology companies 

(2010) 

Joshi, Ubah, & Sidhu (2012) Between Indian and Australian information technology companies 


RESEARCH GAP IDENTIFIED 


The above list illustrates that comparative studies on ICD done so far either compared a developing 
country’s ICD to a developed country’s ICD or compared ICD between two developed countries. 
No comparative studies on IC disclosure between two developing countries were found. This paper 
attempts to fill this gap of research and attempt to compare the IC disclosures of information 
technology sector companies in two developing nations India and Bangladesh. It will enhance the 
literature regarding IC disclosures. 


RESEARCH QUESTIONS, METHODOLOGY, AND LIMITATIONS 
OF THE STUDY 


RESEARCH QUESTIONS, METHODOLOGY 
After reviewing literature on IC disclouser, our study attempts to deal two major research questions: 


1. Is there any measurable difference in the nature and extent of IC disclosure by Indian and 
Bangladeshi IT companies? 


2. Is there any difference in the IC disclosures level of Indian and Bangladeshi companies? 


The first research question addresses the nature and extent of IC disclosures made by companies 
in both the countries. Line count is used to measure disclosure. The total number of companies 
making IC disclosures was also found. The second research question study comparative difference 
in the level of IC disclosures. Statistical tests were used to obtain response to both questions 


The study is a qualitative type research and uses content analysis of published annual reports. 
Content analysis is one of the most widely used research methodology applied in studying IC 
disclosures (Abeysekera, 2007,2008; Abeysekera; Guthrie, Petty, Ferrier, & Wells, 1999; Kamath, 
2008; Olivers, Gowthorpe, Kasperskaya, & Perramon, 2008; Striukova, Unerman, & Guthrie, 
2008). Content analysis involves codifying qualitative and quantitative information into pre-defined 
categories in order to derive patterns in the presenting and reporting the information (Guthrie & 
Petty, 2000). In coding process the annual report of the companies are studied and information is 
coded as per the pre -defined IC categories (Bhasin, 2012). 
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Annual reports are useful to acquire information about corporations, because managers point 
out important information in annual reports (Guthrie & Petty, 2000). It shows information about 
the development and events during a year in a complete and compact way. Our study includes 
reading corporate annual reports and coding the information contained therein. 


To identify the companies disclosing IC literature was surveyed to shortlist the related IC 
terminology. According to Bontis (2003), “A panel of researchers from the World Congress on 
intellectual capital summarized the list of IC items into a collection of 39 terms that encompassed 
much of the intellectual capital literature”. Though, some other lists were used by other researchers 
(for example, Guthrie, Petty, Yongvanich, & Ricerri (2004), the list used by Bontis (2003) was 
considered comprehensive for the preliminary survey results. Importantly, the same list has been 
applied for content analysis of IC disclosure by Kamath (2008) and Joshi, Ubha & Sidhu (2012) for 


comparing and analyzing of IC disclosure. The final lists of terms is reported in Table 1 


Table 1: Intellectual Capital Search Terms 


Business Knowledge Employee Productivity Intellectual Property 
Company Reputation Employee Skill Intellectual Resources 
Competitive Intelligence Employee Value KM 

Corporate Learning Knowledge Assets Expert Networks 


Corporate University 


Expert Teams 


Knowledge Management 


Cultural Diversity 


Knowledge Sharing 


Human Assets 


Customer Capital 


Knowledge Stock 


Human Capital 


Customer Capital Management Quality Human Value 
Customer Knowledge IC Organizational Culture 
Economic Value Added Information Systems Organizational Learning 
Employee Expertise Relational Capital Intellectual Assets 
Employee know-how Intellectual Capital Structural Capital 
Employee Knowledge Intellectual Material Supplier Knowledge 
Source: Bontis (2003) 
FINDINGS AND ANALYSIS 


The total analysis has been conducted by using 2011-2012 published annual report of the selected 


companies available on their website. 


SL Intellectual Capital Items No. of No. of Lines No. of No. of lines 

No. Disclosing Disclosed by Disclosing Disclosed by 

Companies Indian Companies Bangladeshi 

(India) Companies (Bangladesh) Companies 
1. | Business knowledge 0 0 1 1 
2. | Corporate university 1 1 0 0 
3. | Customer capital 0 0 1 2 
4. | Economic value added 1 1 0 0 
5. | Employee expertise 1 2 1 1 
6. |Employee know how 1 2 0 0 
7. _|Employee knowledge 2 3 0 0 
8. | Employee productivity 1 1 0 0 
9. | Employee skill 2 4 4 4 
10. | Employee value 1 1 1 1 
11. | Expert teams 1 1 1 iL 
12. | Knowledge sharing 0 0 1 1 
13. | Information systems 3 3 2 2 
14. | Intellectual property 6 35 0 0 
15. | Knowledge management 3 4 0 0 
16. | Human assets 0 0 5 5 
17. | Human capital 6 8 0 0 
18. | Human value 1 1 0 0 
19. | Organizational culture 1 1 0 0 
20. | Intellectual assets 2 3 0 0 


Source: Annual reports of the sample companies 
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The table highlights that out of 39 items, The IT companies of India and Bangladesh reported 
respectively 16 items (41%) and 9 items (23%). The Indian and Bangladeshi IT companies missed 
respectively 23 items and 30 items of index. 19 common items (49%) were not disclosed by any 
company in both the countries. In Indian IT companies, the highest line count was “Intellectual 
property”—35 lines (48%) which were reported by 6 companies (75%). The second best disclosure is 
“Human capital’—8 lines (11%) which were disclosed by also 6 companies (75%). However, in case 
of Bangladesh, the term “Human assets” has been disclosed by 5 companies (63%) followed by the 
disclosure of the term “Employee skill” by 4 companies (50%). The line count for the same comes to 
be only 5 lines (28%) and 4 lines (22%) respectively. The term “Intellectual capital” was not 
reported by any companies in both countries. 


Here, Fig. 1 and Fig. 2, represents IC terms disclosed by Indian IT companies and Bangladeshi 
IT companies. Figure 3 gives a combined picture of IC terms disclosed by both Indian and 
Bangladeshi IT companies. 


ICD scores of Indian Companies 


IC disclosure scores 


Fig. 1: IC Disclosure by Indian IT Companies 


ICD scores of Bangladeshi Companies 


IC disclosure scores 


Fig. 2: IC Disclosure by Bangladeshi IT Companies 


Comparison of ICD in India and Bangladesh 
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Fig. 3: Comparison of ICD in Indian and Bangladeshi IT Companies 
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Table 3: Statistical Comparison of Average No. of Companies Disclosed IC Items 


Country Average SD CV (%) Standard | Standard t-test Mann- Shapiro — 
Skewness | Kurtosis Whitney Wilk test 
(Wilcoxon) 
W-test 

India 1.65 1.725 104.55 1.7000 2.610 t=1.616 W=333.50 S-W = 

Bangladesh 0.85 1.387 163.18 2.137 4.319 p value p value = 0.737 
=0.115 0.029 p value = 

0.000 

Notes: n = 20. Significant at 0.05 level. 


8 companies were taken as a sample, the mean value of the no of companies disclosing IC item 
were calculated and then the difference between the mean is calculated for both the countries.. On 
an average it has been found that 2 companies (1.65 companies rounded) in India and 1 company 
(0.85 company rounded) in Bangladesh discloses items of IC. Standard deviation shows that IC 
disclosure in Bangladesh is less volatile to IC disclosure in India. But Coefficient of variation shows, 
that the variation in IC disclosure in Bangladeshi companies are high in comparison to Indian 
companies. 


Though the value of standard skewness of India is laid between the ranges of -2 to +2, other 
statistics, the standard skewness and standard kurtosis of India and Bangladesh, lying outside the 
range of -2 to +2 indicated significant departures from normality, which would tend to invalidate 
the tests which compare the standard deviations. So, in addition to a t-test for comparing the means, 
Mann-Whitney (Wilcoxon) W-test and Shapiro-Wilk test are also required to compare medians and 
the distributions of the two samples. The result of t-test, t = 1.616, p value > 0.005, shows that there 
does not exist any significant difference in mean number of companies disclosing an item of IC. But 
the same time, Mann-Whitney test results (W = 333.50, p value = 0.029 < 0.05) which shows that at 
95.0 percent confidence level. there exit statistically significant difference between the medians. It is 
interpreted that the mean numbers of companies are significantly different for disclosing an IC item. 
The result is further confirmed by S-W statistics in Shapiro-Wilk test, indicating that there is a 
statistically significant difference between the two distributions at the 95.0 percent confidence level. 


Table 4: Statistical Comparison of Number of IC Terms Disclosed by Companies 


Country Average SD CV(%) Standard Standard t-test Mann- Shapiro-— 
Skewness Kurtosis Whitney Wilk test 
(Wilcoxon) 
W-test 

India 3.65 7.652 209.64 3.989 16.842 t=1.581 W=327.00 S-W = 

Bangladesh 0.90 1.410 156.67 1.946 3.489 p value p value = 0.378 
=0.129 0.019 p value = 

0.000 

Notes: n = 20. Significant at 0.05 level. 


Table 4 displays that the average number of IC terms disclosed on any of the items in the IC 
index in India are 4 (3.65 terms rounded) as compared to just 1 (0.90 term rounded) by Bangladeshi 
companies. The values of Standard deviation and coefficient of variation indicate that the variation 
in IC disclosure in India is significantly high relative to variation of IC disclosure by Bangladeshi 
companies. Here, the value of standard skewness of ICD in Bangladesh lying in between the range 
of -2 to +2. But other statistics, like the standard skewness of ICD in Indian companies and standard 
kurtosis of ICD in both countries are lying outside the range of -2 to +2 indicating significant 
departures from normality, which tends to invalidate the tests which compare the standard 
deviation. So, in addition to a t-test for comparing the means, Mann-Whitney (Wilcoxon) W-test 
and Shapiro-Wilk test are also required to compare medians and the distributions of the two 
samples. The t-values = 1.581 with p = 0.129 > 0.05, indicates that there is no significant difference 
between average number of sentences disclosed by Indian and Bangladeshi companies at 5 percent 
level of significant. But in Mann-Whitney test with W = 327.00 and p < 0.05, represents that there is 
significant difference noticed in the medians of two distributions. The result is further supported by 
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Shapiro-Wilk test statistics 0.378, with p value < 0.05. So for any item of IC index the disclosure 
made by Indian companies are higher then Bangladeshi companies. 


IMPLICATION 


From the research it has been observed that the major challenge is to maintain harmony about 
methodology for IC disclosure (Guthrie, Petty, Ferrier, & Wells, 1999). Guthrie and Petty (2000) in 
Australia, Brennan (2001) in Ireland, Olsson (2001) in Sweden, Abeyesekara (2007) in Sri Lanka, 
Joshi, Ubha, & Sidhu (2012) in Australia in their study of several nations of human capital have 
shown that the difference in fundamental assumptions and frameworks between countries can result 
in different outcomes that are not comparable between firms and nations. 


CONCLUDING REMARKS 


India and Bangladesh have differences in various sectors of economy such as GDP growth level, 
labor force, export and import policy etc. The size and market share of Indian software industry is 
higher than that of Bangladesh. However IC disclosure by companies in both countries remains 
relatively low. The performance of Indian IT companies is better then IT companies of Bangladesh 
and they disclosed more index items. Also Indian companies have higher line count and average 
sentences disclosure in comparison to Bangladeshi companies among the items in the IC index. 
Also mean of number of companies disclosing an item of intellectual capital differs in both 
the countries. 


Finally, it can be said that such voluntary practice of IC disclosure can help in enhancing the 
credibility of financial reporting. This will improve quality of information and enable stakeholders 
accurately assess the value of the organization. 


The study has following research limitations: 


1. The study has limitations in using content analysis, because of different regulations and 
varying corporate culture in both the comparing countries. 


2. The current study considers only selected firms of a particular sector and only for year 2012. 
3. Due to the small sample size of 8 listed firms that study might have limited external validity. 


As a demanding issue in the present time, it is necessary to employ mechanism to motivate 
firms to disclose their intellectual capital. One such mechanism could be rewards for the best 
disclosure of IC information in annual report that can also bring competitiveness among companies 
to disclose their corporate information. The inclusion of IC disclosure will helpful for firms for 
establishing corporate image in the public sphere. Global accounting bodies like IASB, IFA etc. can 
provide specific guidelines for valuation system and approaches for reporting of intellectual capital. 
The respective regulatory authority of the country can play a vital role by inducing the listed 
companies to have fair disclosure practice of intellectual capital. 


Future researches may expend the sample size and may extend the time period of study to 
provide further insight about IC disclosure practices. Also comparative IC disclosures may be 
studies with reference to financial and non-financial determinants of voluntary disclosures by the 
firms operating in different environment. The determinant may include type of industry (Sujan & 
Abeyesekara, 2007), Size of business (Bozzolan, O’Regan & Ricceri, 2006; Meca, Jorge & Conesa, 
2003), leverage (Ahmed & Courtis, 1999; White, Lee, Yuningsih, Nielsen, & Bukh, 2010), financial 
performance variables, corporate governance variables and the country specific legislative disclosure 
requirements. Further IC disclosure research that includes these variables can enrich investigation of 
inter country IC disclosure practice. 


REFERENCES 


[1] Abeysekera, I. (2006). The project of intellectual capital disclosure: researching the research. Journal of Intellectual 
Capital, 7(1), 61-77. 

[2] Abeysekera, I. (2007). Intellectual capital reporting between a developing and developed nation. Journal of Intellectual 
Capital, 8(2), 329-345. 


Intellectual Capital Disclosure: A Comparative Study on Information Technology Companies of India and Bangladesh / 911 


[3] Abeysekera, I. (2008). Intellectual capital disclosure trends: Singapore and Sri Lanka. Journal of Intellectual Capital, 
9(4), 723-737. 

[4] Abeysekera, I. (2011). The relation of intellectual capital disclosure strategies and market value in two political 
settings. Journal of Intellectual Capital, 12(2), 319-338. 

[5] Abeysekera, I., & Guthrie, J. (2005). An empirical investigation of annual reporting trends of intellectual capital in Sri 
Lanka. Critical Perspectives on Accounting, 16(3), 151-163. 

[6] Ahmed, K., & Courtis. J.K. (1999). Association between corporate characteristics and disclosure levels in annual 
reports: A meta analysis. British Accounting Review, 31, 35-61. 

[7] Ali, M.M., Khan, M.H.U.Z., & Fatima, J.K. (2008). Intellectual capital reporting practices: evidence from 
Bangladesh. Dhaka University Journal of Business Studies, 29 (1), 23-45. 

[8] Bhasin, M.L. (2012). Intellectual capital disclosure scenario: Evidence from a developing country. European Journal of 
Business & Social Sciences, 1(9), 26-45. 

[9] Bontis, N. (2003). Intellectual capital disclosure in Canadian corporations. Journal of Human Resource Costing & 
Accounting, 7(1), 9-20. 

[10] Bozzolan, S., Favotto, F., & Ricerri, F. (2003). Italian annual intellectual capital disclosure. Journal of Intellectual 
Capital, 4(4), 543-558. 

[11] Bozzolan, S, O’Regan, P., & Ricceri, F. (2006). Intellectual capital disclosure (ICD): A comparision of Italy and the 
UK. Journal Human Resource Costing & Accounting, 10(2), 92-113. 

[12] Brennan, N. (2001). Reporting intellectual capital in annual reports: evidence from Ireland. Accounting, Auditing & 
Accountability Journal, 14(4), 423-436. 

[13] Bruggen, A., Vergauwen, P., & Dao, M. (2009). Determinants of intellectual capital disclosure: evidence from 
Australia. Management Decision, 47(2), 233-245. 

[14] Deegan, C. (2007), Australian Financial Accounting. McGraw-Hill Higher Education, Sydney. 

[15] Ducharme, L.M. (1998). Measuring intangible investment, introduction: main theories and concepts, Paper presented 
at the International Symposium Measuring and Reporting Intellectual Capital: Experiences, Issues and Prospects, 
OECD, Amsterdam. 

[16] Financial Reporting Standards Board (FASB) (2001). Improving Business reporting: insights into enhancing 
Voluntary disclosure, Business Reporting Research Project, Steering Committee, Financial Reporting Standards 
Board, 1-50. 

[17] Francis, J. & Schipper, K. (1999). Have financial statements lost their relevance?. Journal of Accounting Research, 37 (2), 
319-352. 

[18] Ghose, S., & Mondal, A. (2009). Indian software and pharmaceutical sector IC and financial performance. Journal of 
Intellectual Capital, 10(3), 369-388. 

[19] Goh, P.C., & Lim, K.P. (2004). Disclosing intellectual capital in company annual reports: evidence from Malaysia. 
Journal of Intellectual Capital, 5(3), 500-510. 

[20] Guthrie, J., & Petty, R. (2000a). Intellectual capital literature review. Journal of Intellectual Capital, 1(2), 155-176. 

[21] Guthrie, J., & Petty, R. (2000). Intellectual capital: Australian annual reporting practices. Journal of Intellectual Capital, 
5(3), 500-510. 

[22] Guthrie, J., Petty, R., Ferrier, F., & Wells, R. (1999). There is no accounting for intellectual capital in Australia: A 
review of annual reporting practices and the internal measurement of intangibles. Paper presented to International 
Symposium for Measuring & Reporting Intellectual Capital: Experience, Issues, and Prospects, Amsterdam 9-10 
June. 

[23] Guthrie, J., Petty, R., Yongvanich, K., & Riceeri, F. (2004). Using content analysis as a research method to inquire 
into intellectual capital reporting. Journal of Intellectual Capital, 5(2), 282-293. 

[24] Guthrie, J., Petty, R., & Riceeri, F. (2006). The voluntary reporting of intellectual capital comparing evidence from 
Hong Kong and Australia. Journal of Intellectual Capital, 7(2), 254-271. 

[25] ICAEW (2000a), Intellectual Capital: Issues and Practice, ICAEW, London. 

[26] ICAEW (2000b), Human Capital and Corporate Reputation: The Boardroom Agenda, ICAEW, London. 

[27] Joshi, M., & Ubha, D.S. (2009). Intellectual capital disclosures: the search for a new paradigm in financial reporting 
by the knowledge sector of Indian economy. Electronic Journal of Knowledge Management, 9(5), 575-582. 

[28] Joshi, M., Ubah, D.S., & Sidhu, J. (2010). Reporting intellectual capital in annual reports: evidence from Australian 
information technology sector. Journal of Knowledge Management Practice, 11(3). 

[29] Joshi, M., Ubah, D.S., & Sidhu, J. (2011). Intellectual capital disclosures in India: A case study of information 
technology sector. Global Business Review,12(1), 37-49. 

[30] Joshi, M., Ubah, D.S., & Sidhu, J. (2012). Intellectual capital disclosures by Indian and Australian information 
technology companies: A comparative analysis. Journal of Intellectual Capital, 13(4), 582-598. 

[31] Kamath, B. (2006). Strategic management of intellectual capital. Journal of IPM, Meerut, 6(1). 

[32] Kamath, B. (2007). IC statements: what they measure and report. ICF-AI Journal of Accounting Research, 6(4), 52-64. 

[33] Kamath, B. (2008a). Intellectual capital disclosure in India: Content analysis of TecK firms. Journal of Human Resource 
Costing and Accounting, 12(3), 213-224. 

[34] Kamath, B. (2008b). Intellectual capital and corporate performance in Indian pharmaceutical industry. Journal of 
Intellectual Capital, 9(4), 684-704. 

[35] Khan, M., & Ali, M. (2010). An empirical investigation and users’ perceptions on intellectual capital reporting in 
banks evidence from Bangladesh. Journal of Human Resource Costing & Accounting, 14(1), 48-69. 


912 / Research and Sustainable Business 


[36] Nurunnabi, M., Hossain, N., & Hossain, M. (2011). Intellectual capital reporting in a South Asian country: evidence 
from Bangladesh. Journal of Human Resource Costing & Accounting, 15(3), 196-233. 

[37] Meca, E.M., Jorge, M.L., & Conesa, I.M. (2003). Intellectual capital disclosure to financial analysts, explanatory 
factors. Paper presented at the 26" annual conference of the European Accounting Association, Seville. 

[38] Mohiuddin, M., Najibullah, S., & Shahid, A.I. (2006). An exploratory study on intellectual capital performance of 
the commercial banks in Bangladesh. The Cost and Management, 34(6), 40-54. 

[39] Oliveras, E., Gowthorpe, C., Kasperskaya, Y., & Perramon, J. (2008). Reporting intellectual capital in Spain. 
Corporate Communications: An International Journal, 13(2), 168-181. 

[40] Olsson, B. (2001). Annual reporting practices: Information about human resources in corporate annual reports in 
major Swedish companies. Journal of Human Resource Costing & Accounting, 6(1), 39-52. 

[41] Pablos, P.O. (2003a). Intellectual capital reports in India: lessons from a case study. Journal of Intellectual Capital, 6(1), 
141-149, 

[42] Pablos, P.O. (2003b). Intellectual capital reporting in Spain: a comparative view. Journal of Intellectual Capital, 
A(1), 61-81. 

[43] Singh, S., & Kansal, M. (2011). Voluntary disclosures of intellectual capital: an empirical analysis. Journal of 
Intellectual Capital, 12(2), 301-318. 

[44] Sonnier, B.M. (2008). Intellectual capital disclosure: High tech versus traditional sector companies. Journal of 
Intellectual Capital, 9(4), 705-722. 

[45] Striukova, L., Unerman, J., & Guthrie, J. (2008). Corporate reporting of intellectual capital: Evidence from UK 
companies. The British Accounting Review, 40(4), 297-313. 

[46] Sujan, A., & Abeysekera, I. (2007). Intellectual capital reporting practices of the top Australian firms. Australian 
Accounting Review, 17(2), 71-83. 

[47] White, G., Lee, A., Yuningsih, Y., Nielsen, C., & Bukh, P.N. (2010). The nature of extent of voluntary intellectual 
capital disclosures by Australian and UK biotechnology companies. Journal of Intellectual Capital, 11(4), 519-536. 

[48] Whiting, R.H., & Woodcock, J. (2011). Firm characteristics and intellectual capital disclosure by Australian 
companies. Journal of Human Resource Costing & Accounting, 15(2), 102-126. 


Optimizing Energy Efficiency by Minimizing 
Electric Motors Losses in SSIs & SMEs 


A.G. Matani' and A.A. Gulhane” 

' Associate Professor, Mech. Engg, Government College of Engg, Amravati-444604, M.S. 
’Principal, Government Polytechnic, Arvi-Wardha—444303 (M.S.) India 
E-mail: 'ashokgm333@rediffmail.com/ drashokmatani@gmail.com, 
arungulhane@yahoo.in 


Abstract—Energy conservation and efficiency improvement in the Indian power sector requires special attention since the 
sector has been suffering from a chronic supply shortage, lack of capital investment for new capacity addition and 
environmental problems associated with coal-based power plants. High auxiliary consumption and transmission and 
distribution loss further aggravate the problem. This paper highlights the impact of energy conservation techniques in 
minimizing the energy losses in industries. 


Keywords: Energy Efficiency, Energy Intensity, T&D Losses, Renewable Energy Sources 


INTRODUCTION 


The Indian power sector is primarily based on fossil fuels, with about three-fifths of the country’s 
power generation capacity being dependent on vast indigenous reserves of coal. India has the fifth 
largest electricity generation capacity in the world with a total of installed capacity of 207876 MW 
(as on 30" September 2012). There is a huge gap in the generation and demand in Indian power 
sector; therefore, it is needed to establish more generation plants preferably based on renewable 
sources. During the 12" Plan, the Government of India has set a target of adding over 1, 18,000 
MW of power generation. Advanced Ultra Super Critical Technology is now being developed in the 
country. NTPC has for the first time used super critical technology in the Sipat plant at an estimated 
cost of Rs.13,000 crores.(Sharma, Tiwari, Sood, 2013). 


For successful implementation of energy conservation opportunities, following strategies and 
techniques can be adopted: 


e Top management commitment towards energy conservation. 
e Well defined programs and responsibilities of every stakeholder. 


e Availability of sufficient resources for planning and implementation of policies and 
strategies. 


e Utilization of latest techniques for operation and maintenance of machines and motors. 

e Pay back calculations and return on investment savings calculations. 

e Close interaction between top management, operating staff and maintenance staff. 
PRESENT STATUS OF ENERGY: THE WORLD SCENARIO 


Table 1: Total Electricity Installed Capacity (Million Kilowatts) 


The details are some of the selected countries 


S. No. Country Data for the Year 2010 

1 North America 1238.3399 

2 Canada 136.947 

3 United States 1039.0623 

4 France 124.2695 

5 Germany 153.224 

6 India 208.093 

7 Japan 287.027 

8 United Kingdom 93.452 

9 World ( Total) 5066.76527 


Source: Report International Energy Statistics.,2013 
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Table 2: Electricity Distribution Losses (Billion Kilowatthours) 


The details are some of the selected countries 


S. No. Country Data for the Year 2010 

1 North America North America 374.61976 
2 Canada 65.661 

3 Europe 248.15439 
4 France 35.414 

5 Germany 23.974 

6 India 210.852 

7 Japan 49.386 

8 United Kingdom 26.831 

9 World ( Total) 1784.44452 
Source: Report International Energy Statistics.,2013 

LITERATURE REVIEW 


By the year 2030, it is predicted that energy consumption will increase by nearly 52% as 
compared to energy demand in 2006 under a business as per present scenario. The Asia region 
will account for nearly 40% of that growth. Energy consumption in China, India and other 
developing countries has increased significantly in recent years. The share of the Organization 
for Economic Cooperation and Development (OECD) nations in world economy demand is 
expected to fall from 56% in 2006 to 47% in 2030, whereas that of the Asian region, excluding 
Japan, will rise from 26% to 27%. For achieving the energy efficiency for both social and 
economic development the following principles needs to be implemented: 


e Service based. 

e Development oriented. 
e Self-reliant. 

e Endogenous. 

e Socially acceptable. 


e Environmentally sound. 


For achieving above goals, an efficient utilization of resources is essential and this is a holistic 
approach to provide energy needs of all without destroying ecological balance. Hence human 
dimensions of energy are as important as the technological justifying that energy needs cannot be 
met in isolation from other human problems. ( Reddy, 2009) 


SIGNIFICANCE OF THE TOPIC 


Technological progress, technological advances by way of innovations resulting in cost 
reductions and economics of scale are necessary for firms to stay in the market. This highlights 
the significance of energy efficient technologies as a source of competitive advantage. The 
potential of energy efficient technologies is quite large. In industry, electric motors offer the best 
opportunity to effect major saving potential. Replacing existing motor systems, including 
inefficient motors, pumps, compressors, blowers with efficient ones can save electricity by 
nearly 15-20%. According to the European Commission, the average equipment used in the 
household sector in European Union countries is 50% less efficient than the best equipments 
currently sold. Energy efficiency is a means to conserve natural resources, reduce environmental 
degradation, and reduce greenhouse gas emissions. (Jackson Jerry, 2008). 


The industries implementing cost control initiatives in other areas of their enterprise can 
successfully extend that business intelligence to electricity utilization and conservation activities. 
Within the new framework of volatile electricity supply conditions; industries can exert greater 
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control over their electricity expenditures by evaluating and deploying conservation strategies within 
a control of cost opportunities & business cycle realities. 


SPECIFIC OBJECTIVES OF THE STUDY 
e Optimum utilization of existing assets. 
e Improving efficiency in production systems & reduction in distribution losses. 


e Promoting R&D, transfer and use of technologies and practices for environmentally sound 
energy systems, including new and renewable energy sources. 


e Improving energy infrastructure. 
e Promoting of energy efficiency and emission standards. 


METHODOLOGY 


A total number of 80 industries of various types have been contacted in which total 10 industries of 
Mechanical/ fabrication is contacted and their energy consumption data of electric motors is as 
stated in the table. 


Table : Pulses Industries-Mechanical Loss and its Cost 


Sr. | Kwh Used | Energy | Mech Loss | Mech Loss | Total Cost | Ratio of Total] (Xi-M) (Xi-My 
No. | Per Week | Loss Per | Per Week | Per Year Of Mech Cost of 
(Xi) Week (Kwh) (Kwh) | LossIn Rs. | Mechanical 
(Kwh) Per Year Loss to 
Annual 
Energy Bill in 
% 
1 2013.696 604.1088 90.61632 | 4712.049 32984.34 4.581158 88.32 7800.422 
2 3214.848 964.4544 | 144.6682 7522.744 52659.21 5.485334 1289.472 1662738.04 
3 2119.68 635.904 95.3856 4960.051 34720.36 4.822272 194.304 37754.044 
4 2402.304 720.6912 | 108.1037 5621.391 39349.74 4.098931 476.928 227460.3172 
5 1660.416 498.1248 74.71872 | 3885.373 27197.61 4.532936 -264.96 70203.802 
6 1837.056 551.1168 82.66752 | 4298.711 30090.98 5.015163 -88.32 7800.422 
7 229.632 68.8896 10.33344 537.3389 3761.372 5.224128 -1695.74 2875547.714 


y(Xi-My = 4889304.761 
M= fe where n= number of observation. 


M = 1929.66 


—— Energy Loss per 
week (Kwh) 


Mech Loss per 
week (Kwh) 


1000 2000 3000 4000 


Kwh used per week 


Graph 1: Kwh Used Per Week VS. Energy Loss Per Week, Mechanical Loss Per Week for Pulses Industries 
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—?e— Mech Loss per year 
(Kwh) 


Total Cost of Mech Loss 
in Rs. Per year 


1000 2000 3000 4000 


Kwh used per week 


Graph 2: Kwh Used Per Week VS. Mechanical Loss Per Year, Total Cost of Mechanical Loss for Pulses Industries 


CONCLUSION 


In the industries, electric motors dominate and account for the largest amount of total electricity 
consumption. In industrial applications, motors are used for pumping, fans, air and liquid 
compression, conveyance and other forms of mechanical handling and processing. Using the best 
available motors, we can save 4% to 5% of all electric motor energy consumption. Linking to these 
motors with electro-mechanical solutions, we can save 15% to 25%. Therefore potential exists to 
cost effectively improve energy efficiency by nearly 20% to 30%, which would reduce total global 
demand by about 10%. Hence it is recommended to adopt mandatory minimum energy 
performance standards (MEPS) for electric motors. Therefore, replacing older, inefficient 
technology in appliances, lighting, buildings is crucial to sustainable power sector development. 
And this is the best strategy for improving the energy efficiency of electric motors. 
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Abstract—ZJn today’s highly competitive and rapidly evolving global economy, companies require competitive business 
strategy and sustainable competitive advantage(s) in order to maintain leadership position remain ahead of competitors and 
be market relevant. Purpose of this research study is to explore strategies adopted by Indian pharmaceutical companies to 
sustain competitive advantage(s). 


In this empirical and qualitative research, both primary and secondary sources have been used to collect data and 
information. Ten large sized Indian pharmaceutical companies including subsidiaries of foreign companies were selected on 
the basis of purposive sampling. Primary information was obtained from forty key managers of the companies included in 
the sample through a structured survey using personal interview. 


From analysis of data and the facts availed through survey it is found that R&D for innovation and differentiation, cost 
leadership, mergers and acquisitions, strategic alliances and building regulatory capabilities are the strategies have been 
adopted by Indian pharmaceutical companies to gain and sustain competitive advantage. 


Keywords: Strategy, Sustainable Competitive Advantage, Indian Pharmaceutical Industry 


INTRODUCTION 


Indian pharmaceutical industry which was almost non-existent till 1970 and dominated by 
multinational corporations, today is more than USD 20 billion industry growing at a rate of 8-10% 
per annum and not only meeting 95% of domestic drug requirements but also commanding 
significant share in generic space in major world markets’. 


This transformation of the industry has happened because abolition of product patent in 1970 in 
favour of process patent gave Indian pharmaceutical companies an opportunity to reverse engineer 
and create identical copies of patented drugs at fraction of cost thus having significant cost 
advantage. And due to this cost advantage Indian companies have captured domestic market as well 
as a significant share of global pharmaceutical market for generic drugs. After adoption Patent Law 
by India after WTO agreement, Indian companies could no longer copy patented drugs beginning 
2005. But during this period Indian pharmaceutical companies have developed core competencies 
and have certain competitive advantages. 


GLOBAL PHARMACEUTICAL MARKET OVERVIEW 


The global pharmaceutical market was estimated at US 962 billion in 2012 with compounded 
annual growth of 5.3% from 2007-2012. The global market is expected to grow at the similar pace 
for next five years. It is to be noted that Asia (excluding Japan) and Latin America are the real 
driving force of this market presently”. Contribution of India in global pharma market was roughly 
2.5% in 2008 which is likely to reach to 5% by 2017. 


According to the final draft for 12th Five Year Plan (2012-17) by the panel, the objective of the 
sector will be to cross the USD 60 billion mark in 2017, which will be 5% of global pharma 
Industry. Presently, India is exporting major part of its production to overseas markets as shown in 
chart below’. 
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Contribution of India in global Pharmaceutical market Break-up of Indian Pharma industry 


= 


m India ROW = Domestic Exports 


INDIAN PHARMACEUTICAL MARKET OVERVIEW 


The Indian Pharmaceutical Industry is ranked 3" in the world in terms of production volume and 
14" in terms of domestic consumption value. The Indian Pharmaceutical industry was estimated at 
USD 19.4 billion in FY09. Formulations account for 65% and bulk drugs for the balance 35% in 
value terms’. 


There are over 6500 pharma units producing over 60000 formulations and about 400 bulk drugs. 
However, the industry is dominated by few large companies. Top 10 pharmaceutical companies 
control 41% share of domestic pharma market®. And 60% revenue of top 5 Indian pharmaceutical 
companies is coming from exports. 


Table 1: Top 10 Companies in Indian Pharma Market 
12 MONTHS TO DATE 


: Values In % % 
Rank C 
‘ eaanag Crores MLS. Change 
TOTAL MARKET 56539.73| 100.00 14.4 


| 1 |apporr | 4,105.19] 7.26 | 20.0 _| 


1 
6 |ZYDUS CADILA 2,063.33 12.1 
7 _|MANKIND 1,976.05 23.3 
8  |ALKEM 1,885.72 14.9 
9 _|PFIZER 1,793.55 14.6 
QO  |LUPIN LIMITED 1,535.99 15.7 


Total 


Source. ORG-IMS SSA, MAT, MAY 2012 


OBJECTIVES OF THE STUDY 


The objective of this study is to study the forces or factors that help the firms in sustaining the 
competitive advantage and to study the effects of strategic changes on corporate performance in 
quantitative terms. Accordingly the following hypotheses were proposed. 


1. Foreign companies or Indian subsidiaries of multinationals have certain competitive 
advantages over Indian companies especially in Pharmaceutical Industry. 


2. Top management of few amongst large companies is capable to sustain competitive 
advantage for a longer period in future. 


3. Companies following strategies for competitive advantage show better performance than 
others. 
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REVIEW OF THE LITERATURE 


Porter’s in his work, “Competitive Advantage” published in 1985, offered a foundation in form of a 
set of concepts. Most prominent among these concepts have been his model of competitive analysis, 
his set of generic strategies and his notion of the value chain. 


Porter® through his model of competitive analysis identified five forces-potential entrants; threat 
of substitution, bargaining power of buyers, bargaining power of suppliers and rivalry among 
current competitors which influence competition in an organisation’s environment. According to 
Porter’ “all five competitive forces jointly determine the intensity of industry competition and 
profitability, and the strongest force or forces are governing and becoming crucial from the point of 
view of strategy formulation.” Porter further clarified that in coping with five competitive forces 
there are three potentially successful generic strategic approaches to out-performing other firms 
in an industry; 


1. Overall cost leadership. 
2. Differentiation. 
3. Focus. 


Under the notion of value chain, porter® has divided firm’s activities into two parts-primary 
activities and support activities. Firm’s primary activities usually begin with inbound logistics, go 
through an operation process in which a product is manufactured and then outbound logistic, 
marketing and sales and finally to services like installation repair and parts. Several support 
activities such as purchasing; R & D, human resource management and general management ensure 
that primary activities operate effectively and efficiently. Each of company’s product lines has its 
own distinctive value chain. Porter also stressed that difference among competitor value chains are 
a key source of competitive advantage. 


Prahalad and Hamel’ have developed three most popular concepts-core competency, strategic 
intent and strategic stretch and leverage. They have also argued that strategy should be “long term”, 
should be “ambitious” and should provoke extra-ordinary levels of “Commitment””’. 


Peter Roberts'’ studied the persistence of profitability in one particular industry-the U.S. 
pharmaceutical industry. Roberts found that not only can firms sustain competitive advantages in 
this industry, but also the ability to do so is attributable almost entirely to the firm’s capacity to 
innovate by bringing out new and powerful drugs. 


RESEARCH METHODOLOGY 


The present study is empirical in nature and is aimed at finding out the factors which provide 
competitive advantage and how companies sustain those advantages. Keeping it in view, 
information and data relating to the field of study has been collected data and information from 
both secondary and primary sources. For collecting primary data a structured questionnaire was 
used to know the practices and views of top and middle managers of companies. 


SAMPLE SIZE 


Ten large sized Indian companies including foreign subsidiaries were selected on the basis of 
purposive sampling. Forty top and middle level managers of those companies were also selected on 
the basis of stratified sampling for personal interview for detailed discussions and observations. 


FINDINGS 


Through a set of questions, an attempt has been made to find out as to what factors according to 
practicing managers provide sustainable competitive advantage, whether acquisition or joint venture 
or alliance as strategy are considered important for attaining sustainable competitive advantage and 
if so what are the motivating factors for each of them. Finally the impact of these strategies on the 
performance of the companies was studied. 
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e Reply to the question on factors which help companies with sustainable competitive 
advantage are provided in table 2 below. 


Fctors helping companies sustain competitive No. of % of 

advantages respondents | respondents 

Development of core competencies. 

Emphasis on R&D and innovation. 

Co-operation and collision with big competitors. 

Strategic Alliances and licensing arrangement with MNCs. 

Economics of scale through acquisitions. 

Any other(PI specify)... 


e 50% of respondents said that vertical integration is found helpful in sustaining competitive 
advantage. Their answers on motivating factors for vertical integration provided in chart 


below. 
Any other (PI specify)... 
To ensure timely availability.. 
To weaken bargaining power.. 
To appropriate suppliers profits. 


5 10 15 20 25 30 


Motivating factors 


No. of respondents 


Fig. 1: Motivating Factors for Vertical Integration 


e 70% of the respondents mentioned that their companies entered in JV/Strategic alliances to 
sustain competitive advantage. 


e Respondents were further asked to mention motivating factors for entering into JV/Strategic 
alliances. The responses are summarised and analysed in figures 2&3 and table 3 below. 


=m Yes BNo =m Yes & No 


Fig. 2: Co's Entry into Strategic Alliance/JV as tool for Fig. 3: Preference for MNCs 
Gaining Competitive Advantage 


Table 3: Motivation for Entering in JV/Alliances 


Fctors No. of respondents % of 
respondents 
Economics of scale in manufacturing. 12 30 


12 30 


Boosting sale of products. 
Low cost entry into new markets/products. 
Any other(PI specify)... 6 15 
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e 60% respondents said that acquisition is an effective tool to sustain competitive advantage. 


e A question was asked whether top management of a few among larger companies is capable 
to sustain competitive advantage for longer time. 


o 80% of respondents mentioned that their top management is capable of sustaining 
competitive advantage for long time. 


For example Mankind created competitive advantage of cost leadership by outsourcing the 
manufacturing and by marketing products at 1/3" the price of competitors. They started from tier 
Ill & Tier IV markets with few common products. The top management is able to sustain this 
competitive advantage by creating a robust field-management and CRM system and moving up 
from class III & IV towns to Class I & II towns on one hand and from common products to also 
niche products and even over the counter products. 


e A question was also asked whether by following strategies to have competitive advantages 
lead to better performance of the companies? 


o All 40 (i.e. 100%) respondents said yes having competitive advantage leads to better 
performance. 


o For example Ranbaxy has cost leadership and regulatory capability competitive 
advantage as compared to its competitors and due to this advantage Ranbaxy has been 
able to grow fast and garner large share of US generic market. Today over 2/3" of its 
revenue comes from outside India. 


A detailed study and analysis is also done of primary as well as secondary data to establish facts 
on front of strategies adopted by the companies and result/impact of those strategies over the years 
for the 10 companies included in the study. One such company is presented below as a case point. 


CASE: DR. REDDY’S LIMITED (DRL) 


In quest to become a major pharmaceutical company in the world and a leading generic player DRL 
formulated four pronged strategies. 


BE AN INNOVATOR COMPANY THROUGH R&D TO BECOME WORLD’S LEADING COMPANY 


New drug discovery being the mainstay of a pharmaceutical company for providing a substantial 
competitive advantage, like all leading companies in the globe, DRL also chose the strategy of 
innovation led drug discovery to drive its fortunes in world markets. As a result the company 
became 1“ Indian company to get 180 day exclusivity to market generic Flouxetine where DRL 
made Rs. 250 Crore during 180 days. In the following years DRL built a pipeline of PARA IV 
(patent challenges) and F.T.F. (first to file) generics giving 180 day exclusivity for Ondasetron in 
2006, Olanzapine in 2011 and Finasteride in 2013 together bringing more than Rs. 1000 crore 
revenue. In addition DRL launched Raditux (Rituximab), world’s first monoclonal antibody 
biosimilar which has become 4" largest selling brand of DRL in India achieving sales revenue of Rs. 
47 Crore in 2012. Table 2 shows R&D expenditure of Dr. Reddy’s as % to sales”. 


Table 4: R&D Expenditure of Dr. Reddy’s 


Year 2013 2012 2011 2010 2009 
R & D Expenses Rs. Crore 767 591 506 373 409 
% to Sales 6.6 6.1 6.8 5.3 5.9 


CosT LEADERSHIP TO BUILD GLOBAL GENERIC BUSINESS 

DRL believed and it could produce better quality drugs at affordable cost thus would be in a better 
position to be a leading generic player in the global markets. With this strategy, DRL went for 
USFDA approval of its manufacturing facility. 


DRL became quite successful in its generic API and formulation business as 71% of overall 
revenue of DRL comes from generic business. DRL became leading supplier in the world for 
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Methyldopa and Ibuprofen. The company has also launched key generic drugs such as 
Fondaperinux, Sumatriptan and Atorvastatin. 
ACQUISITION STRATEGY FOR GEOGRAPHICAL EXPANSION IN KEY WORLD MARKETS 


With increased dependence on APIs and generic formulations DRL formulated strategy to expand 
business to key world markets for revenue and growth. 


Table 5: List of Acquisitions Done by DRL 


Acquired Year of Cost of ‘ ee 
Company Acquisition Sooney Acquisition Siraleaic Obierive 
Betapharm 2006 Germany Euro 480 million | Entry to large German market 
BASF Plant 2008 USA N.A. Rx generic and OTC business in USA 
Octoplus 2012 Netherlands Euro 27.4 million SC Copape nan complex :epeae 


As an important part of this global presence strategy DRL has focussed on emerging markets 
including Russia, Venezuela, Australia & New Zealand. DRL has made its presence through 
organic efforts. Russia alone contributed Rs. 1400 Crore to DRL’s business in 2013. 


= North America 


m= Europe 


= India 
= Russia & CIS 
ms ROW 


Fig. 4: Geographic Sales Break-up 2012 


STRATEGIC ALLIANCES 


DRL has also adopted strategy of Strategic Alliances for fostering relationship, taking its brands to 
uncovered markets as well as manufacturing and marketing other companies to exploit potential on 
either side and strike synergy. 


Table 6: Strategic Alliances of Dr. Reddy’s 


Type of ; 
Arrangement Company Country Purpose of alliance 
Joint Venture Fujifilm Japan Joint manufacturing and marketing in Japan 


100 products of DRL will be manufactured by DRL 


Strategic Alliance | GSK ene and licensed to GSK for marketing in Emerging 
Markets : : 
Markets outside India 
Partnership Merck & Co. Inc. US Market Distributing Proscar & Zocor 
Giohal Deal Mince Sensual Global Co-development, co-manufacturing and co- 


commercialization of Monoclonal Antibodies 


MEASUREMENT OF IMPACT ON COMPANY’S PERFORMANCE 


To establish the fact that following strategies for competitive advantages lead to better results, the 
performance of DRL was evaluated in terms of sales, operating profits, profitability ratios and 
management efficiency ratios, which is presented below in table 7. 
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Table 7: Financial Performance of Dr. Reddy’s Ltd. (On Standalone Basis) 


M 
alues 


Profitability Ratios 
Gross profit Margin % : : . : 
Net profit margin 5 
Return on Capital Employed % 
Return on Net Worth % 


Management Efficiency Ratios 


Debtor Turnover | 4] 5.2| 5.46.6] 5.2 


Source: Annual Reports of Dr. Reddy’s Ltd. and http://www.moneycontrol.com 


TESTING OF HYPOTHESIS 


HYPOTHESIS 1 
Foreign companies or Indian subsidiaries of multinationals have certain competitive advantages 
over Indian companies especially in Pharmaceutical Industry. 


In response to a question whether MNCs have competitive advantages over Indian 
companies in pharma sector, 70% of respondents in the survey mentioned that MNCs have 
certain competitive advantages over their Indian counterparts. These competitive advantages 
were a) access to new patented products b) medical and regulatory back-up and c) marketing 
strategies. 


e On analysis it is found that MNCs had competitive advantage over Indian companies only 
in Domestic market post product patent era as they have free access to their parent 
companies research and new patented products. 


e Itis established that MNCs or their subsidiaries have built-up a robust product portfolios out 
of their parent companies international products providing them competitive advantage. 


o Clear examples are Lantus of Sanofi, Januvia of MSD, Duphastone and Heptral of 
Abbott, Vaccines of Glaxo and so on. 


e Indian arms of MNCs do not only get products but also the marketing strategy and medical 
as well as training support from their parent company such as International seminars, 
international clinical trial reports, global speakers and international publication support all 
of which helps in doctor accepting MNCs products. With localised execution of strategies, 
MNCs are in better position to make doctors prescribe their products. 


Therefore it can definitely be said that MNCs have certain competitive advantages over their 
Indian counterparts. Hence this hypothesis is accepted. 


HYPOTHESIS 2 
Top management of few amongst large companies is capable to sustain competitive advantage for a 
longer period in future. 
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Feedback of the respondents was sought on capability of top management in sustaining 
competitive advantages through question. In the survey 80% of respondents mentioned that their 
top management is capable of sustaining competitive advantage for long time. 


On analysis of data it is found that leadership and executive team at large companies have been 
able to sustain competitive advantage in domestic markets by ensuring training to field-force, brand 
communication, market coverage, product promotion and relationship with doctors finally resulting 
in desired brand performance in domestic markets. This phenomenon was common to both Indian 
and MNC companies. 


Since the world market was open to Indian companies, the top management of Indian 
companies had vision, outlined strategies and pursued their dreams to penetrate global markets. 
And it is found that majority of large companies have been successful in sustaining competitive 
advantage. 


It was also found that some of the companies included in the survey could not sustain their 
competitive advantage. The examples are Ranbaxy Laboratories Ltd. and Wockhardt Ltd. Both of 
them had competitive strategies and substantial competitive advantages. But Ranbaxy landed itself 
in quality, manufacturing process and patent infringement problems in US and in India with US 
FDA and Wockhardt has problems with debt financing and regulatory issues. Both companies were 
unable to sustain their competitive advantages. The sales, profitability and even share prices of both 
the companies have fallen in recent times. 


Thus it is clear that top management of few amongst large companies is able sustain competitive 
advantage for longer periods. Hence this hypothesis is accepted. 


HYPOTHESIS 3 
Companies following strategies for competitive advantage show better performance than others. 


A question was put to the respondents to know their views on the relationship of strategies 
and performance. 100% of respondents believed and mentioned that companies following 
strategies for competitive advantage do show better performance. Similarly a question was also 
put up to seek responses to find out what has been the impact of competitive strategy 
implementation on the performance of the company. The responses are listed in table below. 


Impact of company strategy on No. of 
company performance respondents | respondents 
increase in profitmargins | te | 
Anyother(Pl specify). | 


From the above table it can be inferred that the competitive strategy helps in reduction in cost, 
increase in sales volume and ultimately increase in profit margins. On the basis of above finding the 
Hypothesis 3 is accepted. 


CONCLUSION 


From the analysis of data and information and the facts availed through survey it is found that the 
pharmaceutical companies in India have broadly adopted the following strategies in order to have 
sustainable competitive advantage. 


1. Research and development for business innovation and gain differentiation. 
2. Cost leadership. 


3. Mergers and acquisitions. 
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4. Strategic alliances. 
5. Regulatory capabilities for global business expansion. 


6. Marketing and brand building activities in Domestic Markets. 


SUGGESTIONS 


1. The pharmaceutical companies should focus on creating business differentiation through 
R&D by way of reformulating and repositioning of drugs in view of new products pipeline 
drying-up and new drug discovery being very expensive as well as risky. 


2. Indian companies ought to focus on value added technically complex and limited 
competition generics for sustainable competitive advantage and profitability. 


3. Increasing focus on Emerging Pharmaceutical Markets as the developed and major 
markets of the world (US, Europe and Japan) are flat and major growth coming from 
emerging markets. Indian companies with their stronghold in manufacturing of generic and 
marketing of branded generic products should focus on these markets for long-term growth. 


4. Generic Biologicals for future growth 


As the whole world market is shifting towards generic drugs and competition is increasing 
among pharmaceutical generic players, biological drug is a new area for pharmaceutical companies. 
Indian companies have already created ripples in world market by producing generic versions of 
patented biological molecules e.g. Glivec of Novartis is copied by Natco India and sold in India at a 
fraction of originator’s price. 
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Abstract— This paper addresses the evaluation and selection of vendor using an analytical hierarchy process (AHP) in 
supply chain management. Analytic Hierarchy Process (AHP) was originally developed by Prof. Thomas L. Saaty which is 
one of the most powerful and flexible techniques for Multi Criteria decision making of Vendor selection in Supply Chain 
Management. Supply Chain Management involves the flow of raw material, Information and finance in a network 
consisting of customers, suppliers, manufacturers, and distributors etc. Vendor selection is one of the most important 
activities of purchasing department. This paper develops a rule based model, to evaluate the best performance of vendors, 
supplying raw materials and other components for a multinational company engaged in manufacturing and delivering a 
big range of products like Industrial & Domestic Switchgear, Cables & Wires, Energy Meter Fans, etc. Here, a versatile 
technique named as “Analytical Hierarchy Process (AHP)’ has been used to select the best vendor in Supply Chain 
Management. 


Keywords: Supply Chain Management, Analytical Hierarchy Process (AHP), Vendor Selection 


INTRODUCTION 


In the global market the role of vendor selection is very crucial in Supply Chain Management. In 
typical supply chain raw materials are purchased and things are produced at one or more factories, 
and shipped to the different warehouses in different locations for intermediate storage, and then 
shipped to retailers or customers within time frame. Basically there are two types of objective in 
supply chain management i.e. The short-term and long term objective. In short term objective of 
supply chain management is to increase productivity, reduce the entire inventory and the total cycle 
time, whereas the long-term objective is to increase customer satisfaction, market share, and profits 
for all organizations. A Supply Chain is a network of Supplier, Manufacturer, Distributors, Retailer, 


and Customer etc. as shown in fig.1.1 
a, ce =— oases ee pf js 


ee hy aaa ay a 
sali SS 


Fig. 1.1 Supply Chain Stages 


During, the past thirty years there are very drastic changes in vendor selection process. In the 
present global scenario it is not possible to produce low cost, high quality products without 
satisfactory vendors. Therefore, vendor selection decisions in supply chain management are a very 
crucial component of production and logistics management for an organization. In the 1960s, there 
were many academicians and purchasing practitioners have been focused on the selection and 
measuring the performance of vendors in supply chain management. 


The selection of right vendor and quota allocation in supply chain management is very crucial 
on the basis of price, quality, service, delivery performance within time frame. In this paper we 
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considered the evaluation and selection of right or best vendor in a business environment using 
AHP (Analytical Hierarchy Process). The AHP (Analytical Hierarchy Process) is a systematic, 
powerful and flexible decision making procedure for evaluation and selection of right vendor in 
supply chain management. AHP provides a comprehensive balanced framework for structuring a 
decision problem for overall goals and evaluation of substitute solutions. The hierarchy of AHP can 
be shown in the fig. 1.2 with a main goal at the top levels, alternatives at the bottom level, and the 
criteria filling in the middle level and each of the boxes called as a node. 


Fig. 1.2: A Simple AHP Hierarchy 


LITERATURE REVIEW 


A number of studies on the basis of multidimensional criteria and decision method has been 
devoted for vendor selection process (Weber, Current, and Benton (1991) and Boer, Labro, and 
Morlacchi (2001). Ho, Xu, and Dey (2010) presented a review of MCDM approaches for supplier 
evaluation and selection. Literature shows that a number of studies have been devoted to 
investigating vendor/supplier selection methods by using the AHP approach (Boer, Wegen, and 
Telgen 1998; Akarte et al. 2001; Chan 2003; Chakraborty, Majumder, and Sarkar 2005; 
Elanchezhian, Ramnath, and Kesavan 2010; Venkatamuni and Rao 2010). Few of the researchers 
have focused on both of AHP and other approaches for selection of supplier/vendor problem. Rao 
(2007a) proposed a combined AHPand genetic algorithm (GA) method for the vendor selection 
problem. Dominic, Akashah, and Nee (2010) focused a new hybrid model which combines linear 
weighted and AHP models for supplier selection process. Talla and Chopde (2010) focused a 
combined AHP and sensitivity analysis method for the vendor evaluation and selection problem. 


ANALYTICAL HIERARCHY PROCESS OPERATION 

The AHP (Analytical Hierarchy Process) classified into three major operations: 
1. Hierarchy construction. 
2. Priority analysis and 
3. Consistency verification. 


First of all, differentiate complex multiple criteria decision problems in to decision makers in 
which all possible attributes are arranged into various hierarchical levels and decision makers have 
to compare each of the clusters in the their parent levels on the basis of homogenous criteria for each 
level of hierarchy. 


“Since the comparisons are carried out through personal or subjective judgments, some degree 
of inconsistency may be occurring. To guarantee the judgments are consistent, the final operation 
called consistency verification, which is regarded as one of the most advantages of the AHP, is 
incorporated in order to measure the degree of consistency among the pair-wise comparisons by 
computing the consistency ratio”. 


“If it is found that consistency ratio exceed the limit, the decision makers should review and 
revise the pair-wise comparisons. Once all pair-wise comparisons are carried out at every level, and 
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are proved to be consistent, the judgments can then be synthesized to find out the priority ranking of 
each criterion and its attributes”. 


Level 1 


Vendor Selection 


Service 


Level 2 


Level 3 


Percentage of 
Rejection 

Defects in Process 
Customer 
Complaints 
Average response 
time to each 
Complaints 


Effective Implementation 


Fig. 1.3 Hierarchy Model for Vendor Selection Implementation 


Delivery response 
Flexibility 
Level of 


Product (Unit ) 
cost 
Transportation 
Cost 


Cooperation & 
Information 
After Sales Service 


Ordering Cost 
Inventory Cost 


Level 4 


“Steps of the Analytical Hierarchy Process (Roger, 1987)” 


is 
2s 


“Define the problem and determine the objective”. 
“Structure the hierarchy from the top through the intermediate levels to the lowest level”. 


“Construct a set of pair-wise comparison matrices for each of the lower levels. An element 
in the higher level is said to be a governing element for those in lower level, since it 
contributes to it or effects it. The elements in the lower levels are then compared to each 
other based on their effect on the governing element above. This yields a square matrix of 
judgments. The pair-wise comparisons are done in terms of which an element dominates 
another. These judgments are then expressed as integers. If element A dominates over B, 
then the whole number integer is entered in row A, column B and reciprocal is entered in 
row B, column A. If the elements being compared are equal, a one is assigned to both 
positions. The table shows the pairwise comparison matrix for level II criteria”. 


“There are n(n-1)/2 judgment required to develop the set of matrices in step 3 (reciprocals 
are automatically assigned in the pair-wise comparison)”. 


“Having done all the pair-wise comparisons and enter the data, the consistency is 
determined using the eigen value. To do so, normalize the column of numbers by dividing 
each entry by the sum of all entries. The sum each row of the normalized values and take 
the average. This provides Priority Vector (PV). The check of the consistency of judgments 
is as follows”: 


Let the pair-wise comparison matrix to be denoted as M1 and Priority Vector be denoted as M2 
Then define 

M3 = M1*M2; and M4=M3/M2, Amax = average of the elements of M4. 

CI = (Amax - N)/(N - 1); 

CR = CI/RCI where, 


CI = Consistency Index, N = Number of elements 


CR= Consistency Ratio, RCI = Random Consistency Index 
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Table 1.1: Random Consistency Index (RCI) 


Number of 1 2 3 4 5 6 7 8 9 10 
Elements 

Random 0 0 0.58 0.90 1.12 1.24 1.32 1.41 1.45 1.51 

Consistency 

Index 


“If CR is less than 10%, judgments are considered consistent, and if CR is greater than 10%, the 
quality of judgments should be improved to have CR less than or equal to 10%.” 


1. “Steps 3 and 5 are performed to have relative importance of each attribute for all levels and 
clusters in the hierarchy”. 


2. “The analysis of the other sub criteria to be carried out in the similar manner as above.” 


3. “The desirability index for each alternative is calculated by multiplying each value in 
‘weight of a sub criteria ’ column with the respective value of ‘criteria weight’ column, then 
multiplying by the value for each respective alternative and summing the results”. 


Working steps of calculations and application for AHP 


Table 1.2: Criteria Pair-wise Comparison Matrix (Level 2) 


Criteria Cost Quality Service 
Cost 1 1/5 2 
Quality 5 1 7 
Service 1/2 1/7 1 
Sum 6.5 1.3428 10 
Table 1.3: Criteria Pair-wise Comparison Matrix (Level 2) Normalized 
Criteria Cost Quality Service Sum PV 
Cost 0.1538 0.1489 0.2000 0.5027 0.1675 
Quality 0.7692 0.7447 0.7000 2.2139 0.7379 
Service 0.0769 0.1063 0.1000 0.2832 0.0944 
Check for consistency 
Let M1= pair-wise comparison matrix, M2= Priority vector 
A be 2 0.1675 0.5038 
5 | Soa 0.7379 2.2362 
M1= Me. deo d , M2= eee , Then M3= M1*M2, M3= U 200? , M4=M3/M2, 
3.0077 
3.0304 
3.0031 = _ 
M4= ; Amax = average of the elements of M4., Amax = 3.0137 


CI= (3.0137-3)/(3-1) = 0.0068; CR= 0.0068/0.058= 0.0118 


Here CR is less than 10% (0.1), so the judgment is consistent. 


Table 1.4: Sub Criteria Cost Pair-wise Comparison Matrix (Level 3) 


Sub Criteria Product Cost Transportation Cost Ordering Cost Inventory Cost 
Product Cost 1 > 9 7 
Transportation Cost 1/5 1 7 3 
Ordering Cost 1/9 1/7 1 1/3 
Inventory Cost 1/7 1/3 3 1 
Sum 1.4539 6.4761 20.0000 11.3333 
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Table 1.5: Sub Criteria Cost Pair-wise Comparison Matrix (Level 3) Normalized 


Sub criteria Product Transportation Ordering Inventory Sum PV 
Cost Cost Cost Cost 
Product Cost 0.6878 0.7720 0.4500 0.6176 2.5274 0.6318 
ries aa 0.1375 0.1544 0.3500 0.2647 0.9066 0.2266 
Ordering Cost 0.0764 0.0220 0.0500 0.0294 0.1778 0.0444 
Inventory Cost 0.0982 0.0514 0.1500 0.0882 0.3878 0.0969 
Check for consistency 
Let M1= pair-wise comparison matrix, M2= Priority vector 
1 oe | 2.8427 
Les oll’ Fe 3 0.6318 0.9544 
POO AER ae TS 0.2266 0.1792 
M1 Wy Ais 3) 1 M2 = 0.0444 Then M3 = MI*M2, M3 = 0.3958 
4.4993 
4.2118 
4.0360 
4.0846 


M4=M3/M2, M4 = 


CI= (4.2079-4)/(4-1) = 0.0693; CR= 0.0101/0.9= 0.0770 
Here CR is less than 10% (0.1), so the judgment is consistent. 


Table 1.6: Sub Criteria Quality Pair-wise Comparison Matrix (Level 3) 


; Amax = average of the elements of M4., Amax = 4.2079 


Sub Criteria Percentage of Defects in Process Customer Average Response Time 
Rejection Complaint to each Complaint 
Percentage of Rejection 1 5 7 9 
Defects in Process 1/5 1 5 3 
Customer Complaint 1/7 1/5 1 2 
Average Response Time to 1/9 1/3 1/2 1 
each Complaint 
Sum 1.4539 6.5333 13.5 ie) 
Table 1.7: Sub Criteria Quality Pair-wise Comparison Matrix (Level 3) Normalized 
Sub Criteria Percentage of Defects in Customer Average Sum PV 
Rejection Process Complaint Response Time 
to each 
Complaint 

eases oF 0.6878 0.7653 0.5185 0.5625 2.5341 0.6335 

ejection 
Reece 0.1375 0.1530 0.3703 0.1875 0.8483 0.2120 
Process 
pe 0.0982 0.0306 0.0740 0.1250 0.3278 0.0819 

‘omplaint 
Average 
Hesponse Te 0.0764 0.0510 0.0370 0.0625 0.2269 0.0567 
to each 
Complaint 


Check for consistency 


Let M1= pair-wise comparison matrix, M2= Priority vector 
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| ne ae 
ce 2.7771 
LS? Oy. = ee 0.9183 
mi = U/9 V3 V2 VY) yyy =\0.0567) Then M3 = MI*M2, M3 =\0-2387)  y4=M3/M2, 
4.3837 
4.3316 
4.0073 
_\ 4.2098 } _ es 
M4= ; Amax = average of the elements of M4., Amax = 4.2331 
CI= (4.2331-4)/(4-1) = 0.0777; CR= 0.0777/0.9= 0.0863 
Here CR is less than 10% (0.1), so the judgment is consistent. 
Table 1.8: Sub Criteria Service Pair-wise Comparison Matrix (Level 3) 
Sub criteria Delivery Response Flexibility Level of Cooperation After Sales 
& Information Service 
Exchange 
Delivery Response 1 5 9 3 
Flexibility 1/5 1 2 1/2 
Level of cooperation & 1/9 1/2 1 1/3 
information exchange 
After sales service 1/3 2 3 1 
Sum 1.6444 8.5000 15.000 4.8333 


Table 1.9: Sub Criteria Service Pair-wise Comparison Matrix (Level 3) Normalized 


Sub Criteria Delivery Flexibility Level of After Sales Sum PV 
Response Cooperation & Service 
Information 
Exchange 
Delivery Response 0.6081 0.5882 0.6000 0.6206 2.4169 0.6042 
Flexibility 0.1216 0.1176 0.1333 0.1034 0.4759 0.1189 
Pavel OF ecpeta none 0.0675 0.0588 0.0666 0.0689 | 0.2618 | 0.0654 
information exchange 
After sales service 0.2027 0.2352 0.2000 0.2068 0.8447 0.2111 
Check for consistency 
Let M1= pair-wise comparison matrix, M2= Priority vector 
1 Do 3 0.6042 2.4206 
iS whe De dy 0.1189 0.4760 
1: ae ae a 0.0654 0.2623 
mi = 2/3 2 3) 1) agp = 10-0211) yen a3 = eM, 3 = (08465), 
4.0062 
4.0033 
4.0107 
4.0099 


M4=M3/M2, M4= 


CI= (4.0075-4)/(4-1) = 0.0025; CR= 0.0025/0.9= 0.0027 
Here CR is less than 10% (0.1), so the judgment is consistent. 


; Amax = average of the elements of M4., Amax = 4.0075 
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Table 1.10: Ranking of Gobal Weights of Critical Vendor Selection Factors and Subfactors 


Ranking of Factors and Subfactors Global Weight 
Cost 0.1675 
Unit (production )cost 0.1058 
Transportation cost 0.0380 
Ordering cost 0.0077 
Inventory cost 0.0162 
Quality 0.7379 
Percentage of rejection 0.4675 
Defects in process 0.1564 
Customer complaints 0.0604 
Average response time to each complaint 0.0418 
Service 0.0944 
Delivery response 0.0570 
Flexibility 0.0112 
Level of cooperation & information exchange 0.0062 
After sales service 0.0199 


CONCLUSION 


In the trend of global market the business is rapidly changing day by day and the expectation of the 
customers are very choice based so the organizations are trying to select the appropriate vendor for 
Supply Chain Management to satisfy the demand of their customers. This paper proposes a 
dynamic approach based on Analytical Hierarchy Process (AHP) for vendor selection problems in 
the business environment. The Analytical Hierarchy Process (AHP) is structured by three major 
frameworks including Cost, Quality and Service etc. Evaluation and Selection is one of the most 
significant activities of purchasing department. So, the evaluation and selection of vendor 
performance on the basis of cost, quality and service etc. is a very crucial role in the global business 
environment which affect the entire business performance in any organizations. 
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Abstract—Generation-I has been actively using the modern electronic gadgets and latest digital technology in their day to 
day communication. Social networking and other Net based applications have been taken over the communication needs 
from the conventional modes. The main objective of the study is to understand the usage pattern and perception towards the 
usage of digital technology and study the various preferences of the application of digital technology. More than 500 
questionnaires had been distributed among the various college going students of Rajasthan. 276 responses were found to be 
completed in all aspects and hence found to consider for the study. Chi square test was used to test the significance of the 
result. It was found that Generation-I where connect the most of the time with others through Digital Technology and 
where very particular about the usage for different purposes. They prefer latest technology and applications available and 
behave more or less in a similar pattern for various activities they perform using digital technology. 


Keywords: Connectivity, Digital Technology, Generation-I, Preferences, Social Networking 


INTRODUCTION 


In today’s contemporary world, students are digital natives of technology and are encircled with the 
widgets of digital technology. Fundamentally digital native is the people who born during or after 
1960s though Digital Age began at that time; but in most cases, the term focuses on people who 
grew up with the technology that became prevalent in the latter part of the 20th century and 
continues to evolve today. With the growth and adaptability of technology, the generations have 
also been categories into five major categories i.e. Baby Boomers (Born in the decade following the 
end of World War II), Generation-X (Born between 1963-1980), Generation-Y (Born between 
1981-1994), Generation-Z (Born between 1995-2009) and Generation-Alpha (Born during and after 
2010) (Schroer, 2004). This study is focused on Generation-I. Generation-I is the genesis of people 
who born after 1988, the year when the era of Internet had a revolutionary impact on culture and 
commerce, including the rise of near-instant communication by electronic mail, instant 
messaging, Voice over Internet Protocol (VoIP) "phone calls", two-way interactive video calls, and 
the World Wide Web (www). After the invention of the World Wide Web in 1989 and its 
implementation in 1991 the Internet truly has became a global network and with it digital 
technology also has taken a big turn. After 1991, there has been simultaneous growth of technology 
and many widgets related to Internet are seen. Generation-I has witnessed many modifications in 
the digital technology world. In the year 2001 Marc Prensky published companion papers on a new 
generation of students: the Digital Natives, Digital Immigrants (Part 1). The basic thrust of his 
argument was that those new group of students coming into universities was fundamentally 
different from any that educators had seen before. Digital Natives had "spent their entire lives 
surrounded by and using computers, videogames, digital music players, video cams, cell phones, 
and all the other toys and tools of the digital age" (Prensky, 2001). Prensky remarked that the digital 
culture and environment in which the Natives had grown up had changed the way they think & 
process information essentially differently from their predecessors due to the omnipresence of digital 
environment and the sheer volume of student interaction with it. He concluded by saying "It is very 
likely that our students' brains have physically changed-and are different from ours-as a result of 
how they grew up." The present study will cover different aspects of digital technology; practice of 
SNS application, application of digital technology in education, usage of digital technology in 
respect of area of getting education (Urban, Sub-urban, Town and Village), medium of Internet 
connection, perception toward digital technology in today’s contemporary world, activities majorly 
performed on the Internet, how effectively Generation-I were, in using Smart phones and other 
related gadgets in their best means and lastly the effect of digital technology in their daily life. 
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REVIEW OF LITERATURE 


(Walter Uys, 2012) found that students use SMS to communicate among close friends only and use 
phone call to their loved ones and family due the low cost of SMS. They identified that students use 
SNS predominantly for Facebook, Facebook Chat and Blackberry Messenger in order to update 
their profiles, chatting with friends and to look at their friends’ profiles and statuses. (Ngonidzashe 
Zanamwe, 2013)suggested that the majority of learners were mainly using Facebook and Myspace. 
They also found that learners used social networking technologies for academic purposes and more 
specifically to conduct group work that social networking technologies improved learners’ 
technology proficiency, enhanced learners’ social skills and help learners to communicate in new 
ways with new people. (Anne Nortcliffe, 2013) presented a small qualitative study into how 
students were autonomously using their smart devices to support their learning. They identified the 
continuous patterns of pervasive engagement by students and conclude that more thought should be 
given to disruptive innovation, digital literacy and employability. (Laura A. Wankel, 2013) centered 
on using different types of multimodal and multimedia technologies to create technology rich 
learning environments that had the potential to enable higher levels of academic motivation, 
participation, and engagement. They cited that in teaching and learning, digital technology offers 
promising and innovative ways to create more interesting and enjoyable academic environments 
and offer more meaningful and authentic ways to engage the senses of learners in the best manner. 
(Patrick Blessinger, 2012) gave a broad overview of the practical applications of three technology 
based teaching and learning tool: wikis, blogs, and Web Quests. They considered the Wikis, blogs 
and Web Quest tools as opportunities to expand the definition and concept of teaching and learning 
in the modern, post-industrial era. (Patient Rambe, 2013) suggested rose student participation, the 
fostering of learning communities for knowledge creation and progressive shifts in the lecturer's 
mode of pedagogical delivery. They also found that students expressed ambivalence about MIM's 
wide-scale roll-out in different academic programs. (Tsai, 2012) discovered different consumption 
motivations, usage habits of hardware and software, as well as preference other attributeses and 
brands of smart phones between consumers from the middle and the younger generation. (Rosen, 
2011) identified the amount of time teenagers spend using digital media devices and resources, the 
average amount of cell phone text messages sent per month by teenagers, and the use of cell phones 
as portable computers and media devices. They also remarked the responses of teachers and schools 
to students' use of technology and offered several ideas and resources for using digital technology in 
education. (Michael J.D. Sutton, 2012) concluded and suggested for future directions for studying 
wikis in higher education. They cited a significant body of evidence suggested that wikis positively 
stimulate the learning environment and increase the collaborative capabilities of learners when 
applied to course work. (Radclyffe-Thomas, 2012) found that the majority of students endorses the 
use of blogs and report how blogs support their learning by codifying search trails, improving 
writing styles, help the visualization of the process of their own and classmates’ work, how group 
blogs facilitates and coordinates collaborative projects. (Osagie, 2012) enhance the learning ability 
of digital learners (Students) and in turn it will improve their success ratio in the West African 
Examination Council (WAEC) and National Examination Council (NECO). (Gregor E. Kennedy, 
2008) discussed in light of Prensky's (2001a) notions of the 'Digital Natives' and the implications for 
using technology to support teaching and learning in higher education. (Anoush Margaryan, 2011) 
found that students use a limited range of mainly established technologies. Results showed that the 
use of collaborative knowledge creation tools, virtual worlds, and social networking sites was low. 
‘Digital natives' and students of a technical discipline (Engineering) used more technology tools 
when compared to 'digital immigrants’ and students of a non-technical discipline (Social Work) and 
it could be due to Engineering courses required more intensive and extensive access to technology 
than Social Work courses. (Thinyane, 2010) found that students had high levels of access to 
(98.1%), and use of was the mobile phone and out of all uses of technology surveyed, tasks 
involving the mobile phone were ranked in the top two positions. Also when they asked to rank 
different uses of technology particularly for their (student) studies, three of the top five uses relies on 
a mobile phone. (Chris Jones, 2010) found that the generation is not homogenous in its use and 
appreciation of new technologies and that there were significant variations amongst students that lie 
within the net generation age band. 
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RESEARCH GAP 


From the above literature review it was found that though a number of studies had been done with 
the applications of various digital technologies in the different parts of the world, no such concrete 
studies were found in India & hence it became more important: 


1. To study the usage pattern of newly emerging digital technology in India. 

2. To study the practice & application of these digital technologies. 

3. To understand the perception among users towards digital technology. 
OBJECTIVE OF THE STUDY 

1. To study the usage pattern of digital technology. 

2. To study the practice & application of Internet across various demographics. 

3. To study the perception towards latest technologies available on the Internet. 


4. To study the patterns of activities performed using digital technology. 


HYPOTHESIS FRAMED 
Hor There is no significant difference in the usage of Digital technology across the location of getting 
education 
Ho There is no significant difference in the usage of Digital technology across the income levels. 
Hos There is no significant difference in the usage of Digital technology by students across the medium of 
Internet connection by them. 
Hoa There is no significant difference in the practice or application of the Internet across the location of 
getting education. 
Hos There is no significant difference in the practice or application of the Internet across the qualification. 
Hos There is no significant difference in the practice or application of the Internet across the medium of 
Internet connection used by the students. 
Ho7 There is no significant difference in the student perception towards latest technology across the age. 
Hog There is no significant difference in the Student perception towards latest technology across the location! 
of getting education. 
Hoo There is no significant difference in the activities performed using digital technology across age. 
Hoo There is no significant difference in the activities performed using digital technology across qualification. 
Ai There is no significant difference in the activities performed using digital technology across the location! 
of getting Education. 
METHODOLOGY 
SAMPLE 


Data was collected from the students in the state of Rajasthan who were presently pursuing their 
management studies. A total of 500 questionnaires were distributed among the management 
students in the major cities of Rajasthan (Jaipur, Jodhpur, Udaipur & Kota). Most of the students 
who participated in the study were born after 1988 indeed there were 3 to 4 respondents who born 
in 1986, meaning that the respondents were aged between 20 and 27 years when they completed the 
survey. There were 37% students whose ages lie between 18-21 years following that there were 
61.6% students whose ages were in between 22-25 years and there were only 1.4% students whose 
ages lie between 26-29 years. 


A five page questionnaire was developed specifically for this study to ask students about their 
access to, use of, practice with, and preferences for an array of established and emerging digital 
technologies and technology based tools. The questionnaire comprised of 15 questions: 
demographic information (11 items), access to hardware and the Internet (16 items), use of and 
skills with technology based tools (Computer: 10 items; Web: 22 items; Mobile phones: 7 items) and 
preferences for the use of technology based tools in University studies (34 items). 


Simple random sampling was used for data collection. Data was collected through personally 
meeting the students at the college campus to fill the questionnaire and by mailing questionnaires on 
email and various social networking sites like Facebook and LinkedIn. 
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DATA ANALYSIS AND INTERPRETATION 
Table 1: Demographic Profile of the Respondents 


Frequency Percent 

Age 18-21 years 102 37.0 

22-25 years 170 61.6 

26-29 years 4 1.4 

Total 276 100.0 

Qualification/ Education pursued BBA 40 14.5 

BBM é) 1.8 

MBA 231 83.7 

Total 276 100.0 

Location of getting education Urban 182 65.9 

Suburban 50 18.1 

Town 43 15.6 

Village 1 A 

Total 276 100.0 

Income 0-15000 219 79.3 

16000-30000 30 10.9 

Above 30000 27 9.8 

Total 276 100.0 

CGS Dial-up Telephone Line 30 10.9 

i 5 E 2G service Modem or Dongle 64 23.2 

Ss 3G service Modem or Dongle 96 34.8 

=I é WLFi 60 a7 

ae @é High speed connection such as DSL, Cable 11 4.0 
§ a = a modem, Fiber optic, etc. 

3 9-8 Not having an internet connection at home 15 5.4 

aces Total 276 100.0 


For the study 276 responses were received from respondents and in that 170 students were of 
the age of 22-25 years. Most of the students were migrating to sub-urban areas and urban areas for 
graduation and post graduation. The ratio of getting education between varied locations is 180, 50, 
43, and | for urban, sub-urban, town and village respectively. Towns were in the race to turn up into 
sub-urban areas. In India the 3G service was introduced in the late of year 2008 and is still being 
seen as costly. 34.8% students admitted that they connect Internet through 3G service modem or 
dongle at their home which is impressively higher among all connection mediums that are dial-up 
telephone line, 2G service modem or dongle, WI-Fi, high speed connection (DSL, cable modem, 
fiber optic) which is a good sign of adoption of latest technology by students. 5.4% students 
confirmed that they do not have internet connection at home. Top three mediums through which 
student connects the Internet are 3G service modem or dongle (34.8%), 2G service's modem or 
dongle (23.2%), WI-Fi (21.7%). This fact also came out amazingly that primarily WI-Fi was only 
used in corporate and educational institutes but now the technology has been adopted in such a way 
that people made technology as their native. 


Table 2: Time Spent Per Day on SNS 


Frequency Percent 
Facebook Less than 1 hour 106 38.4 
1-2 hour 64 23.2 
2-3 hour 9 3.3 
More than 3 hours 97 35.1 
Total 276 100.0 
Whatsapp Less than | hour 64 23.2 
1-2 hour 34 12.3 
2-3 hour 47 17.0 
More than 3 hours 131 47.5 
Total 276 100.0 
Nimbuzz Less than | hour 174 63.0 
1-2 hour 35 12.7 


Table 2 (Contd)... 
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... fable 2 (Contd.) 


2-3 hour Al 14.9 
More than 3 hours 26 9.4 
Total 276 100.0 
Skype Less than | hour 140 50.7 
1-2 hour 62 22.5 
2-3 hour 38 13.8 
More than 3 hours 36 13.0 
Total 276 100.0 


47.5 per cent students agreed to use Whatsapp for more than 3 hours in a day which is relatively 
higher than Facebook (35.1%), Skype (13%) and Nimbuzz (9.4%). On this basis it can be concluded 
that students prefer less to be on Facebook which was very high in many past studies. During the 
study it is also found that students share academic related contents instantaneously on Whatsapp 
which could be forwarded among students in a moment. Thus the communication was happening 
at lightning fast speed among the students. 


Ho 


There is no significant difference in the usage of Digital technology across the location of 
getting education. 


Table 3 
Calculated value D.F |Accepted/Rejected| 
(chi-square) 

Desktop Computer 73.678 12 Rejected 
Laptop/ Notebook 38.661 12 Rejected 
Cell phone/ Apple I-phone/ Smartphone 38.700 12 Rejected 
I-Pod or Other related gadget 37.635 12 Rejected 
A tablet computer such as an Apple I-pad, Samsung Tablet} 58.561 12 Rejected 
Samsung Note 

Projector 61.299 12 Rejected 
Video conferencing 50.502 12 Rejected 


(At 5% level of significance) 


The null hypothesis was rejected in all the cases indicating a significant difference in the usage 
of Digital Technology and the location of getting education. Hence it could be concluded that usage 
of Digital Technology in urban, sub-urban, towns and villages was different. 


Ho 


There is no significant difference in the usage of digital technology across the income levels of 
the respondents. 


Table 4 
Calculated Value D.F |Accepted/Rejected| 
(Chi-square) 
Desktop Computer 35.081 8 Rejected 
Laptop/ Notebook 27.074 8 Rejected 
Cell phone/ Apple I-phone/ Smartphone 5.708 8 Rejected 
I-Pod or Other related gadget 32.413 8 Rejected 
Tablet such as an Apple I-pad /Samsung Tablet/ Note 61.602 8 Rejected 
Projector 29.352 8 Rejected 
Video conferencing 21.369 8 Rejected 


(At 5% level of significance) 


The null hypothesis was rejected in all the cases except in case of Cell phone/ Apple I-phone/ 
Smartphone which means there is no significant difference between usages of Cell phone/ Apple I- 
phone/ Smartphone across the income level of the respondents. In other words it could be 
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concluded that student income level has no impact on the usage/ buying behavior of Cell phone/ 
Apple I-phone/ Smartphone as this gadgets could be taken as necessary items in today’s time for 
youth as well as elders it may be to maintain the lifestyle or to have close contact with loved ones, 
parents, siblings, friends and peers or it could be also because students are mostly dependent on 
their parents’ income till they finish their education. 


Hos 


There is no significant difference in the usage of Digital technology by students across the medium 
of Internet connection by them. 


Table 5 
Calculated Value D.F |Accepted/Rejected| 
(Chi-square) 

Desktop Computer 118.469 20 Rejected 
Laptop/ Notebook 107.183 20 Rejected 
Cell phone/ Apple I-phone/ Smartphone 53.279 20 Rejected 
I-Pod or Other related gadget 100.685 20 Rejected 
A tablet computer such as an Apple I-pad, Samsung Tablet} 128.312 20 Rejected 
Samsung Note 

Projector 115.112 20 Rejected 
Video conferencing 161.361 20 Rejected 


(At 5% level of significance) Here also the null hypothesis was rejected in all the cases except 
where it was accepted i.e. Cell phone/ Apple I-phone/ Smartphone that means there is no 
significant difference in the usage of Cell phone/ Apple I-phone/ Smartphone across the medium of 
Internet connection they have. 


Hos 


There is no significant difference in the practice or application of the internet across the location of 
getting Education. 


Table 6 
Calculated Value D.F |Accepted/Rejected| 
(Chi-square) 
To fill forms or questionnaire 38.175 12 Rejected 
Use an online search engine to help to find information on! 31.080 12 Rejected 
the web 
Create or write blogs 35.118 12 Rejected 
For writing articles related to economics or government 53.444 12 Rejected 
policies or any related to your field of study 
Freelancing work 56.911 12 Rejected 
You find videos exactly related to your work on YouTube 55.629 12 Rejected 
or any other related website 
Using social networking sites (Facebook) 71.394 12 Rejected 
You are addicted to Facebook 47.475 12 Rejected 
Look for information on Wikipedia ora related website 44.739 12 Rejected 
Upload documents, files or videos of your own work so 77.228 12 Rejected 
that others can use it or watch it. 
Create or work on their own webpage 43.017a 12 Rejected 


(At 5% level of significance) 


Here in all the cases the null hypothesis was rejected indicating that there was a significant 
difference between in the practice or application of the Internet by students across the location of 
getting education. Hence from the above table conclusion could be drawn that usage of application 
of Internet in urban, sub-urban, town and village is different. 
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Hos 


There is no significant difference in the practice or application of the internet across 


the Qualification 


Table 7 
Calculated Value D.F |Accepted/Rejected| 
of Chi-square 
To fill forms or questionnaire 29.788 8 Rejected 
Use an online search engine to help to find information on the web 50.960 8 Rejected 
Create or write blogs 14.614 8 Accepted 
For writing articles related to economics or government policies o7| 9.977 8 Accepted 
any related thing to your field of study 
Freelancing work 52.042 8 Rejected 
You find videos exactly related to your work on YouTube or any 30.211 8 Rejected 
other related website 
Using social networking sites (Facebook) 25.792 8 Rejected 
You are addicted to Facebook 18.500 8 Rejected 
Look for information on Wikipedia ora related website 38.745 8 Rejected 
Upload documents, files or videos of your own work so that others| 24.502 8 Rejected 
can use it or watch it. 
Create or work on their own webpage 24.850 8 Rejected 


(At 5% level of significance) 


The null hypothesis was rejected in all the cases except for 1.e. writing a blog and writing articles 
related to economics or government policies or any field of study. Acceptance of null hypothesis 
indicates no significant difference in the practice or the application of the internet across the 
qualification whereas in all other cases there was a significant difference. 


Hos 


There is no significant difference in the practice or application of the Internet across the medium of 


Internet connection used by the students. 


Table 8 
Calculated Value D.F |Accepted/Rejected| 
of Chi-square 

Fill forms or questionnaire 107.554 20 | Rejected 
Use an online search engine to help to find information on the web 80.865 20 | Rejected 
Create or write blogs 90.553 20 | Rejected 
Writing articles related to economics or government policies or any 128.433 20 ‘| Rejected 
related to your field of study 

Freelancing work 99.333 20 | Rejected 
You find videos exactly related to your work on YouTube or any 121.864 20 ‘| Rejected 
other related website 

Using social networking sites (Facebook) 176.553 20 | Rejected 
You are addicted to Facebook 105.410 20 | Rejected 
Look for information on Wikipedia ora related website 94.046 20 | Rejected 
Upload documents, files or videos of your own work so that others 94.516 20 ‘| Rejected 
can use it or watch it. 

Create or work on their own webpage 111.284 20 | Rejected 


(At 5% level of significance) 


Here in all the cases the null hypothesis was rejected indicating a significant difference between 
the practice/application of the Internet across the medium of Internet connection used by the 


students. 


Ho7 


There is no significant difference in the student perception towards latest technology across the age. 
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Table 9 
Calculated Value Chi- D.F | Accepted/Rejected 
square 

Latest technology makes men more dependent on it 18.046 8 | Rejected 
Technology diverts the mind from the core work 26.282 8 | Rejected 

It makes us lethargic 7.149 8 | Accepted 

Although it connects the whole world but creates a gap 24.612 8 | Rejected 

between the blood relations 


(At 5% level of significance) 

In all the above cases the null hypothesis was rejected except for the fact that latest technology 
made users lethargic indicating that there was no significant difference in the student perception 
towards the latest technology making them lethargic across the age. 


Hos 


There was no significant difference in the student perception towards latest technology across the 
location of getting education. 


Table 10 
Calculated Value Chi- D.F | Accepted/Rejected 
square 

Latest technology makes men more dependent on it 46.877 12 | Rejected 
Technology diverts the mind from the core work 19.223 12 | Accepted 

It makes us lethargic 64.129 12 | Rejected 

Although it connects the whole world but creates a gap 23.110 12 | Rejected 

between the blood relations 


(At 5% level of significance) 


In the above cases the null hypothesis was rejected except in the case that technology diverted 
the mind from the core work indicating no significant difference in the student perception towards 
the fact that latest technology diverted the minds from the core work across the location of getting 
education. 


Ho» 
There was no significant difference in the activities performed using Digital Technology across age. 
Table 11 
Calculated Value of Chi- | D.F | Accepted/Rejected 
square 
Submit assignment online 25.283 8 | Rejected 
Access/ download assignment online 15.694 8 | Rejected 
Participate in online discussion 32.658 8 | Rejected 
Does research online on websites like survey monkey eat 24.579 8 Rejected 
Use cell phones or Smartphone’s in the class while the 18.413 8 Rejected 
lecture is going 


(At 5% level of significance) 


The null hypothesis is rejected indicating that there is a significant difference in the activities 
performed using Digital technology across age. 


Hio 


There is no significant difference in the activities performed using Digital technology 
across qualification. 
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Table 12 

Calculated Value chi-square| D.F | Accepted/Rejected 
Submit assignment online 33.376 8 Rejected 
Access/ download assignment online 47.050 8 Rejected 
Participate in online discussion 17.853 8 Rejected 
Does research online on websites like survey monkey eat 73.394 8 Rejected 
Use cell phones or Smartphone’s in the class while the 25.645 8 Rejected 
lecture is going 


(At 5% level of significance) 

Here in all the above cases the null hypothesis was rejected indicating a significant difference in 
the activities performed using Digital technology across qualification. 
An 


There is no significant difference in the activities performed using Digital technology across the 
location of getting Education. 


Table 13 

Calculated Value Chi- D.F | Accepted/Rejected 
square 
Submit assignment online 39.485 12 | Rejected 
Access or download assignment online 66.778 12 | Rejected 
Participate in online discussion 54.874 12 | Rejected 
Does research online on websites like survey monkey eat 45.463 12 Rejected 
Use cell phones or Smartphone’s in the class while the 55.501 12 Rejected 
lecture is going 


(At 5% Level of significance) 


In all the cases the null hypothesis was rejected indicating that there was a significant difference 
in the activities performed using Digital technology across the location of getting education. 


CONCLUSION 


Generation-I has been very fast in adaptability digital technology and have accepted the latest 
technology with utmost ease and convenience. Irrespective of their education and income level and 
the medium of Internet connection, they have been adapted digital technology in various forms and 
have accessed internet application comfortabilty. The usage pattern has been highly varied applied 
for the different purposes and is clearly distinguishable. The whole of the yputh population have 
been using digital technology in a similar fashion and their income levels and the kind of internet 
connectivity have not affected their usage pattern. Generation_I has completely embraced digital 
technology which has become an essential part of their lives today. 
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Abstract—3G technologies have been providing people with higher wireless bandwidth, audio and video services, as well 
as mobile internet access all in one mobile environment. (Sona Mardikyan, 2012) 3G bandwidth has given the highly 
needed infrastructure for better communication of data. 


This study tries to examine the factors affecting 3G technology perception and adoption. In the theoretical framework of the 
study, Technology Acceptance Model (TAM) and Unified Theory of Acceptance and Use of Technology (UTAUT) were 
used as guidelines. In order to analyze 3G users’ perception and behavioral intention, external variables (perceived 
usefulness, perceived ease of use, price, variety of 3G services, service quality and social influence) and control variables 
(gender, age, education level, experience, occupation, payment type) were analyzed through a survey study. This study 
would help the service providers to understand why people prefer this technology, which variables and opportunities 
convinced them to use it and what are the variables creating the gap between their expectations and experience. 


Keywords: Adoption, Behavioral Intention, Perception, Usage, 3G Technology 
INTRODUCTION 


3G systems has triggered an explosion in the wireless Internet and data applications by delivering 
far higher data rates than have ever been possible in wireless systems before. In Wireless Network 
Evolution: 2G to 3G, renowned wireless expert Vijay K. Garg covered key 3G standard and every 
technical issue associated with planning, management, and optimization of 3G systems. (Garg, 
2001) 3G has a long-term evolution for 3G, sometimes referred to as super-3G, which will stretch 
the performance of 3G technology, thereby meeting user expectations in a 10-year perspective and 
beyond. The number of promising technologies to fulfill the targets, including OFDM, multi- 
antenna solutions, evolved QoS and link layer concepts, and an evolved architecture. After the 
emergence of 3G services, the numbers of users and usage have increased significantly their putting 
a significant pressure on the service providers regarding the quality of services that need to be 
provided. The service providers have been witnessing a significant pressure relating to the quality of 
services which could be trapped by finding the difference between what is expected and what has 
been delivered. At the same time it is also equally important for service providers to see that the 
necessary services have been provided and that expectations of the users have been met. This study 
tries to understand the perception of the users that they have regarding the perception they hold 
about the quality of services provided by the 3G service providers. 


REVIEW OF LITERATURE 


(Ying-Feng Kuoa, 2009) concluded that consumer usage rate of current 3G value-added services 
remained low, increased personal innovativeness directly enhanced the perceived ease of use of 3G 
mobile value-added services, the perceived usefulness enhanced when consumers perceived higher 
ease of use of value-added services, perceived usefulness had strongest effect on consumer attitude, 
followed by perceived ease of use and perceived cost, and the most important factor in increasing 
consumer’s behavioral intention to use 3G mobile value-added services was attitude, followed by 
perceived ease of use, perceived cost and perceived usefulness; (Alain Yee-Loong Chong, 2010) 
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analyzed the factors influencing the usage of 3G technology in Malaysia and found that perceived 
advantages, perceived ease of use, variety of service and social influence were able to predict the 
adoption of 3G among Malaysian consumers. This study allowed 3G service providers to 
understand which factors influenced the usage of 3G in Malaysia. (Yu-Lung Wu, 2008) directed on 
how the companies designed the marketing tactics closer to the consumers’ need under the dual 
influences of decreasing individual’s contribution and the low utility rate, as well as how to improve 
customers’ willingness to adopt 3G mobile telecommunication services. (Morna S.Y. Lee, 2003) 
examined both innovative attributes and customers’ perceived risk in order to understand 
customers’ behavior and motivation toward innovation and found that banking executives with a 
better understanding of what were the perceived advantages and disadvantages of 3G mobile 
banking services, help them to plan marketing strategies and promotion approaches for 3G mobile 
banking services for the future. 


RESEARCH GAP 


Although many researches have been done on 3G services as an emerging technology and people 
are showing their interest in it but no study was done to do the gap analysis i.e. the difference 
between the expectations and experience of the users of the 3G services. This study helps to find out 
the gap on the basis of various factors like cost, ease of use and usefulness. 


OBJECTIVE OF THE STUDY: 


To find out the level of satisfaction of the users of 3G mobile services with respect to its cost, ease of 
use and its usefulness. 


HYPHOTHESIS FRAMED FOR THE STUDY: 


Ho 


There is no significant difference between the Perception and Experience with respect to the cost of 
3G services. 


Ho 


There is no significant difference between the Perception and Experience with respect to the ease of 
use of 3G services. 


Ho 


There is no significant difference between the Perception and Experience with respect to the 
usefulness of 3G services. 


RESEARCH METHODOLOGY USED FOR THE STUDY: 


The study was conducted through a survey where a well drafted and tested questionnaire was 
prepared which consisted of 3 sections. The 1“ section captured the demographic profile of the 
respondents, the 2" section captured the expectations of the respondents with respect to variables 
related to 3G services and the 3" section was related to the experience that the respondents had with 
respect to using 3G services. The sample respondents consisted of those who had availed 3G 
services. A total of 500 Questionnaires were distributed through various sources both offline and 
online. Simple random sampling method was used to select the sample respondents of the total 500 
respondents. A total of 322 responses were complete in all respect and were hence used for the 
study. The cronbach alpha values of the responses were between.71-.91 and were hence considered 
relevant for the study. Descriptive statistics like mean were calculated. T-Test was used to find out 
the difference between the expectation and experience of the responses. The difference between the 
perception and the experience was focused in order to find the level of satisfaction. 
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DATA ANALYSIS AND INTERPRETATION 
Table 1: Demographic Profile of the Respondents 


Frequency Percent 
Age Group 15-25 Years 260 80.7 
25-35 Years 34 10.6 
35-45 Years 10 cea 
45 Above 18 5.6 
Total 322 100.0 
Gender Male 188 58.4 
Female 134 41.6 
Total 322 100.0 
Education profile School 63 19.6 
Graduate 174 54.0 
Post Graduate 83 25.8 
Other 2 6 
Total 322 100.0 
Monthly income <10000 121 37.6 
10000-20000 68 21.1 
20000-30000 41 12.7 
30000-40000 58 18.0 
>40000 34 10.6 
Total 322 100.0 
Occupation Student 201 62.4 
Govt. Employee 6 1.9 
Private employee 40 12.4 
Self employed 52 16.1 
Other 23 TA 
Total 322 100.0 
Mobile brands used Samsung 124 38.5 
Nokia 74 23.0 
Apple 31 9.6 
Blackberry 31 9.6 
5 36 11.2 
Other 26 8.1 
Total 322 100.0 
Your service provider Airtel 161 50.0 
Vodafone 58 18.0 
Idea 22 6.8 
BSNL 36 11.2 
Reliance 6 1.9 
Tata Docomo 32 9.9 
Other 7 2.2 
Total 322 100.0 
Mobile bill charges <500 148 46.0 
500-1000 78 24.2 
1000-1500 48 14.9 
1500-2000 30 9.3 
>2000 18 5.6 
Total 322 100.0 


Table 1-Demographic profile of the respondents Most of the respondents were between the age 
group of 15-25 years, were graduates, had a monthly income of less than Rs 10000, and were 
students. Samsung was the most popular brand of mobile phone handsets, most of them had Airtel 
as their service provider and most of them had billing charges of less than Rs 500. Respondents of 
the age group of 15-25 years were the most frequent users of 3G services. 
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DESCRIPTIVE STATISTICS 


Table 2: Descriptive Statistics (Expectations) 


Cost Mean 

3 G handsets are real value for money 3.41 
3 G handsets are status symbol 3.53 
3 G service charges are affordable 2.90 
Ease of Use 

It enhances connectivity 3.72 
3 G services are easy to use and understand 3.80 
search engines are easy to use on 3 G devices 3.75 
convenient to do e-shopping on a 3 G device 3.74 
Usefulness 

Useful for enhancing business, education and service industry 3.67 
3 G offers a diverse set of entertainment applications not available on 2G 3.39 
video conferencing-a boon to business executives 3.72 
huge amount of data can be transferred in a fraction of second 3.73 
3 G gives a real time gaming experience 3.49 
GPS is very useful to locate places 3.96 


Table 2: Descriptive statistics (Expectations) 3G enabled handsets are considered to be a status 
symbol and considered to be easy to use and understood and we expected to have the capability to 
transfer huge amount of data in fractions of seconds. Respondents expect GPS services enabled in 
their handsets and this would become easier with 3G. 


Table 3: Descriptive Statistics (Experience) 


Cost Mean 

Ihave got the real value for money after using 3 G services 3.12 
using 3 G is status symbol 3.37 
lam happy with the cost charged for using 3 G services 2.82 
Ease of use 

With the use of 3 G services 1 am in connection with more people 3.24 
I use 3 G services comfortably 3.48 
search engines work faster on 3G 3.65 
easy to do e-shopping on 3G devices 3.79 
Usefulness 

3 G services are very useful in business, learning and service industry 3.48 
services of 3 G are better than 2 G 3.71 
video conferencing saves time 3.63 
transactions processed at high speed 3.76 
real time gaming experience on 3 G is wonderful 3.41 
GPS is very useful in remote locations to give information about a place 3.80 


The experience of the respondents was recorded and it was found that 3G was mostly used as a 
status symbol. It was easy to do e-shopping using 3G enabled devices, search engines also worked 
faster and transactions were also processed at a higher speed. The mean of the experiences of the 
respondents was greater than those indicating higher satisfaction score. 


T-TEST 


Ho 


There is no significant difference between the Perception and Experience with respect to the cost of 
3G services. 
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Table 4: Paired Samples Test (1) 


Paired Differences T DF | Sig. (2- 
95% Confidence Tailed) 
Interval of the 
Difference 
Mean Std. Std. Error} Lower | Upper 
Deviation | Mean 
Pair 1 Real value for money on .410 1.510 .084 .244 575 4.872 | 321 .000 
using 3 G services 
Pair 2 3 G handsets are a status} .158 .877 .049 .062 299 3.241 | 321 .001 
symbol 
Pair 3 3. G service charges are} .078 .962 .054 -.028 .183 1.448 | 321 149 
affordable 


The null hypothesis was accepted and it was found that there were no significant differences in 
the perception and experience as far as the real value of money was derived on using 3G services. 
There was a 14.9% significant difference in the fact that 3G services were affordable. 


Ho 


There is no significant difference between the Perception and Experience with respect to the ease of 
use of 3G services. 


Table 5: Paired Samples Test (2) 


Paired Differences T DF | Sig. (2- 
95% Confidence Tailed) 
Interval of the 
Difference 
Mean Std. Std. Error} Lower | Upper 
Deviation | Mean 
Pair 1 Enhances connectivity A75 1.152 .064 349 .602 7.399 | 321 .000 
Pair2  |3 G services are easy to use} .326 965 054 .220 432 6.065 | 321 .000 
and understand 
Pair3 |3 G handsets are easy to use} .096 1.020 .057 -.016 .208 1.694} 321 091 
with the menu _ driven 
application 
Pair4 |Convenient to do e-shopping} -.012 1.041 058 -.127 .102 -.214] 321 831 
ona 3 G device- 


The level of significance was found to be around 83%.In case of the fact that there existed a 
difference between the perception and the expectation regarding the convenience to do e-shopping 
on a 3G device. In case of enhancing connectivity or the ease of use there existed no difference 
between the perception and the expectation. 


Hos 


There is no significant difference between the Perception and Experience with respect to the 
usefulness of 3G services. 


No significant difference was found in the experience and expectation with respect to the 
usefulness of enhancing business, education and service industry and the diverse set of 
entertainment applications not available on 2G. The level of significance was around 87.5% in case 
of the difference between the experience and the expectation as far as the benefits of video 
conferencing were concerned. In all the other cases the level of significant difference varied. 
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Table 6: Paired Samples Test (3) 


Paired Differences T DF | Sig. (2- 
95% Confidence Tailed) 
Interval of the 
Difference 
Mean Std. (Std. Error) Lower | Upper 
\Deviation| Mean 
Pair 1 |Useful for enhancing business,| .186 .799 .045 .099 274 4.186 | 321 .000 
education and service industry 
Pair2 |Diverse set of entertainment) -.326 1.201 .067 -.458 -.194 -4.873 | 321 | .000 
applications not available on 2G 
Pair 3 |Video conferencing-a boon to} .009 1.063 059 -.107 126 .157 | 321 | .875 
business executives 
Pair 4 |Huge amount of data could be -.037 | 1.116 .062 -.160 085 -.599 | 321 | .549 
transferred in a fraction of seconds 
Pair 5 |Search engines are easy to use on 3) .093 .838 .047 .001 185 1.996 | 321 | .047 
G devices 
Pair 6 |GPS is very useful to locate places 155 1.050 .059 .040 .270 2.652 | 321 | .008 
Pair7 |3 G gives a real time gaming) .084 .928 052 -.018 .186 1.621 | 321 | .106 
experience 


Table 7: Difference between Perception and Experience 


Mean Mean P-E 
3 G handsets are real value for money 3.41 S12, 29 
3 G handsets are status symbol 3.53 3.37 16 
3 G service charges are affordable 2.90 2.82 .08 
It enhances connectivity 3.72 3.24 48 
3 G services are easy to use and understand 3.80 3.48 .33 
Search engines are easy to use on 3 G devices 3.75 3.65 .09 
Convenient to do e-shopping on a 3 G device 3.74 3.75 -.01 
Useful for enhancing business, education and service industry 3.67 3.48 19 
3 G offers a diverse set of entertainment applications not available on 2 G 3.39 3.71 -.33 
Video conferencing-a boon to business executives 3.72 3.63 .09 
Huge amount of data can be transferred in a fraction of second 3.73 3.76 -.04 
3 G gives a real time gaming experience 3.49 3.41 .08 
GPS is very useful to locate places 3.96 3.80 16 


The difference between the perception and the expectation was high in case of value for the 
money paid for 3G services connectivity enhancement. In case of use indicating that the 
respondents were not satisfied with the above three. Lower the difference higher the satisfaction. In 
case of entertainment applications that were not available on 2G, the respondents were 
overwhelmed as their experience was much higher than their expectations. Respondents were also 
highly satisfied with respect to the amount of data that could be transferred and the convenience of 
doing e-shopping. 


CONCLUSION 


Students are the major users of 3G services and they are more interested in the applications and the 
downloading facility provided by 3G services. Though 3G services is being used as a status symbol, 
it has provided better downloading facility for various 3G applications. Samsung is the preferred 
handset among all the users. 3G services has enabled downloading large amount of data and also 
has been easy to use. E-shopping and search engine efficiency were the most preferred use for 3G 
applications. People consider 3G services to be expensive and do not provide real value for money. 
In many cases there were differences in the experiences and the expectations of the people. The 
expectation from the kind of services that 3G could provide is very high and much different from 
the experience. Though video conferencing services are available through 3G services there is a 
difference between the perception and the experience regarding its benefit and utility. 3G services 
are considered expensive by its respondent are doubtful about connectivity enhancement and the 
ease of use indicating lack of satisfaction. Though 3G services have provided various benefits, it has 
not been comfortably accepted by all. 
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INTRODUCTION 


“Once you commit for something, then there is no Chance or Opportunity or Time for further 
discussion on it. Value Your Commitments.” While travelling to Paris Narayana Murthy’s mind 
was struck with a thought of starting his company one day that led to a commitment and the 
journey of fulfilling it is still in progress. Infosys was setup with the sole objective by Narayana 
Murthy to generate more and more employment in India. Infosys Technologies Ltd. was started in 
1981 by seven people with US$ 250 according to the Infosys website. Today, the company is global 
leader in the "next generation" of IT and consulting with the annual revenues of over 4.8 billion 
dollars. The company designs and delivers technology-enabled business solutions that help global 
companies. It provides a complete range of services by supplementing domain, industry expertise 
and calculated alliances with leading IT infrastructure services. The Global Delivery Model (GDM) 
proved to be a advantage to Infosys and emerged as an upsetting force among technology providers. 
Services offered by the company includes business and technology consulting, systems integration, 
product engineering, custom software development, maintenance, re-engineering, independent 
testing and other validation industry leading to the rise of offshore outsourcing. Taking the work to 
the place where a better workforce was available proved to be a better economic solution and had 
less amount of acceptable risk this was the main principle on which GDM was based on. With 50 
offices and development centers around the world including countries like Japan, India, Czech 
Republic, China, Poland and many more. Over 97% of the company’s revenues come from existing 
customers. Infosys a company which ranked first for its many years has recently slipped to third 
position because of the malingerer of leader and co-founder. But as the results were radically down 
the company sooner decided to call their saviour again from his retirement to strengthen their 
foundation and bring back the company to its former glory. 


BACKGROUND NOTE 


The Journey of Infosys was commenced in 1981 by entrepreneurs like N.R Narayana 
Murthy, Nandan Nilekani, S.D Shibulal and four other founding members after they left Patni 
computers."Infosys Consultants Private Limited” was the name by which the company was 
incorporated and the registered office of the company was at Model colony, Pune. The company 
commenced with a capital of $250 and signed up its first client, in New York a company by the 
name Data Basics Corporation. In 1983, the corporate headquarters of Infosys was relocated to 
Bangalore.11 Billion Dollars was the market capitalization of the company in 2000 which then 
increased and led Infosys to become one of the largest exporter of software’s from India. Under the 
leadership and management of Narayana Murthy the company was on the top with the turnover of 
Rs.1.16 million in 1981 which later on went on increasing to new heights that was Rs.19 billion in 
2001.For listing at NASDAQ the company started following the Generally Accepted Accounting 
Principles (GAAP) disclosure norms in 1999 and became the first Indian company to do so. In late 
2000, a software development centre was established at Toronto to institute the presence of the 
company in global markets as it had become a total software services company. Narayana Murthy 
became the biggest brand ambassador of the company by talking about it at every opportunity he 
got and that helped him to build a brand name for his company. He was born on 20 August 1946 in 
Mysore, Karnataka. He pursued his Bachelor's degree in Electrical Engineering in 1967 from 
University of Mysore and his Master's degree in Technology from IIT Kanpur in 1969. He 
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commenced his career as the head of the computer centre at IIM, Ahmadabad. In 1972, for 
designing a 400-terminal, real-time operating system at Charles De Gaulle airport for better 
handling of air cargo he went to Paris as a part of a team. He was a left-wing activist and mingled 
with French communists during his stay in Paris but his outlook changed while traveling around 
Europe. He joined Systems Research Institute, Pune, in 1975 when he returned to India. Before 
starting Infosys in 1981, he headed Patni Computer Systems Pvt. Ltd., Mumbai. The initial capital 
of Rs 10000 to start Infosys was borrowed from spouse of Narayana Murthy a fact not known to 
many individuals. But the achievements of Infosys are well known now and it is mostly because 
of the perspectives and smart authority of Narayana Murthy. Recipient of several major awards like 
"Padma Vibhushan', and also 'Legion of the Honor' (awarded through France government). 
Narayana Murthy regularly provides his insight wisdom by being on the panel of many companies 
and organizations. Media Houses like The Time, Economist, and CNN etc has always rated him as 
one of the best among top company leaders and influential individualities. He is an IT magician as 
he has led key government projects in India. Narayana Murthy’s authority training is most sought- 
after, and is seen by not just Indians but even by the information technology supervisors around the 
globe. Even this training could be useful for not just for corporate’s but everybody: learners, military 
men, performers, and even average women, anyone who intends and dream of creating big, if flows 
between the collections and his training could be appropriate. 


INITIAL STRATEGIES FOR INFOSYS (1981-2002) 


Murthy’s life mantra as well as the strategy that he followed and made principle of his company was 
“Sathyannasti Dharma Paro” (there is no dharma higher than sticking with truth); and also 
“Satyameva Jayate” (truth only alone triumphs). 


From the beginning, Narayana Murthy said “Think Big. Don’t Hesitate to Start Small” while 
focusing on the market of USA one of the most challenging one in the world at that particular time. 
Market availability of products produced by Infosys was not adequate at that point of time in India. 
Rather he came to this thought that creating a market in India for their products will be difficult and 
that they could use their competitive advantage to export the products to places where the market 
was already available. To make this happen in a smooth way he entered into a joint venture with 
Kurt Salmon Associates (KSA) in 1987, a leading global management consultancy firm. KSA- 
Infosys became the first Indo-American joint venture in United States. The company’s first office 
was set up in the US in between 1988-89.b At the same time Reebok of France was looking for 
company to develop a software system to handle its distribution management. Infosys bagged the 
contract and developed a Distribution Management Application Package (DMAP) for Reebok's 
French operations. In 1989, another major contract from Digital Equipment was bagged by Infosys. 
Many export oriented software companies were established in early 1990s due to the changes in 
Indian economy leading to opening up of the economy that created momentum and Infosys was 
able to leverage it successfully. By mid-1990s, the competition was not just from domestic 
companies like Tata Consultancy Services, and Wipro, but the overseas players like Cambridge 
Technology Partners and Sapinet, also became one of the major competitors as they offered 
software solutions. Narayana Murthy had a strong belief that Indian software professionals 
possessed the ability to deal with complex projects. Many analysts felt that not like somewhere else, 
India's sharpest minds were heading to pursue a career in software, and the best of those aspired to 
be at Infosys. Infosys also got a tuff competition from consultancies such as Anderson Consulting 
and Ernst & Young, which were positioned as information management specialists. Joint venture 
with KSA was dissolved in 1994. In 1995, Narayana Murthy created Yantra Corp. in Acton, 
Massachusetts, US. Around the same time, a joint venture was undertaken by the company with 
Satyam Computers and DCM.1998-99, were the years when he planned to position the company as 
a true global company with global clients, global operations, global staff and a global brand image. 
“Do it first and do it Right” In 1998, to sustain his ambition to make company global, he listed the 
shares of the company on the share market of USA that is NASDAQ and Infosys became the first 
native Indian organization to be listed through American Depository Receipts (ADR) issue worth 
US$75 million on the NASDAQ. With this, he completed his ambition and made the Indian 
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software industry global. There were three vital features to his global strategy. Firstly was the 
"global delivery model." The model laid emphasis on "producing where it is most cost effective to 
produce and selling where it is most profitable to sell”. It means that to be cost effective the major 
production and software development work should be done in India and to generate the maximum 
profits it should be sold in foreign markets like US. Secondly was "moving up the value chain"— 
which meant to get involved in the software development projects from the beginning of its cycle. In 
order to achieve this some analyst believed that company would have to compete with bigger 
companies like Cambridge Technology Partners or even Andersen Consulting, and that won’t be 
easy. He felt that it was not going to be easy but also felt that they didn’t have to be overly 
concerned about the sheer success. Thirdly was the PSPD. According to Narayana Murthy, there 
are four fundamental belief of any smooth running business. First: Predictability of revenues; 
second: Sustainability of the predictions; third: Profitability of revenues; and fourth: a good De- 
risking model. 'De-risking' means that the company made some mandatory rules so as to define its 
exposure to various kinds of businesses. For example, the exposure limited to Y2K projects was less 
than 25% of total revenues because that was a business that didn’t had a sustainable future scenario 
and the company was not ready to take such risk. (D.Sirisha, 2003) Murthy always insisted on 
taking risks but always the calculated ones. Risks taken without proper calculations could lead to 


harsh results like liquidation of company. 
FY 1998 FY 1999 FY 2000 FY 2001 FY 2002 Y 


2603751274 92146 902604 
60.36 | 132.92 | 285.95 | 623.32 | 807.96 0% 


WORTHY 


NARAYANA MURTHY @ INFOSYS-—CHAIRMAN, MENTOR, 
CHAIRMAN EMERITUS (2002-2011) 


This period was the period in Infosys history where Narayana Murthy left his chief executive 
position and took the title of chairman and of a mentor during 2002 to 2011 and chairman emeritus 
during august 2011. This was an era where both Infosys and Murthy were at their peaks and were 
moving forward to achieve newer goals. As Murthy remained in Infosys as a role model always 
taught employees a valuable lesson—“You might fail, but get started again, learn from mistakes and move 
on” this kind of leadership values helped Infosys a lot in those years. Then Infosys was all setup to 
be passed to the next generation’s guidance with some new objectives and challenges to be 
conquered. In the third phase of Infosys development Infosys 3.0 was introduced to the world. 
Narayana Murthy by this time had become the Chairman Emeritus and a spectator but was always 
ready to be reached for any guidance. Many new developments were brought in existence to achieve 
the set objectives of the phase three. The objectives were to: 


1. The company would not merely provide software services and solutions, but also do a lot of 
transformational projects. Along with the IT services it would also work with the business 
side of the clients. 


2. The company would aim to transform into a business solution provider. 


The company would focus on several new solutions, like cloud computing, Enterprise 
Mobility and Sustainability, based on the current market needs. 


4. It has groups providing learning solutions and business platform solutions. These along with 
country focused teams would be the main engines for future growth. 


5. It has consolidated its verticals into four:-Financial Services & Insurance; Manufacturing; 
Energy, Utilities, Communications and Services; and Retail, Logistics and Life Science. 
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6. It also has another vertical, Infosys Public Service subsidiary, which would essentially scout 
for US government public service work. 


7. It has grouped its offerings into three groups 


8. Business Transformation (consulting work, systems integration, enterprise solutions etc.); 
Business Operations (application development, maintenance, infrastructure management 
etc.); Business Innovation (products, platforms and solutions). These would be focus areas. 

It is very early to estimate on the basis of a year or two results. These objectives were set to be 

achieved not in a year but eventually without interrupting the company’s growth and smooth 
working, judging on the basis of current scenario a spectator can only say that the journey towards 
climbing another mountain of difficulties successfully has just started. 


JOURNEY WITHOUT MURTHY 

Narayana Murthy retired from Infosys and the company started facing problems which it did not 
traditionally face. The major problems which the organization faced were: 

MUTED GUIDANCE 

The biggest disappointment was the full year dollar sales outlook for 2013-14. Dollar revenue of the 
company was expected to grow between 6% and 10% in the FY14. 12% revenue growth was the 
target of that majority of analyst believed Infosys would set. 


LOCAL WEAKNESS 


The guidance for 2013-14 is lower than what the industry body Nasscom forecasted for the entire 
industry. Nasscom expects India's IT industry to grow at 12-14 per cent in the current fiscal year. 
Infosys' guidance appeared to be a company-specific problem, said by K.K. Mital, CEO for portfolio 
management services at Globe Capital. Mid-Cap companies were said to perform better than this. 


GUIDANCE MIss 

For 2012-13, the revenues grew by 5.8 per cent against a forecast of 6.5 per cent growth. Infosys 
CEO said the miss was on account of slower deal ramp-ups, pricing decline and adverse cross- 
currency impact. 

EARNINGS GUIDANCE 


It has not put out earnings guidance for fiscal 2013-14. IT analyst said the absence of earnings 
guidance meant the company was becoming flexible with pricing. It had earlier stopped giving out 
quarterly guidance citing global uncertainties. 

ORGANIC GROWTH DISAPPOINTS 

Organic revenue growth was flat. Domestic brokerage IDFC said most of the incremental growth 
was driven by Lodestone, the Swiss consultancy which it acquired last year. 


SALES FLAT 


Fourth quarter sales were flat sequentially at Rs. 10,454 crore against Rs. 10,424 crore in the third 
quarter ended December 2012. 


MARGINS FALL 


Operating margins, a key measure of profitability, fell more than estimated at 23.55 per cent. A 200 
basis point dip in margin was the real red flag, Mr Shah said. 


CAUTIOUS COMMENTARY 
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The management continues to be cautious. Mr Shibulal said deal ramp-ups in the fourth quarter 
were softer than expected. Billing rates and margins were expected to be under pressure in the short 
term, said Rajiv Bansal, the chief financial officer of the company. 


PRICING DECLINE 


Infosys said higher volumes growth (1.8 per cent sequentially) in Q4 did not result in higher profits 
because pricing declined by 0.7 per cent in the March quarter. 


DISCRETIONARY SPENDING 


Infosys' dependency on discretionary spending was much more than the industry on an average. 33 
per cent of Infosys' revenue came from consulting and system integration which depended on 
discretionary spends. With no signs of an immediate pick up in discretionary spend, Infosys was 
unlikely to be an outperformer in the near term. 


THE PRESENT SCENARIO 


The journey without Narayana Murthy had been bad and hence Murthy was invited once again to 
be on the executive seat and steer the organization out of the increasing mess. 


MURTHY'S PRESENCE CALMED STOCK VOLATILITY 


The full quarter results proved to be the evidence to prove that the stocks volatility was calming 
down since Mr. Murthy came out of his retirement on June 2013. Mr. Murthy's presence calmed 
sentiments. The stock swung between 15% and 20% over the previous three quarterly 
announcements. A lot of energy was spent by Mr. Murthy to ensure the clients that Infosys meant 
serious business. 


GUIDANCE RAISED 


Infosys narrowed its sales outlook for fiscal 2013-14 from 6-10 per cent to 9-10 per cent indicating 
rising confidence. The current guidance, however, implies that Infosys would grow slower than the 
IT industry, which was estimated to grow at 12-14 per cent. SD Shibulal, chief executive of Infosys 
said that the annual guidance was a statement of fact. 


INFOSYS BEING CONSERVATIVE 


Several analysts said the conservative revenue guidance was set after a series of misses over the last 
eight quarters. Some said they expect revenue to exceed the current guidance for the full year was 
and over-delivering. 


PROFITS FLAT ON ONE-TIME HIT 


Infosys' Q2 net profit rose a modest 1.6 per cent year-on-year to Rs. 2,407 crore, but missed 
estimates as the company made a provision for "visa related matters" of Rs. 219 crore. Infosys was 
been investigated by the US government agencies over the use of temporary employment visas and 
had made the required provisions after discussing with the US government agencies. 


SALES TOP ESTIMATES 

Rs. 12,965 crore was the consolidated revenue of the Infosys for the September quarter, higher than 
estimates of Rs. 12,800 crore. Q2 sales were up 32 per cent from a year earlier and 15 per cent from 
the June quarter. The strong sales indicated that Infosys' renewed focus on "bread and butter" IT 
outsourcing contracts was paying dividends. 


DOLLAR REVENUES SURPRISE 


Infosys said Q2 sales in US dollar terms rose 3.8 per cent to $ 2066 million, higher than the 
expectations of $2042 million. This is the first time that Infosys topped $2 billion in quarterly sales. 
Rising dollar revenues indicated deal wins, client traction and revenue momentum. 


OPERATING MARGIN HIT ON HIGHER WAGES 
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EBIT margins dropped 170 basis points sequentially to 21.9 per cent in the September quarter 
despite sharp fall in the rupee. Rajiv Bansal, chief financial officer of Infosys, reported that a wage 
hike in the September quarter offset benefits of rupee depreciation and barring the charge related to 
visa use, Margins would have stayed at June quarter levels of 23.6 per cent. Wage hike impacted 
margins by 300 basis points. 


PROFITS BEING RE-INVESTED 


Infosys was ploughing back benefit from growth, improvement in operational parameter and rupee 
benefit back into business. The compensation was revised adding that Infosys was investing heavily 
in its sales engine and on tools to boost productivity to sustain the kind of growth they wanted 
to continue. 


VOLUMES, PRICING IMPROVE 


The Q2 volumes rose 3.1 per cent q-o-q, slightly lower than 3.4 percent q-o-q growth in the June 
quarter, but pricing (in reported currency) improved 0.6 per cent q-o-q against a price decline in the 
June quarter. Infosys added 37 new clients in Q2. Five of them were US Fortune 500 companies. 
Infosys won five large wins in Q2 ($50 million plus multi-year deals), Mr Shibulal added. 


UTILIZATION PICKS UP 


During the July-September quarter employee utilization rate (workforce efficiency) was higher at 
77.8 per cent as against 75.9 per cent in the June quarter. Infosys saw a net addition of 2,964 
employees during the period though the attrition rate was higher at 17.3 per cent in Q2. 
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CONCLUSION 


Narayana Murthy has been a significant force at Infosys. His presence has motivated his employees 
and has induced commitment. In the rapidly changing hierarchal systems, the role of a leader is 
more of a facilitator than anything else. Narayana Murthy has proved to be a good facilitator and a 
leadership icon for many. He has proved that a leader is one who has a tremendous capacity to 
create value. Narayana Murthy a believer of the lines that if you continue to pursue a dream with at 
most dedication you can achieve it. Murthy always tried to keep the personal and professional life 
separated and that remain a key to his success and a allegation free character. But this is too early to 
say that the rejoining of Murthy will give the same fruit as it gave when it started, better than 
that or worst? 
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TEACHING QUESTIONS 


QI What did Narayana Murthy teach, implement and incorporate at Infosys to make it a 
successful company? 


Q2 Where did the new leaders miss the direction given by Murthy that led the 
company downwards ? 


Q3 Is the progressing growth of Infosys a result of Murthy’s influence, or the result of a rupee— 
dollar exchange rate fluctuation a macro-economic trend ? 
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Abstract—A Theoretical study has been carried out for cold storage system to make its cooling system efficient and make 
cost reduction. A cold storage is place where the various items such as vegetables fruits, medicines and potato etc. are stored 
to protect them from getting spoiled and to prolong their preservation period. This task is accomplished by storing the 
products at their preservation temperature and relative humidity etc. The cold storages are required to preserve the food and 
vegetables therefore the measurement of the performance of this cold storage is very important. Therefore in the present work 
it is decided to take one of the parameter which affects the performance of system as air infiltration load. Long term 
preservation of commodities like potato follows the process of respiration, which is required to maintain their hygiene values 
during storage until it is taken out for the purpose. By employing cooling coil with duct on the cold storage system air 
circulation was found better compared to the cooling coil arrangement inside the chamber so here theoretical study and 
designing pattern is discussing in this paper. 


Keywords: ACU (Air cooling unit), Duct Size, Compressor, Design Losses, Equal Friction Method 


INTRODUCTION 


Cold storages are used to preserve the food articles under controlled temperatures with the aim of 
maintaining quality. Preservation of food required to maintain certain temperature, moisture 
contain circulation of air and percentage of CO, and O, inside the control space (chamber). For 
some products other conditions other than temperature might be require. This task can be achieved 
by storing the products at their preservation temperature and relative humidity etc. Preservation 
temperature for fruits can be defined as the temperature at which its respiration rate in Cold storage 
will not be harm materials as long as the cooling and warming is done in a controlled manner. 
Moisture content is basically depend upon the humidity in the surrounding air, and secondarily, by 
temperature. In India mainly four types of cold storage are being used to preserve the food product. 
In CS type-I people preserve only one type of commodity e.g. Potato whereas in CS type-II multi 
product can be preserve. CS Type-III is basically control atmosphere cold storage in which people 
preserves mainly Apple and Pomegranate and other costly fruits. CS type-IV is used for ripening the 
fruits e.g. Banana, Papaya and Mango. For storing different types fresh fruits and vegetables and 
other horticulture products which require pre-cooling or rapid room cooling the refrigeration system 
is designed to adjust and operate to a range of temperature and humidity conditions, depending on 
the compatibility group for storage of fruits and vegetables. The 7/8 cooling time is the time needed 
for the product temperature to drop by “seven eights” of the difference between the initial product 
temperature at the time of loading and the temperature of the cooling air circulating in the 
cold rooms. 


As the population of the world is increasing day by day therefore food demand is increasing in 
the same order. In order to meet the flowing demand of food, its preservation is required. Therefore 
efficient food storage systems are required to preserve the food. The effective and economic design 
of cold storage is an important requisite in business as ineffective design may lead to financial loss 
and in certain case may lead to unsafe operation of the system. Many researchers are working to 
improve the performance of the cold storage. 


M.K. Chourasia and T.K. Goswami [1] developed CFD model to the study the storage losses 
for cold storage under study state. They reported that the storage loss beyond permissible limit is 
one of the most important problems in Indian potato cold stores. They also observed that the 
temperature of the product is one of the most significant factors that govern the extent of storage 
losses and which affect the economic viability of the storage system. They have also study the effect 
of moisture loss under storage condition as it is an equally important parameter as product 
temperature. Cigdem Aydin & Baris Ozerdem [2] investigated the energy loss of different types of 
ducts used for cold storage. They reported that the most of air leakage is occurred from the joints. 
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Further they observed that sealing gaskets help to improve the air leakage through the joints by 
about 50%. In an study, Krishna V. Jog [3] reported that in India, due to lack of proper facilities of 
food articles storage 33% of produce, especially fruits and vegetables are wasted so that an artificial 
scarcity gets developed during non-harvesting periods and prices soar and we import goods at high 
prices which most of the people of India cannot afford. Y.H. Yau [4] seen effect of energy heat 
recovery wheel on the performance of cold storage and reported that nearly 25% electricity can be 
saved by using energy heat recovery wheel. They further suggested that the redesigned heat recovery 
system had significantly enhanced the moisture removal capability and reduced the energy 
consumption of a HVAC system operating in the hospital environment. M. K. Chourasia and T. K. 
Goswami [5] seen the effect of stacking of food article bags in a cold storage and reported that out of 
several operating parameters, gaping between the stacked bags of commodity has an important role 
over the performance of cold storage. They observed that increasing the porosity of stacked bags the 
circulation of the air inside the cold storage increases which reduced the product temperature and 
moisture loss during the cooling. Raviraj Gurav, et al. [6] suggested the technical designing 
techniques and new method to make best theoretical ducts. M. L. Hoang, et al. [7] investigated 
circulation of air inside the cold storage by using computation technique. They modeled the forced- 
circulation air cooler unit with an appropriate body force and resistance, corresponding to the 
characteristics of the fan and the tube-bank evaporator. They reported that in order to keep the fruits 
article fresh the air circulation must be proper. Manoj Kumar Chourasia [8] has study the effect of 
different duct aspect ratio on the performance of cold storage and suggested the different aspects of 
design of cold storage and its improvement over the existing ones. He reported that, cold air flow 
being one of the key components in establishing the performance of a cold storage. The problems 
generally encountered in running a cold storage have also been high-lighted and their probable 
solutions have also been suggested in this paper. 


Based on above literature and field experience it is observe that cooling coil of the cold storage 
arrangement occupy lot of cooling space inside the cold storage which reduce the cooling capacity 
and secondly the circulation of cold air is also not proper in case of cooling coil arrangement. 
Therefore in the present research work a duct system has been designed for the cold storage. 


DUCT: AN INTRODUCTION 


Ducts are used in heating, ventilation and air conditioning (HVAC) to deliver and remove air. 
Ducts required to airflows for supply air, return air and exhaust air. Ducts also deliver, most 
commonly as part of the supply air ventilation air. As such air ducts are one method of ensuring 
acceptable indoor air quality as well as thermal comforts. A duct system is often called ductwork. 
Planning, laying out, sizing, optimizing, detailing, and finding the pressure losses through a duct 
system is called duct design. There are three duct design methods namely Velocity method, Equal 
friction method and Static Regain method. In velocity method first we select suitable velocities in 
the main and branch ducts then we find the diameters of main and branch ducts from airflow rates 
and velocities for circular ducts. For rectangular ducts, find the cross-sectional area from flow rate 
and velocity, and then by fixing the aspect ratio, find the two sides of the rectangular duct. From the 
velocities and duct dimensions obtained in the previous step, find the frictional pressure drop for 
main and branch ducts using friction chart or equation. From the duct layout, dimensions and 
airflow rates, find the dynamic pressure losses for all the bends and fittings. Then we select a fan 
that can provide sufficient FTP for the index run. The velocity method is one of the simplest ways of 
designing the duct system for both supply and return air. 


EQUAL FRICTION METHOD 


This method, the same value friction loss rate per length of duct is used to size each section of duct 
in the system. The friction loss rate is chosen to result in an economical balance between duct cost 
and energy cost. Duct systems for HVAC installations may be loosely classified into low velocity 
and high velocity groups, although these are not strictly separate categories. Typical ranges of 
design equal friction loss rates used for low velocity systems are from 0.05 to 0.15 in wg per 100 ft of 
duct. Maximum velocities in the main duct at the fan outlet are limited where noise generation is a 
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problem. However, sound attenuation devices and duct sound lining can be used if needed. High 
velocity duct systems are designed with initial velocities from about 2500 FPM to as high as about 
5000 FPM. The corresponding friction loss rates may be as high 0.0.6 in wg High velocity duct 
systems are primarily used to reduce overall duct sizes. In many large installations, space limitations 
(above hung ceilings, in shafts) make it impossible to use the larger ducts resulting from low velocity 
systems. The higher pressures result in certain special features of these systems. The ducts and fans 
must be constructed to withstand the higher pressures. The noise produced at the high velocities 
requires special sound attenuation. 


STATIC REGAIN METHOD 


This method is commonly used for high velocity systems with long duct runs, especially in large 
systems. In this method the static pressure is maintained same before each terminal or branch. 


For the present research work equal friction loss method was used for a cold storage having 
capacity of 7O00MT. The proposed layout and friction losses for different section are given below: 
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Table 4: Table of Dynamic Losses in Duct 


aac firtiess Fitts Duce ur horse Pittine he ee Dee tt: Toenal 
Sect — ed ee eae |e boss 4 presse 
Pe PPM. oP oes IPressur diwe 


Cee T- SBRS-i15 35h fifisas Oe 7 a0 Fe A ies ed i 
fircies Tee, “5 
Deore 
Enary 


B2- B22" C2" 3" D2- # ’ c S.RS-13 Tae, 
Ib3"_E>-ED - is Sa56 42 De e 
Po" a? a" JH eho Enory arch 
H2" 12-12" e 


Theoretical Analysis of Duct Design for Cold Storage System / 963 


Table 6 
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Fig. 2: Duet System Line Diagram 
Total pressure drop in duct section (A-B1)= path AA1+ fitting loss A1B+ PathA1B+fitting loss 


Cold storage running cost calculation- 


Total refrigeration load for four chambers =522.8 & Electrical operating load = 140.74 

COP = 526.28/140.74 = 3.71 & Power consumption (KWH/day) = 140.7 x 0.8 x 18 = 2026.08 
Electricity cost (Rs/day @7.25 per unit) = 2026.08x7.25 = 14689.08 
With the duct system calculation- 
Total refrigeration load = 93.35 x 4 = 522.8 
Electrical operating load = 136.49 COP = 526.28/134.64 = 3.8 


Power consumption (KWH /day) = 136.49x 0.8 x 18 = 1965. Electricity cost (Rs/day @7.25 per 
unit) = 1965.4x7.25 = 14249.55 Electricity cost save per day = 439.45 


Electricity cost save per day = 13835.5 


CONCLUSION 


From the present study it is observed that the running cost of cold storage with duct system is less 
compare that of the cooling coil arrangement inside the chamber. In case of the proposed duct 
system arrangement the duct will be mounted on the side walls/roof which will not occupy the 
space of the mezzanine floor and hence it will enhance the cooling capacity of cold storage. Further 
in case of propose duct arrangement the outlet of cold air from the duct may be provided as per the 
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requirement which will increase the proper circulation in chamber which results in increase the 
cooling of the product stored in the chamber. Due to better circulation inside the chamber moisture 
content of the product will remain and weight less of the product will be less which is beneficial 
for farmer. 
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Abstract—This paper is places of interest various barriers against green supply chain (SC) and prioritizing the strategic 
solutions to it. Due to the existence of various barriers, achieving green practices in the supply chain is difficult. Wide set of 
Solutions availability creates kiosk. Therefore, it is required to mitigate the effect of these barriers which hinder 
implementation of green supply chain by giving that the solutions. This can be done through ranking the solutions so that 
organizations can concentrate more on high priority to develop strategies to implement green practices in the supply chains. 

This work suggests a fuzzy analytic hierarchy process (FAHP) and fuzzy order performance by similarity to ideal solution 

(FTOPSIS) based model to explore and prioritize the solutions of green practices in Supply chain to conquer the barriers. 

This has been done through inculcating suggestions and opinions from experts and literature review. The weight of the 
identified barriers is calculated by fuzzy AHP while fuzzy TOPSIS is used to prioritize the solutions for implementation of 
green SC. This approach gives a more precise, effective and an efficient decision support tool for stepwise deployment of the 
green practices in SC. 


Keywords: Green Supply Chain Management, Barriers, Fuzzy AHP, Fuzzy Topsis 


INTRODUCTION 


Supply chain management turns out to be an innovative idea as a Green SCM, getting world wide 
acceptance in the enterprises, promoting environmental performance (Rao, 2007; Srivastava, 2007). 
Carvalho et al. (2010), Rao and Holt (2005) and Van Hoek and Erasmus (2000) expressed “GSCM 
is an significant managerial philosophy, that plays a significant role in promoting efficiency and 
cordination between chain partners, measuring environmental performance, nominal waste, 
enhanceing cost savings to achieve revenues and market-share objectives, through environmental 
risks and impact reduction, while it improves the ecological efficiency of organizations and their 
partners” .To gain competitive advantages GSCM organization needs effective deployment of theses 
solutions (Zhu and Sarkis, 2004). 


The urgent necessity of removal of barriers today are the major concern of the environmentally 
conscious organization. This paper focuses on selection of most effecting roadblocks to achieve 
green objectives. . 


This paper structured as follows: Identification of barriers in GSCM and provides solutions to 
overcome selected barriers is presented in the next (second) section. The third section provides a 
brief description of the research methodology employed in this study. Findings and its discussion 
are presented in the fourth section. The fifth section concludes by narrating some of the 
contributions and shortcomings of the present research and finally in the sixth section, the paper 
related future work is presented. 


LITERATURE REVIEW 


Environmental concern is growing interest both in academia and industries Sarkis et al., (2011). 
The major issues affecting all demographic levels, local and global, inclusive of air pollution, waste 
disposal in water and extensive usage of natural resources.The strict supervision of these variables 
causing restrained conditions for acehivemnt of sustainbiliy. Escalating environmental awareness 
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and obligations of business operation, Government policies, groups and individuals have the entire 
industry inspired the development of procurement and purchasing policies that incorporate 
environmental requirements, thereby proving their collective bargaining and buying power 
(Massoud et al., 2010; Kannan et al., 2010). GSCM is a remarkable concept to instill environmental 
thinking in traditional Supply Chain Management (Zhu et al., 2012). GSCM cuts across varied 
boundaries (business activities integrating the sourcing, making, and delivery processes) of supply 
chain management (Min and Kim, 2012). Environmental considerations into purchasing policies, 
programs and actions to reduce waste and to help achieve a GSCM (Russel, 1998; 
Varnas et al., 2009) 


IDENTIFICATION OF BARRIERS 


Table 1: Identification of Barriers 


Individual barriers | Lack of awareness Ravi & Shankar (2005). 
Hesitation/fear to convert to new systems Revell and Rutherfoord (2003). 
Difficulty in obtaining information on __ potential) Perron (2005). 

environmental improvements 


Lack of green system exposure to professionals Yu Lin and Hui Ho (2008). 
Technological Lack of new technology, materials and processes Perron (2005). 
barriers Lack of technical expertise Perron (2005) and Revell and 
Rutherfoord (2003). 
Current practice lacks flexibility to switch over to new system | Revell and Rutherfoord (2003). 
Organizational Poor supplier commitment/ unwilling to exchange} Sarkis (2003). 
barriers Information 


Lack of involvement of top management in adopting green) Ravi and Shankar (2005). 
supply chain management 
Not much involvement in environmentally — related) Perron (2005). 


programs/meetings 
SOLUTION TO GSCM 
Table 2: Solution to GSCM 

Notation Solutions Description References 
Sl Use of IT and automated) IT/ITES system which enables Information sharing tools| Mohammed 

systems: and policy. It includes ERP systems, RFID Hussain, (2011). 
S2 Adopting Green| It includes various activities like green production, waste Mohammed 

methodologies: reduction and utilizing environment friendly fuel. Hussain, (2011). 
83 Green Packaging Green packaging practices means the use of cycled material, Mohammed 


which can be recycled again after use. Use of plastic is) Hussain, (2011). 
hazardous to the environment, which raises the need for 
green packaging practices. 


S4 Transfer of environmentally One plant’s suppliers are another plant’s customer’s so Klassen and| 
specific innovations orenvironment specific collaboration with customers is) Vachon, (2008). 
technologies from] required. 
customers to suppliers 

$5 Increasing Awareness about] Increasing awareness about sustainable practices has been| Carter and Carter 
Sustainable practices seen by environmental purchasing, (1998) 

S6 Enhance Information| Information sharing would help to minimize risk at each] Geffen and 
sharing stage of SC. Rothenberg (2000). 

S7 Coordinate/collaborate Coordinate with SC player and/or end consumers for Eco} Dileep More, 


with suppliers in designing design, cleaner production, sourcing, packaging, distribution, (2012). 
and developing green] reverse logistics etc. 


products 
S8 Government subsidiaries |Govt. Focus on giving subsidiaries by utilizing green| Dileep More, 
practices in various stages of SC (2012). 
METHODOLOGY 


For this study we are going to adopt the methodology suggested by Patil and Kant (2013). The 
methodology used is Fuzzy AHP — Fuzzy TOPSIS construction for analyzing the strategies to 
overcome the barriers. 
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FUZZY LOGIC AND SETS 


Ambiguity within Decision making is very often found is can be improvised by using fuzzy set 
theory given by Zadeh (1965). In particular, to tackle such ambiguities linguistics variables can be 
used , it is a beneficial way to convert these linguistic conditions into fuzzy numbers. For this 
purpose linguistic variables can be represented TFN. 


A fuzzy number is denoted by a character tilde ‘‘~’’ above a symbol if the symbol represents a 
fuzzy set. In the following fuzzy logic can be defined as. 


DEFINITION I 


A fuzzy set A is a subset of a universe of discourse X, which is a set of ordered pairs and is 
characterized by a membership function uj(x) representing a mapping uj, (x): x—[0 1]. The 
function value of uz, (x) for the fuzzy set A is called the membership value of x in A, which 
represents the degree of truth that x is an element of the fuzzy set A_ . It is assumed that uj (x): x € 
[0 1], where uz (x) = 1 reveals that x completely belongs to A, while uz (x) = 0 indicates that x 
does not belong to the fuzzy set A 


A = {(x, ug (x))}, x € X is the membership function and X = {x} represents a collection of 
elements x. 


DEFINITION 2 


A fuzzy numberA, if it belongs to a triangular fuzzy number like figure 3.4, it must possess the 
following properties: 


e = p4(x) = 0, for all x E (-<, I] ; 
e ,4(x) Is strictly increasing on [l, m] ; 
e = py4(x) = 1, for x = m; 
e ,4(x) Is strictly decreasing on [m, uJ; 
e = p,4(x) = 0, for all x € [u, ~,) 

La(x) 4 Membership value 


1 


0.5 


x, Fuzzy value 


1 m u 


Fig. 1: a Triangular Fuzzy Number A 


Let A be a triangular fuzzy number with a triplet (1, m, u). The membership can be defined as 


968 / Research and Sustainable Business 


( x7 i<x<m 
m-l 
H4(x) = < a om<x<u 
u-m 
q 0, otherwise tee (3.1) 
INTRODUCING FUZZY AHP 


The concept of AHP had given by Satty (1980); it was a quantitative technique of multi criteria 
decision making. The utilisation of Satty’s AHP has some constraints due to the usability of AHP 
in crisp environment.So there is a need to utilize a fuzzy approach to solve such problem. The fuzzy 
AHP method includes the vagueness/ impreciseness of experts by utilizing linguistic variables. 
Recently many researchers have used this approach (Choudhary & Shankar; 2012, Buyukozkan & 
Cifci; 2012, Kaya & Kahraman: 2010) 


Step 1 


The matrix provides pairwise comparison on the basis of relative importance and TFNs, 1 to 9, are 
used to correct the traditional nine-point scaling scheme (see Table 3). In order to include the 


y-~wrvrorvye 


grade given in Fig. 1. 


Step 2 
The main criteria and sub criteria in TFN is given by decision group. 


Table 3: Scale of Relative Importance used in the Pairwise the Comparison Matrix 


Importance Intensity | Assigned Fuzzy Number Linguistic Variables Associate Membership Function 
1 T Equally Important (1,1,3) 
3 3 Moderately Important (1,3,5) 
5 5 Strongly Important (3,5,7) 
a 7 Very Strongly Important (5,7,9) 
9 fe) Extremely Important (7,9,11) 


Equally Moderately Strongly Wery Strongly Extremely 


Intensity of importance 


Fig. 1: Associated Membership Grade for Criteria (Nepal, Yadav, & Murat, 2010) 
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Table 4: A matrix A is developed by using arithmetic mean 


l Qy2 .. Gin 
az, 1 - « Qn 
fai. 


uo 
oN 
Ney 
wm 
° 
= 
— 


Where as a= 1 when i=j otherwise aq, = (1, 3, 
assigned in AHP. 


173.547 7,9") it 14. As 


Step 3 
Transform the fuzzy comparison matrix into a crisp comparison matrix 


Adamo (1980), given a-cut method to rank the fuzzy numbers. The a-cut is known to inculcate 
the experts’ confidence over his/her preference. It will yield an interval set of values from a fuzzy 
number. For example, a = 0.5 will yield a set a ao; = (2, 3, 4) (see Fig. 2). 


While a is fixed, the following a-cut comparison matrix can be obtained from a fuzzy 
comparison matrix, after setting the index of optimism, p, in order to estimate the degree of 
satisfaction. 


l at, at, 
aj, 1 a5, 
A® 

Ldn, nz -- - | 
Mau(x) 


0.5 


1 2 3 4 5 6 


dos = (3,4,5) = (3,5) 


Optimism Index is a linearly convex as defined in the following equation (Lee, Pham, & 
Zhang, 1999). 


ai, = Mai, +(1—p)ay, whereO<p<1 


ij 
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The a-cut fuzzy comparison matrix converted into their crisp comparison matrix A by plugging 
the value of p in above Eq. 


l Qy2 Ayn 
>; 1 Oo», 
A 
1Gny Ane 1 
Step 4 


Checking consistency 
For calculating the largest Eigen value of the matrix by using this Eq. 
AW = dnaxW, where W is Principal Eigen Vector. 


And Consistency Ratio 


_ cI — Amax—n 
CR = = and CI= =e 


Where CI is Consistency Index and RI is random index which is shown in below table. 


Table 4 
N 1 2 3 4 5 6 7 8 
RI 0 0 0.58 0.9 1.12 1.24 1.32 1.41 


As a rule, only if the CR < 0.10, the consistency of the matrix is considered as acceptable, 
otherwise the decision maker is required to revise. 
Step 5 
Calculate the weight of criteria’s 

This step involved normalization for fuzzy matrix. 


FUZZY— OPSIS CONSTRUCTION 


TOPSIS is MCDM method given by Hwang and Yoon (1981) based on the concept chosen 
alternative should nearer the positive ideal solution (PIS) and the farthest from the negative ideal 
solution (NIS). The fuzzy TOPSIS as discussed below. 


STEP 1 
Choose the linguistic variables with respect to the criteria 
The scale used for solution rating is given in below Table 5. 


Linguistics variables for solutions ratings 


Table 5 
Linguistic Variables Corresponding TFN 
Very Poor d, 1, 3) 
Poor (1, 3, 5) 
Medium (3, 5, 7) 
Good (5, 7, 9) 
Very good (7, 9, 11) 


STEP 2 
Calculation of aggregate fuzzy ratings. 
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If the fuzzy ratings of all experts are described as TFN R = {ak, bk, ck}where k = 1,2,.. .K 
then the aggregated fuzzy rating is given by R =(a,b,c)k = 1,2,. . .K where 


; 1 
a= Ha}, D=L TE be, c= MO fox} 


STEP 3 
Construct the fuzzy decision matrix. 


The fuzzy decision matrix for the alternatives A is constructed as follows: C;C,C, 


Ay Xi X12 ee as, OOH 
Ad X21 Xx os te X2n 

A t= 1,2,...; mt; ja l,2,..55 n 
A; LXmt Xm2 os ee Xmn 

STEP 4 


Make the Normalize fuzzy decision matrix 


By utilizing linear scale transformation data is normalized to bring the various criteria scales 
into a comparable scale. The normalized fuzzy decision matrix B is given by: 


B= |rylum. Wherei =1,2,3,..:....m -andj = 1,2,3,:.....20 


> 


: a Ci . wae. 
rj (2.4.3) and c} = max cj (benifit criteria) 
ects j i 


J J 


; a . Pe ee 
2) and a; = min a, (benifit criteria) 
g Oy / : oo 


P 
ae 
" Qa 


Step 5 
Construct the weighted normalized matrix by using given Eq. 


al be | 


i=1,2,...,m; j= 1,2,...n where ij = fy(.)W;j 


Step 6 
Determine the fuzzy ideal solution (FPIS) and fuzzy negative ideal solution (FNIS) as follows: 
A’ = (i, 05,..., 7%) where if = (G,¢,G) and ¢} = max{¢j} 


7 (pr ie i) ra jr ae oe ee 7 inl? 
A’ =(07, 0,..., v,) where v; = (a; ,a;,a;) anda, min{ dy } 


Step 7 


Calculate the distance of each alternative from FPIS and FNIS is computed as follows: 


d; Sdv( iy, %), i=1,2,...,m 
j=l : 


d; =) dv(vy,i7), i=1,2)..,m 
j=! , 
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Step 8 


Calculate the closeness coefficient (CC;) of each alternative by using below Eq. 


Step 9 


Rank the alternatives as per closeness rating. 


PROJECTED COMBINED FUZZY AHP-TOPSIS 
APPROACH TO OVERCOME ITS BARRIERS IN GSCM 


The proposed approach has following three phases- 


PHASE] 


Identify of the Barriers and solutions of the practices of GSCM. 


The group of 10 experts, including Executive, IT representatives, senior Managers of SC 
Partners, and final customers are formed. 


The expert recommended criteria and sub criteria of Green supply chain barriers is shown 


in tablel. 


PHASE 2 


Use of IT and automated 
ar Lack of awareness or : 
Individual systems: 


hots Resistance to change in to new system Adopting Green 
arriers methodologies: 
Lacking awareness about environmental impotents Green Packaging 


Transfer of 


Lacking professional green system expertise . : 
environmentally specific 


Techonologic innovati 
g1 Unaware of modem technologies tools .and aa — aati 
technologies from 


al barriers facilities 


Unavailability of technical expertise customers to suppliers 


Low flexibility to change in new system Increasing Awareness 


about 
Poor supplier Bega unwilling to exchange sustainable practices 
rT ti = 
Organizatio =e Enhance Information 
. = sharing 
nal Barriers > Low mvolvement of top management . z 
[_ torment ep manana Coordinate’ collaborate 


Lacking participation in environmental with suppliers for 
Programs and activity designing and 
developing green 
products 
Goverment subsidiaries 


Fig. 3: Decision Sequence of Prioritizing Solutions of GSCM 


Calculation of Weightage of variable in fuzzy AHP.Subsequent to a decision making model, the 
weighted calculations for the barriers is done by fuzzy AHP by pairwise rating done by experts in 
terms of matrix comparisons.as shown in Table 3, so that final evaluation matrix can be formed. 


Table 6: Comparison Matrix of the Major Criteria done Pairwise 


IB TB OB 
IB Tt 6-1 3-1 
TB 9 i 9 
OB 3 9-1 i 
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Table 7: Pair-Wise Comparison Matrix of the Individual Barriers (IBs) 


IB1 IB2 1B3 IB4 

IB1 i 5 5 9 

IB2 B-1 i E-1 5 

1B3 ie 3 i fl 

IB4 9-1 3-1 5-1 T 

Table 8: Pair-Wise Comparison Matrix of the Technological Barriers (TBs) 
TBI TB2 TB3 

TBI if 3 9 

TB2 3- 1 j z 

TB3 9-1 5s i 

Table 9: Pair-Wise Comparison Matrix of the Organizational Barriers (OBs) 
OB1 OB2 OB3 

OB1 i 3 7 

OB2 3- 1 j z 

OB3 ee 5-1 ik 

Table 10: Final Priority of Barriers of Green Practices in SC 
Major Criterion Major Criterion Weight | Notation CR Ratio Weight | Final Weight| Rank 

Individual Barriers 0.06669 IB1 0.04021 0.61544 0.04104 5 
IB2 0.10655 0.00710 9 
IB3 0.23183 0.01546 7 
IB4 0.046164 0.00307 10 

Technological Barriers 0.79381 SBl 0.02518 0.66886 0.53095 1 
SB2 0.26739 0.21226 2 
SB3 0.06373 0.05059 4 

Organizational Barriers 0.13948 TBI 0.05647 0.64338 0.08974 3 
TB2 0.28283 0.03945 6 
TB3 0.07377 0.01029 8 


PHASE 3 


Ranking the solutions of GSCM done by fuzzy TOPSIS as described in the previous section- 


Table 5 is used by experts and TFN Matrix in Table 12. (Due to space constraint, TFN matrix 
of expert 1 is only given here.) Then aggregate fuzzy matrix is presented in Table 13. In this study 
all the barriers are assumed as cost criteria and normalization performed by giving above Eq. (Table 
14). In next step fuzzy weighted matrix calculated by using the above Eq. Which is present in Table 
15. 


Table 11: Linguistic Scale Evaluation Matrix for the Solutions (Expert 1) 


IB1 IB2 1B3 1B4 TBI TB2 TB3 OBI OB2 OB3 
Sl VP P P VP G M VP P M VP 
82 M P P M G M P G G M 
S3 M M VP P VP M VP G M VP 
S4 VG P M M G G M M G G 
$5 M M G M M P P M G G 
S6 M M G M M P VP M G G 
S7 G P VP M M VP G P G G 
S8 VP M P M G M P M G G 
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Table 12: Fuzzy Evaluation Matrix for Solutions (Expert1) 


IB1 IB2 IB3 IB4 TB1 TB2 TB3 OB1 OB2 OB3 
$1 (1 1 3) (1 3 5) (1 3 5) (21 1 3) (5 7 9) (3 5 7) (1 1 3) (1 3 5) (3 5 7) (1 1 3) 
s2 (3 5 7) (1 3 5) (4 3 5) (3 5 7) (5 7 9) (3 5 7) (1 3 5) (5 7 9) (5 7 9) (3 5 7) 
3 (3 5 7) (3 5 7) (1 1 3) (2 3 5) (2 1 3) (3 5 7) (2 1 3) (5 7 9) (3: 5 7) (4 1 =«=3) 
4 (7 9 11) (1 3 5) (3 5 7) 3 5 7) (5 7 9) (5 7 9) (3 5 7) (35 7) (5 7 9) (5 7 9) 
$s (3 5 7) (3 5 7) (5 7 9) 3 5 7) (3 5 7) (1 3 5) (1 3 5) (3 5 7) (5 7 9) (5 7 9) 
sé (3 5 7) (3 5 7) (5 7 9) (3 5 7) (3 5 7) (1 3 5) (2 3 5) (3 5 7) (5 7 9) (5 7 9) 
s7. (5 7 9) (1 3 5) (1 1 3) 3 5 7) (3 5 7) 11 3 (5 7 9) (1 3 5) (5 7 9) (5 7 9) 
S8 (1 1 3) (3 5 7) (1 3 5) (3 5 7) (5 7 9) (3 5 7) (2 3 5) (3 5 7) (5 7 9) (5 7 9) 

Table 13: Aggregate Fuzzy Decision Matrix for Solutions 

IB1 IB2 IB3 IB4 TB1 TB2 TB3 OB1 OB2 OB3 
S1 (1 28 5) (1 3.2 7) (1 2.3 5) (1 18 3) (3 46 9) (3 4.3 7) (1 2.8 5) (1 3.7 7) (3 46 9) (1 17 3) 
$2 (3 5.4 9) (1 5 9) (1 3 7) (1 34 7) (3 5.4 9) (3 6.6 9) (1 18 5) (3 62 9) (3 5.4 9) (1 46 9) 
$3 (3 48 7) (3 48 9) (1 2.6 5) (1 36 7) (1 1.3 3) (3 5.8 9) (1 1.6 3) (3 7.8 11) (1 63 411) (1 26 5) 
$4 (3 7 11) (1 24 5) (1 1.6 3) (3 47 7) (3 5.4 9) (3 7.6 11) (3 6.4 9) (3 6.2 9) (3 56 9) (3 62 9) 
$5 (3 63 9) (1 3 7) (3 7.8 14) (3 61 9) (3 64 9) (1 4.8 9) (1 3.7 7) (3 48 7) (3 66 9) (3 7.8 11) 
56 (3 6.2 9) (3 64 9) (3 66 9) (3 48 7) (3 63 9) (1 3 7) (1 37 7) (3 65 7) (3 65 9) (3 64 9) 
$7 (3 47 7) (1 34 7) (1 13 3) (3 54 9) (1 5 7) (1 4.7 9) (3 7.8 11) (1 6.2 14) (1 4.8 11) (3 62 9) 
$8 (1 1.7 3) (3 5.4 9) (3 61 9) (3 6 11) (3 64 9) (3 4.7 7) (1 46 9) (3 54 9) (1 6.2 11) (3 66 11) 

Table 13: Normalized Fuzzy Decision Matrix for Solutions 

IB1 IB2 IB3 IB4 TBI TB2 TB3 OBI OB2 OB3 

S1 02 06 1 0105 1 0205 1 03 06 1 0.1 0.2 0.3 0.1 0.2 0.3 0.2 06 1 0105 1 0.1 02 03 03 06 1 
S201 0.2 0.3 0.1 06 1 0104 1 01.05 1 0.1 0.2 0.3 0.1 0.2 0.3 0.2 04 1 0.1 0.2 0.3 0.1 0.2 0.3 0.1 05 1 
S3 0.1 0.2 0.3 0.1 0.2 0.3 02 05 1 O41 1 03 04 1 01 02 03 0305 1 01 0.1 03 0.1 06 1 02 05 1 
S4 0.1: :0.1:0.3:0.2 05 1 0.305 1 0.1 0.2 03 0.1 0.2 0.3 0.1 0.1 0.3 0.1 0.2 03 0.1 0.2 0.3 0.1 0.2 0.3 0.1 0.2 0.3 
S5 0.1 0.2 0.3 0.1 04 1 0.1 01 03 01 0.2 03 0.1 0.2 0.3 0.1 05 1 01.03 1 0.1 0.2 0.3 0.1 0.2 0.3 0.1 0.1 03 
S6 0.1: 0.2 0.3 0.1 0.2 0.3 0.1 0.2 0.3 0.1 0.2 03 0.1 0.2 0.3 0.1 04 1 01.05 1 0.1 0.2 0.3 0.1 0.2 0.3 0.1 0.2 03 
S7 0.1 0.2 03 0105 1 0.3 04 1 01 0.2 03 01 0.7 1 0105 1 01 0.1 03 01 06 1 01 04 1 0.1 0.2 03 
S803 0.6 1 0.1 0.2 0.3 0.1 0.2 0.3 0.1 0.2 03 0.1 0.2 0.3 0.1 0.2 0.3 0.10.5 1 0.1 0.2 0.3 0.1 06 1 0.1 0.2 03 

Table 14: Weighted Normalized Fuzzy Decision Matrix for Solutions 
Bl B2 1B3 IB4 TBl 1B2 1B3 OBI OB? OB3 


$1 0.008 0.023 0.041 0.001 0.003 0.007 0.003 0.007 0.015 0.001 0.0018 0.003 0.059 0.115 0.175 0.03 0.049 0.07 0.01 0.028 0.051 0.013 0.047 0.09 0.004 0.009 0.013 0.0034 0.006 0.01 
S2 0.005 0.008 0.014 0.0008 0.004 0.007 0.002 0.007 0.015 0.0004 0.0015 0.003 0.059 0.098 0.175 0.024 0.032 0.07 0.01 0.018 0.051 0.01 0.014 
$3 0,006 0.009 0.014 0.0008 0.001 0.002 0.003 0.008 0.015 0.0004 0.0016 0.003 0.177 0.23 0,531 0.024 0.037 0.07 0.017 0.027 0.051 0.008 0.012 0.03 0,004 0.023 0.039 0.0021 0.005 0.01 
S4 0,004 0.006 0.014 0.0014 0.003 0.007 0.005 0.008 0.015 0.0004 0.0007 0.001 0.059 0,098 0.175 0.019 0.028 0.07 0.006 0.008 0.017 0.01 0.014 0,03 0,004 0.007 0.013 0.0011 0.002 0.003 
SS 0,005 0.007 0.014 0.001 0,003 0,007 0.001 0,002 0,005 0.0003 0.0005 0,001 0,059 0.083 0.175 0.024 0.113 0.212 0.007 0.014 0.051 0.013 0.019 0.03 0.004 0.006 0.013 0.0009 0.001 0.003 
S6 0.005 0.007 0.014 0.0008 0.001 0.002 0.002 0.002 0.005 0.0004 0.0006 0.001 0.059 0.084 0.175 0.03 0.091 0.212 0.007 0.027 0.051 0.013 0.014 0.03 0.004 0.006 0.013 0.0011 0.002 0.003 
$7 0.006 0.009 0.014 0.001 0.003 0.007 0.005 0.007 0.015 0.0003 0.0006 0.001 0.076 0.379 0.531 0,024 0.111 0.212 0,005 0.006 0.017 0.008 0.051 0.09 0.004 0.017 0.039 0.0011 0.002 0.003 
$8 0.014 0,023 0,041 0.0008 0.001 0.002 0.002 0.003 0.005 0.0003 0.0005 0,001 0,059 0.083 0.175 0.03 0.045 0.07 0.006 0.026 0.051 0.01 0.017 0.03 0,004 0.022 0.039 0.0009 0.002 0.003 


FPIS (A*) and FNIS (A: ) taken as V* = (0, 0, 0) and V = (1, 1, 1) for all these barriers. Then 
compute the distance as follows- 


d(A,, A’) = f; [(0 — 0.0082)? + (0 — 0.023)? + (0 — 0.041)?] 


= 0.0276 


0.03 0,004 0.007 0.013 0.0011 0.005 0.01 
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d(A;, A) = f: [(1 — 0.0082)? + (1 — 0.023)? + (1 — 0.041)?] 


= 0.976 


Similarly, distances d;~ and d,* is calculated for all solutions. Then by using the distances given 
in Eg., Compute the closeness coefficient (CC;) for solutions as given in the table and the ranking 
has been done on the basis of CC; Values given in below table. 


Table 15: Closeness Coefficient and Final Ranking of the Solutions 


Notation Solutions d;* d,- CC, = — Rank 
i_+ dj 

Sl Use of IT and automated systems: 0.3321 9.7238 0.967 3 

S2 Adopting Green methodologies: 0.2605 9.7897 0.9741 Z 

83 Green Packaging 0.5074 9.6373 0.95 7 

S4 Transfer of environmentally specific innovations 0.2328 9.8125 0.9768 1 
or technologies from customers to suppliers 

S5 Increasing Awareness about 0.3371 9.7346 0.9665 6 
Sustainable practices 

S6 Enhance Information sharing 0.3311 9.7383 0.9671 4 

S7 Coordinate/ collaborate with suppliers for 0.6411 9.5162 0.9369 8 
Designing and developing green products 

S8 Government subsidiaries 0.2841 9.7677 0.9717 3 


FINDINGS AND DISCUSSION 


It is not possible to exactly find out the priority of the solution to overcome the barriers in green 
practices in Supply chain , but the hybrid fuzzy AHP-TOPSIS approach is found to be useful for 
ranking the solutions to overcome the barriers. This MCDM approach used in an Indian 
organization was projected to improve the green practices in SC. The analysis of the solutions of 
GSCM is realized and according to the CCi value ranking of the solutions is S$4-S2-S8-S6-S1-S5-S3- 
S7 from most important to least. Green practices in SC can be achieved by stepwise implementation 
of the solutions. In this paper 10 barriers and 8 solutions are recognized by literature review and 
expert opinions. Fuzzy AHP used to calculate the weighatage of the barriers and fuzzy TOPSIS 
method is used to prioritize the solutions of GSCM adoption in SC. 


CONCLUSION 


The implementation of green supply chain practices against barrier is quite less in practices due to 
tough selection of solution and their deployment. Every industry had their own set of constraints 
which made the selection rather tougher to decide the final practices to implement; our given 
ranking methodology would provide a successive solution for better performance of the value chain. 
Effort is made to rank the solutions of GSCM adoption in supply chain against barriers. The 
combine fuzzy TOPSIS and Fuzzy AHP would be Hybrid multi criteria prioritizing technique 
which uses evaluation score. To catch uncertainty and ambiguity fuzzy logic works best for such 
studies. 


Weightage of the barriers are calculated by Fuzzy AHP while fuzzy TOPSIS is used to rank the 
solutions. The calculated weights are used in the calculation of rank of the solutions. Transfer of 
environmentally specific innovations or technologies from customers to suppliers Green practices of 
the SC is the first rank solutions where as Adopting Green methodologies in GSCM rank second 
and Government subsidiaries SC members ranked third. The empirical case study shows the 
applicability of the anticipated framework. 


FUTURE WORK AND LIMITATIONS 


The Ranked solutions provide organizations a clear understanding so that they decide their 
solutions against barriers to facilitate an opportunity to succeed selected Green practices adoption in 
SC. This proposed framework can be utilized by taking more numbers of barriers and solutions to 
overcome those barriers. This study is limited to the Indian context and preferences given by 
experts. In future research, the outcome of this study can be compared with other MCDM 
techniques like DEMATEL, PROMETHEE, ELECTRE, and VIKOR under fuzzy environment. 
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Abstract—This paper proposes Networking Score, a unique and innovative scoring tool that professional networking 
websites can offer to their users. Networking Score will help the website users in mapping themselves as to how much users 
are benefitted by spending time and other resources on online networking through networking websites. Website users will 
be able to improve their networking skills and add more quality contacts or connections to their profile by using the proposed 
score. Here, methodology to calculate the proposed Networking Score and benefits for networking websites are shown. 


INTRODUCTION 


Creating new contacts and relations and maintaining the established ones has become one of the 
pillars for successful professionals. Gone are the days where professional used to think about men, 
machine, money, material, and market only. Business can borrow money, buy or lease machinery 
and other assets, hire people and outsource as many things as possible but creating and maintaining 
good professional contacts may not be set up instantly. It requires networking skills—the skill which 
every professional needs to acquire and polish regularly. Professional networking helps executives in 
various ways from finding new business opportunities to nurture executives’ career. Bethencourt 
(2011) listed the objectives that executives may target including leading, recruitment, sales 
improvements, fundraising, etc. The author in her book-Success in six cups of coffee gives tips to 
executives on potential of current network, importance of networks, networking barriers and 
obstacles, establishing new and better contacts, cultural aspects and on long-term approach 
requirement. Two chapters of the book talk about creating new contacts and looking for better 
contacts. In short, quality and quantity of the contacts are elaborated. Earlier contacts were 
established by meeting professionals face to face, which now are practiced with the help of powerful 
tools such as virtual office platforms. Tapscott (2009) finds that young generation has very different 
expectations and attitude about working with organizations. They want fun at work (and also 
Facebook access!). They want to connect and collaborate digitally. Internet and WWW are the 
media for collaborating and networking for new generation, not seminars and industrial visits. 
Hence ‘Net’ needs to be emphasized in ‘Networking’. 


Professional networking helps people to establish contacts or connections with others having 
different background. The website dedicated to the professional networking allows the website users 
to connect to the people from different parts of the world and get advantage of those connected 
people’s experience, expertise, ideas, information, and their connections too. This gain may be in 
terms of users’ advancement towards career or searching for better jobs. Professional networking 
sites are different from social networking sites in a way that the contents shared on professional sites 
are more useful and less entertaining for users’ professional growth and development. Social 
networking site users may feel proud to see an increasing number of friends in their Friend List but 
professional network website users should feel proud having useful and relevant people in their 
contact list. In short, it is quality and not the quantity of people important in profession networking. 


Proposed here is an idea about introducing a scoring tool to help the site users know how 
effectively and usefully they are using the professional networking site. Scoring is done by the 
professional networking websites and it is offered to the site users regularly. Such score is known as 
Networking Score. Networking websites can trademark such scoring methodology. The methodology 
uses certain criteria, as given below, to calculate the score. 


If www.facebook.com is social networking giant, www.linkedin.com is the professional 
networking one. LinkedIn is the largest professional networking public company of the world today. 
The website connects professionals from more than 200 countries. Launched on May 5, 2003, it 
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claims to have 238 million website users.' Popular SlideShare is an affiliated company of LinkedIn. 
The mission of LinkedIn is to “connect the world's professionals to make them more productive and 
successful”. In the second quarter of 2012, LinkedIn’s revenue was $363.7 million (an increase of 
59%) and net income was $3.7 million.’ 


Apart from LinkedIn there are other such _ professional networking platforms. 
Www.sitepoint.com enlists some of them:? 


Biznik. 
Cmypitch. 
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To fulfill the mission and grow, the organizations need to show their consumers that they are 
getting benefits for using the services of the organizations. It is not easy for professional networking 
websites to show apparently what benefits their users have out of online professional networking. 
Quantitative tool such as proposed Networking Score can help such websites in attracting and 
retaining users by showing benefits of keep using those websites. 


= 
\o © 


There are certain parameters such as Klout score and others available but they help the users to 
know or measure their online presence only. There is no concrete score available which can help the 
website users to exactly calculate the benefits the users get out of using networking websites. 


LITERATURE REVIEW 


Networking is beneficial to not only professionals working in corporate but also to the students and 
academicians. Learning or working in a networked group has many advantages including 
developing higher level of professional networking abilities. Tricia and Rodney (7") found that in 


 http://www.linkedin.com/about-us [Accessed on 08/09/2013] 

* http: //press. linkedin.com/News-Releases/309/LinkedIn-Announces-Second-Quarter-2013-Financial-Results [Accessed 
on 08/09/2013] 

3 http://www.sitepoint.com/social-networking-sites-for-business/ [Accessed on 08/09/2013] 
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cohort environment, students experience better networking opportunities and improved academic 
performance. The authors suggest a need of further research in the area of effectiveness of cohort 
experience in conveying knowledge into professional practice. Today, professionals observe 
extensive use of technology in networking compared to conventional collaborations. As 
Shimabukuro (7°) notes, the new era with progressively more technology dominance has begun. 
This dominance has given an opportunity to do networking with other professionals not done so 
rapidly before. Professionals use internet and other technologies for developing themselves through 
conferences and other such networking platforms. Professionals do expect more flexibility in 
spending time and making their presence at networking platforms. The networking medium is also 
changing. There are different motivations behind communicating with different professionals in the 
business organizations. DiMicco et al. analyzed user behavior of communication with colleagues. It 
was found that professionals use internal social networking to make new contacts and strengthen 
present circle. Motivations behind the communication are—personally connecting with co-workers, 
career advancement, and campaigning for their projects. Richter and Riemer also investigated 
online social networking phenomenon within organizations. Much knowledge does not exist about 
the power of use of social networking websites within organizations. The authors illustrated three 
cases of implementations and use of social networking websites in large, knowledge-based 
organizations and discussed implications for implementation by the organizations. Though social 
networking is dissimilar to professional networking, social networking websites such as Facebook, 
MySpace etc. are used at workplace to connect to other professionals. Cardon raised concern about 
possible impacts of use of social networking websites on professional communication norms and 
practices. The author also noted that in November 2008, there were more than 50 networking 
websites having more than | million registered users. 


DiMicco and David Millen note that types of social relationships managed on social networking 
websites are becoming plentiful and varied. The authors investigated the issues related to managing 
different social networks through one system. Presenting them while using one site to keep in touch 
with users’ past connections and colleagues was investigated by examining online profile pages and 
interviews of networking website users O’Murchu, Breslin, and Decker also note that social 
networking sites are used to do networking with business professionals and information 
communications over the web has changed the way people work. The authors classified types of 
social network sites and evaluated features and functionality of these sites. Though social 
networking sites are different from professional networking sites in terms of their target audience 
and benefits sought, presence of profiles of professionals are found on social networking as well as 
professional networking websites. Steinfield et al explored the relationship between organizational 
social capital dimensions and the use of an internal social network site. The authors tested 
hypothesis that use of a social network site adds to organizations’ social capital and the users can 
interact with other contacts and larger network. These sites not only backs social interactions among 
the users but also help in maintaing and strengthening relationships. Authors found that bonding 
relationships, sense of corporate citizenship, interest in connecting globally, and contact to new 
people are all associated with use of the social network site. Professional networking sites give 
platform to connect with more and more numbers of site users without any boundary of geography, 
age, race, nationality, income of gender. Linehan conducted an extensive empirical research with 
senior female international managers considering a recent increasing number of female professionals 
opting for managerial career. The study reveals the role of organizational networks on female 
managers’ career development and the finding that those female managers who are not part of an 
organizational support network face disadvantages in career development. Keenan and Shiri 
explored sociability on the web and promotion by different social websites to users on interaction 
aspects. The authors examined four websites—LinkedIn, Facebook, MySpace and Twitter from a 
viewpoint of users and observations were recorded and were compared which gave understanding 
of diverse approaches. It was observed that websites such as LinkedIn emphasizes on community, 
Twitter on technology, Facebook on privacy while MySpace focuses on publicity. All encourage 
sociability among the users commonly. 
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Skeels and Grudin observed remarkable raise in use of social networking software and attitudes 
and behavior in a large, technologically-savvy organization. A survey and thirty focused interviews 
were conducted by the authors and they found widespread social and work uses having complex 
patterns. It was found that the use when extended to social groups across the organization’s firewall 
created pressure. The authors foresee fast adoption of social networking technologies by 
organizations. Professional networking is not only useful for the employees but it is equally 
beneficial for employers, particularly for informal reference checking as a part of recruitment 
process. Anjali Athavaley explored how employers use LinkedIn, Jobster etc. to contact ex- 
colleagues or acquaintances of potential staff members. The authors noted views of different 
recruiting mangers as to what types of industries have started to use networking websites for 
informal reference checking, recruiters’ convenience in hiring process, risks involved, advantages for 
job seeker, etc. Not only job seekers but also entrepreneurs get some or the other advantages of 
networking. McAdam et al reviewed literature related to university incubator business processes and 
networks. The authors linked the concepts of the process and network. The authors found the 
business and social inputs such as entrepreneurial networks less defined and the authors argued that 
business support and social support i.e. entrepreneurial networks play roles in operationalize 
resources. Lin, Wood, and Lu determined the importance in improving the service performance of 
business incubators by analyzing the relationship between resources and capabilities among the 
incubators in China. Based on survey data, the authors used a mixed-method design consisting of 
structural equation modeling and an in-depth case study. Investing in networking capabilities and 
other resources is advisable to the investors. 


PROPOSED NETWORKING SCORE 


Professional networking websites can calculate Networking Score by using below mentioned criteria 
and offer the score to the users and suggest them how to improve their score further. The score must 
be refreshed (recalculated) every 30 days. 


EXPLANATION OF CRITERIA 


Table 1 enlists seven quantitative criteria used for calculating Networking Score. These criteria are 
termed as Contacts, Circle, Industry, Seniority, Hierarchy, Organization Size and Activity. 


Table 1: List of Criteria 


Sr. No. Criteria Explanation 

1 Contacts No. of contacts in a user’s profile 

2 Extended Contacts No. of contacts having at least 1.5 times more no. of connections than al 
user has 

3 Industry No. of contacts working in a user's industry/sector 
No. of contacts from other industry/sector 

4 Seniority No. of contacts with equal experience as of a user 
No. of contacts 5 to 9 years senior to a user 
No. of contacts 10 or more years senior to a user 

5 Hierarchy No. of contacts having similar designation as user's 
No. of contacts having higher designation than user's 

6 Org. Size No. of contacts working in same-sized organizations as a user is 
No. of contacts working in bigger organizations than a user is 

7 Activity No. of days since at least one new contact added 


First criterion ‘Contacts’ refers to the number of contacts in a user’s profile. More the contacts in 
the profile, better the scope of networking. There is no consideration of background or profile of 
these contacts in a user’s profile in the first criterion. Though simply having large number of 
contacts in a profile does not warrant for higher Networking Score. For this reason contacts’ 
background such as size of the company they work for, sector or industry, work experience, 
designation etc. are taken as separate criteria. ‘Extended Contacts’ means number of contacts in the 
user’s contact. It is a kind of friends of friends in social media sites. This criterion is based on the 
logic that if a user is connected to the person having large number of acquaintances in the 
professional world, the user will benefit more compared to the situation where the user is connected 
to the person having small number of acquaintances. ‘Industry’ indicates the contacts’ sector or 
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specialization in which the contacts are working or are associated with. For example, a networking 
website user working in an electronics company is likely to benefit more by connecting with profiles 
from electronics industry. The Networking Score suggests segregating and counting contacts 
working in the same industry or sector as of the user. Professionals seek for guidance and reference 
of the people working in the profession for years. It is important to connect with senior professional 
belonging to the same industry. The criterion ‘Seniority’ counts how many professionals in the 
user’s contacts are senior to the user. The more the seniors are in connection, the better the benefits 
of professional networking. Designation is also as important as seniority factor. One should always 
make attempts to connect with professionals having the higher or at least same level of designation 
as the user of professional networking sites. To help others in the profession and to get help from 
others are part of professional development. ‘Hierarchy’ denotes number of contacts having similar 
or higher designation with whom the site user is connected. ‘Organization size’ of the contacts 
matters much while calculating networking benefits. Whether the user’s majority contacts work 
with larger or at least same-sized organization as of the user or not is also considered while counting 
the proposed Networking Score. Second criterion ‘Activity’ shows how many days back a user has 
added at least one new contact in the user’s profile. The base of this criterion is the understanding 
that professional networking grows faster if one regularly adds a new contact in one’s profile. The 
professional networking websites have made their users’ task easy by suggesting them similar 
profiles and allowing users to see connections i.e. contacts in other users’ profile. 


The above seven criteria are used to calculate the proposed Networking Score. A specific 
number is attached to each criterion. 


CALCULATING NETWORKING SCORE 


The proposed Networking Score is calculated by multiplying values with Multiplying Factor as shown 
in the tables below. The product of Values and Multiplying Factor is known as Points. Sum of 
Points is divided by number of days since new contact added in user's profile (Activity) and the 
result of this division is final Networking Score. 


Four hypothetical profiles are given as examples in the following tables showing effect on the 
Networking Score when Values and/or Activity days are changed. Taking that 100 professionals are 
in a user’s contacts, Example 1 shows how the Networking Score is calculated. Out of total 100 
contacts, there are 20 contacts that have more number of connections than the user has. 30 contacts 
have equal number of contacts as of the user and 50 contacts have less number of contacts than the 
user has. Likewise total 100 contacts in the user’s profile are divided on the basis of other criteria 
listed here. 


Table 2: Calculating Networking Score (User 1) 


Score Calculation 
Sr.No. Criteria Explanation Values | Multiplying | Points 
Factor 
1 Contacts No. of contacts in user’s profile 100 1 100 
Circle No. of contacts having more connections than user’s 20 3 60 
No. of contacts having same no. of connections than user’s 30 2 60 
No. of contacts having less connections than user’s 50 1 50 
3 Industry No. of contacts working in user's industry/sector 30 2 60 
No. of contacts from other industry/sector 70 1 70 
4 Seniority No. of contacts seniors to user 20 3 60 
No. of contacts equally experienced to user 30 2 60 
No. of contacts juniors to user 50 1 50 
5 Hierarchy No. of contacts having higher designation than user's 20 3 60 
No. of contacts having similar designation as user's 30 2 60 
No. of contacts having lower designation than user's 50 1 50 
6 Size No. of contacts working in bigger organization than user's 20 3 60 
No. of contacts working in same-sized organization of user's 30 2 60 
No. of contacts working in smaller organization than user's 50 1 50 
7 Activity No. of days since new contact added in user's profile 30 - - 
Total Points 910 
Networking Score B0.3 
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It is seen in table 1, out of total 100 assumed contacts or connections the user has more number 
of contacts have less connections than the user has, belong to the industries other than the user work 
in, have less experience compared to what the user has, have lower designation than the user’s, and 
work with smaller organizations compared to the user’s organization size. Moreover, the user’s 
Activity Value is 30 meaning the user has not added a single contact in his/her profile in last 30 
days. Thus this user’s Networking Score is as low as 30 as indicated below: 


Points = Values * Multiplying Factor 
Networking Score = Total Points / Activity Value 


Let’s calculate Networking Score for the second hypothetical user i.e. User 2. Second user’s 
Activity Value is 30. 


Table 3: Calculating Networking Score (User 2) 


Score Calculation 
Sr. No. Criteria Explanation Values | Multiplying | Points 
Factor 

1 Contacts No. of contacts in user’s profile 100 1 100 
Circle No. of contacts having more connections than user’s 50 3 150 
No. of contacts having same no. of connections than user’s 30 2 60 
No. of contacts having less connections than user’s 20 1 20 
3 Industry No. of contacts working in user's industry/sector 70 2 140 
No. of contacts from other industry/sector 30 1 30 
4 | Seniority No. of contacts seniors to user 50 3 150 
No. of contacts equally experienced to user 30 2 60 
No. of contacts juniors to user 20 1 20 
5 | Hierarchy No. of contacts having higher designation than user's 50 3 150 
No. of contacts having similar designation as user's 30 2 60 
No. of contacts having lower designation than user's 20 1 20 
6 Size No. of contacts working in bigger organization than user's 50 3 150 
No. of contacts working in same-sized organization of user's 30 2 60 
No. of contacts working in smaller organization than user's 20 1 20 
7 | Activity No. of days since new contact added in user's profile 30 - - 
Total Points 1190 
Networking Score 39.7 


Second user, as shown in table 3, is also as less active in addition new contacts as User 1 but 
second user’s score is higher than of User 1 reason being second user having contacts with 
professionals with large number of contacts, from similar or the same industry, having higher or 
equal experience, having higher or equal designation, and working in the same-sized or larger 
organizations. 


Profile of User 3 (Table 4) is similar to the profile of User 1 as both have more number of 
contacts with less connections than the user has, belong to the industries other than the user work 
in, with less experience compared to what the user has, with lower designation than the user’s, and 
work with smaller organizations compared to the user’s organization size but User 3 is more active 
in addition new contacts or making professional friends almost daily. User 3 has just yesterday, 
added a new contact compared to User 1 who is inactive for last 30 days. This actively connecting 
gives User 3 the Networking Score of as good as 910. 


Networking Score: Quantifying Benefits of Professional Networking Websites / 983 


Table 4: Calculating Networking Score (User 3) 


Score Calculation 
Sr. No. Criteria Explanation Values | Multiplying | Points 
Factor 

1 Contacts No. of contacts in user’s profile 100 1 100 
Circle No. of contacts having more connections than user’s 20 3 60 
No. of contacts having same no. of connections than user’s 30 2 60 
No. of contacts having less connections than user’s 50 1 50 
3 | Industry No. of contacts working in user's industry/sector 30 2 60 
No. of contacts from other industry/sector 70 1 70 
4 | Seniority No. of contacts seniors to user 20 3 60 
No. of contacts equally experienced to user 30 2 60 
No. of contacts juniors to user 50 1 50 
5 | Hierarchy No. of contacts having higher designation than user's 20 3 60 
No. of contacts having similar designation as user's 30 2 60 
No. of contacts having lower designation than user's 50 1 50 
6 | Size No. of contacts working in bigger organization than user's 20 3 60 
No. of contacts working in same-sized organization of user's 30 2 60 
No. of contacts working in smaller organization than user's 50 1 50 
7 __ | Activity No. of days since new contact added in user's profile 1 - - 
Total Points 910 
Networking Score 910 


The best profile of all is of User 4 shown in table 5. User 4 has contacts with professionals with 
large number of contacts, from similar or the same industry, having higher or equal experience, 
having higher or equal designation, and working in the same-sized or larger organizations. 
Furthermore, user 4 is as active as user 3 in daily adding at least one new professional in the contact 
list. User 4 has Networking Score of 1190 due to bigger quantity and better quality of the people and 
active networking. 


Table 5: Calculating Networking Score (User 4) 


Score Calculation 
Sr. No. Criteria Explanation \Values|Multiplying| Points 
Factor 

1 Contacts No. of contacts in user’s profile 100 1 100 
2 Circle No. of contacts having more connections than user’s 50 3 150 
No. of contacts having same no. of connections than user’s 30 2 60 
No. of contacts having less connections than user’s 20 1 20 
3 Industry No. of contacts working in user's industry/sector 70 2 140 
No. of contacts from other industry/sector 30 1 30 
4 | Seniority No. of contacts seniors to user 50 3 150 
No. of contacts equally experienced to user 30 2 60 
No. of contacts juniors to user 20 1 20 
5 Hierarchy No. of contacts having higher designation than user's 50 3 150 
No. of contacts having similar designation as user's 30 2 60 
No. of contacts having lower designation than user's 20 1 20 
6 Size No. of contacts working in bigger organization than user's 50 3 150 
No. of contacts working in same-sized organization of user's 30 2 60 
No. of contacts working in smaller organization than user's 20 1 20 
7 | Activity No. of days since new contact added in user's profile 1 - - 
Total Points 1190 
Networking Score 1190 


From the above hypothetical users’ profile, we can see four different combinations of quantity of 
contacts, quality of contacts and active networking. Two users shown above are active in adding 
new contacts but they are not connected with larger or better contacts. This is summarized below: 
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Table 6: Contact Quality, Activity, and Score 


Users Contacts quality Activity Score 
User 1 Poor Low Poor 
User 2 Good Low Fair 
User 3 Poor High Good 
User 4 Good High Better 


The following can be derived from the exercise above: 
Good networking = 


Quality contacts + more contacts + active networking 


CONCLUSION 


Networking is an essential quality of professionals. Professional networking websites such as 
LinkedIn and others has been helping the net savvy much in creating networking of people with 
same or similar background, interests, experiences and profession. But there is a lot more to offer to 
website users. These websites should try to offer a measure to calculate how well the users can 
connect with quality profiles. Only increasing number of contacts will not help the business people 
to get benefits out of networking. They should be connected and stayed connected to better and 
stronger profiles such as seniors from the same industry, people with higher experience and skills, 
people working in the bigger organizations etc. The proposed Networking Score is a tool that 
LinkedIn and such other networking sites can offer to existing users of their site. The tool will help 
the users in judging how well or not they are connected with stronger professionals. It will also help 
these sites to attract new users and delight the existing ones. Knowing and using the Networking Score 
is in the benefits of both—users as well as service providers of professional networking website. The 
score will help the users in connecting with more number of and more effective professional online, 
which will help the users to climb their professional career ladder. At the same time, this score will 
help the networking websites in attracting and retaining more and more number of users. The 
websites can classify their users in to following categories and suggest strategic actions such as 
recommending more number of appropriate profiles to low scoring users, recommending more 
appropriate profiles to medium scoring users and highlighting high scoring profiles to all the users 
regularly. 
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